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Preface 


When I first wrote this book, I knew: The world did not need another introductory text in mass 
communication. The world has many such texts. I had used some. 


So the question was: What would be the purpose of another introductory mass communication 
text? 


The answer: Understanding Media and Culture in the 2020s: An Introduction to Mass Commu- 
nication was written to squarely emphasize, in ways no other text does, media technology and its 
historical, ongoing interaction with culture. 


I believed then and now that an introduction to mass communication text should be a com- 
pelling, historical narrative sketching the ongoing evolution of media technology and how that 
technology shapes and is shaped by culture—and that is what I set out to deliver with this text- 
book, particularly with this edition. 


Today's students are immersed in media technology. They live in a world of cell phones, smart 
phones, video games, laptops, Facebook, Twitter, TikTok, and more. They fully expect that new 
technology will be developed tomorrow. Yet students often lack an historical perspective on media 
technology. They lack knowledge of the social, political, and economic forces that shape media tech- 
nology. 


This is not knowledge for knowledge'’s sake. It is knowledge that can help them understand, 
comprehend, appreciate, anticipate, shape, and control media technology. 


With this focus, Understanding Media and Culture in the 2020s becomes an appropriate title. 
Indeed, the title has particular significance. It harkens to Marshall McLuhan's Understanding 
Media, a key text in media studies. Written in the 1960s, Understanding Media was the subject 
of intense debates that continue to this day. Its central message was that the technology of 
media—not their content—was their most important feature. In a typically pithy, now well known, 
phrase, McLuhan said, “The medium is the message.” The title, Understanding Media and Culture in 
the 2020s: An Introduction to Mass Communication, situates this introductory text in a large, ongo- 
ing theoretical conversation. 


The goal is to offer a textbook that will support and complement the teaching of an introduc- 
tory communication course. The hope is that Understanding Media and Culture in the 2020s: An 
Introduction to Mass Communication will provide more than an engaging and interesting course 
experience for students. It should not only show them the powerful social, political, and economic 
forces that will affect the future of media technology, but it should challenge students to do their 
part in shaping that future. 


Supplements 


Understanding Media and Culture in the 2020s: An Introduction to Mass Communication is accom- 
panied by a robust supplements program that augments and enriches both the teaching and stu- 
dent learning experiences. Faculty should contact their FlatWorld sales representative or FlatWorld 
support at support@flatworld.com for more information or to obtain access to the supplements 
upon adoption. 
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Sample Syllabi 


Sample syllabi based on either 16-week or 10-week terms provide useful templates that help new 
adopters transition from their current course textbook to Understanding Media and Culture in the 
2020s. Faculty can download the syllabi from the FlatWorld website or they can be obtained by con- 
tacting your local FlatWorld representative or FlatWorld support (support@flatworld.com). 


Instructor’s Manual 


The instructor's manual (IM) includes Learning Objectives, Key Takeaways, and an outline for each 
section of each chapter along with possible responses to the end-of-chapter assessment and critical 
thinking questions. 


PowerPoint Slides 


PowerPoint Slides organized by chapter include a concise and thorough outline and a list of Learn- 
ing Objectives and Key Takeaways. These slides work well for both face-to-face and online learning 
environments, enliven lectures, and stimulate class discussions. Adopters can use the slides as com- 
posed to support lectures or customize and build upon them to suit their particular teaching goals. 


Test Item File 


The Test Item File (TIF) includes more than seventy-five questions per chapter in multiple-choice, 
fill-in-the-blank, true/false, short answer, and essay question formats. All answers are provided, 
including possible responses to the essay questions. The items have been written specifically to 
reinforce the major topics covered in each chapter and to align with FlatWorld Homework and 
in-text quiz items. The Test Item File questions are also available in pre-formatted form for easy 
export into popular learning management systems such as Canvas or Blackboard. 


Test Generator—Powered by Cognero 


FlatWorld is pleased to provide a computer-generated test program powered by the leading assess- 
ment provider Cognero to assist instructors with selecting, randomizing, formatting, loading 
online, or printing exams. Please contact your local FlatWorld representative or FlatWorld support 
(support@flatworld.com) for more information or to request the program. 


FlatWorld Homework 


FlatWorld Homework is provided in an easy-to-use interface. Multiple choice, fill-in-the-blank, 
classification, matching, and other question types are available for use and are all auto-gradable. 
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Students who utilize the homework questions should see their performance improve on examina- 
tions that are given using the Test Item File questions that accompany this book. 


Online Quizzes and Flashcards 


Autograded Quiz questions and Flashcards for student self-evaluation are organized by chapter 
and section and embedded in the online version of the book. Students can use the Quizzes and 
Flashcards to test their comprehension by section as they read and learn, once they have completed 
a chapter, or for test review. 


What’s New in Version 3.0 


Even one year is an eternity in media and culture. Much has changed since Version 1.0 of this book 
was originally published in 2010. Version 2.0 of the book attempted to catch up with the changes in 
media and culture midway through the decade. Now Version 3.0 kicks off a new decade. It encom- 
passes new technology and the always evolving relationship between media and culture. Yet, it 
is important to remember: no version of this book will ever remain completely current with an 
ever-changing world. But the theme of this book will always remain current: exploring and under- 
standing the ways in which media technology shape and are shaped by culture. 


Version 3.0 has been streamlined and condensed to now encompass fourteen chapters, a 
decrease of two chapters from the previous version, to align more smoothly with the semester 
system. The completely new Chapter 13 summarizes essential cases such as New York Times v. Sul- 
livan, New York Times v. United States, Miller v. California, and others. It also provides a history 
of media codes of ethics and offers students insights into how both law and ethics shape libel, 
prior restraint, privacy, obscenity, and other areas. This version also includes new video hyperlinks 
embedded throughout the text that provide examples and help to expand discussions. 


New or updated coverage on the following topics has been added to Version 3.0: 
e COVID-19's long-term impact on every medium 


e Social justice movements including #BlackLivesMatter and #OscarsSoWhite (e.g., Chapter 1 
Section 1, Chapter 8 Section 3, Chapter 8 Section 5, and Chapter 12 Section 4) 


e Impact of enslaved people and Black migration on American music (Chapter 6 Section 3) 

e Enhanced role of social influencers and their relationship to gatekeepers (Chapter 1 Section 6) 
e History and future of TikTok (Chapter 2 Section 1 and Chapter 11 Section 5) 

e Future of libraries (Chapter 3 Section 6) 


e Privacy and global technology companies (Chapter 11 Section 3, Chapter 11 Section 5, Chapter 13 
Section 3, and Chapter 13 Section 4) 


e Successful American magazines that continue into the 2020s (Chapter 5 Section 5) 
e News deserts and democracy (Chapter 4 Section 5 and Chapter 14 Section 4) 

e Selling of music rights (Chapter 6 Section 5) 

« Impact of fewer commuters on the future of radio (Chapter 7 Section 5) 


e Streaming services, movie theaters, and Hollywood (Chapter 8 Section 4 and Chapter 8 Section 
5) 


s Artificial intelligence and gaming (Chapter 10 Section 5) 
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Donald Trumps ban from social media platforms (Chapter 11 Section 3 and Chapter 13 Section 
1) 

e Section 230 and social platforms liabilities (Chapter 13 Section 4) 

« Fake news debate (Chapter 11 Section 4) 

e Augmented reality (Chapter 11 Section 5) 

e Integration of advertising and public relations (Chapter 12 Section 4) 

e Deeper discussion of the history of media ethics codes (Chapter 13 Section 1) 

e Net neutrality (Chapter 14 Section 2) 

e Media mergers and acquisitions and their impact on democracy (Chapter 14 Section 4) 


e Subscription fatigue and streaming (Chapter 14 Section 4) 
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CHAPTER 1 


Understanding Media and 
Culture in the 2020s 


1.1 The Medium Is the Message: A 
Lost Cell Phone and 
#BlackLivesMatter 


Here are two cellphone stories, fifteen years apart. 


A New York City woman lost her cell phone in the back of a taxi cab. Sasha Gomez, 16, of 
Queens, ended up with the phone. She decided to keep it and use it. She did not realize the conse- 
quences. She was humiliated, harassed, and arrested. And she became the subject of a social media 
campaign only possible in modern culture. Let's see what happened. 


The phone was then an expensive model, a T-Mobile Sidekick that sold for $350. Sasha began 
using the phone to take photographs and send instant messages to friends and family. The woman 
who lost the phone thought she would never see the phone again. She bought another Sidekick, 
logged onto her account and found that the old phone was being used. She saw photographs and 
messages by Sasha. The woman wanted her old phone back. She had a media-savvy friend, Evan 
Guttman. Evan was able to track down Sasha by her instant messages. He contacted Sasha and 
asked her to return the phone to his friend. “Basically, she told me to get lost,” Evan later told The 
New York Times." 


Evan decided to fight for his friend's phone—through the media. He put up a web page that 
told the story of the lost cell phone. He put up the pictures of Sasha and her family. The story 
spread. Evan began getting dozens and then hundreds of sympathetic emails from other people 
who had lost phones and understood his frustration with Sasha. Two technology blogs, Diggs and 
Gizmodo, linked to the story and web page. Evan then got thousands of emails, some from as far 
off as Africa and Asia. Lawyers and police officers contacted Evan about property law and told him 
how to approach the police. Some people went further than writing supportive emails. They found 
Sasha's MySpace page. They sent Sasha and her friends messages demanding the return of the 
phone. Other people learned her home address in Queens, drove by her apartment building and 
shouted “thief.” 


Sasha and her family were outraged and alarmed. They contacted Evan. Sasha still refused to 
return the phone. Her brother too communicated with Evan. He said he was a military policeman, 
and he warned Evan to leave Sasha alone. Evan posted those comments online. He soon heard from 
others in the military. They told him that the brother's threats were a violation of military policy. 
They said they would report the threats to the brother's superiors. 


Armed with all this information, Evan contacted Sasha one more time. He said he and his 
friend would next go to the police. Evan said he was threatened again. He and his friend went to the 
police who then arrested Sasha. The charge was possession of stolen property. Sasha's mother came 
forward and said she had bought the phone for $50 on a subway platform and given it to Sasha. 
Police confiscated the phone for the original owner. And Evan became a minor cultural celebrity. 
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The story appeared in The New York Times and the International Herald Tribune and was broadcast 
on MSNEC and other outlets. It was a modern morality tale caused by, and then made possible by, 
the intersection of media technology and culture. 


I thought the story of the lost cell phone, even with its dated references to MySpace and Side- 
kick, would be a great introduction for a text on understanding media and culture, and I used The 
New York Times story to write the previous paragraphs. Some time after, when I showed the intro- 
duction to a colleague, he looked at me with a quizzical look. He went to his desk and showed me 
a then-recent book by media scholar Clay Shirky, Here Comes Everybody, a book on the power of 
organizing through new media. Shirky begins his book—with the same story of the lost cell phone. 
With some wry amusement over fate, I decided that I would keep my introduction as well. In some 
ways, the movement of the lost cell phone story from Evan's website through The New York Times 
through MSNBC through Clay Shirky’s text through my book on understanding media and culture 
is symbolic, as we will see, of the multitude of flows between media and culture. 


FIGURE 1.1 
A mural of George Floyd in Minneapolis, Minnesota. 


Source: Dahae Shin/Shutterstock.com 


Fast forward almost 15 years to 2020. Darnella Frazier, 17, had just left her Minneapolis home to 
go to a grocery store with her cousin. She saw police lights and three police officers atop a Black 
man. One of the officers, Derek Chauvin, had his knee on the neck of the man. Darnella pulled out 
her cell phone and began filming. For 10 minutes and 9 seconds, Darnella filmed. The Black man, 
George Floyd, gasped for air. He called out for his mother. “I can't breathe,” he said. “I’m about to 
die.” The police remained on top of him. At 8:25 p.m., Floyd appeared to stop breathing. One of the 
officers checked Floyd's pulse and could not find one. Chauvin, removed his knee from the neck of 
Floyd. Paramedics arrived and placed Floyd in an ambulance. Only then did Darnella stop filming.” 


Emergency room staff could not revive Floyd and at 9: 25 p.m., he was pronounced dead. Mean- 
while, Frazier had gone home and uploaded her video to Facebook. That night and throughout the 
following day, her video of Floyd's killing circulated with astonishing speed. Protests rocked Min- 
neapolis and the four officers were fired, later arrested and charged. Within two days, Black Lives 
Matter demonstrations had spread to Los Angeles, Memphis, St. Louis, and other cities. Within 
three days, more than 140 U.S. cities and towns, from Seattle to New York, were rocked by demon- 
strations. And within the week, protests had spread around the world, from Paris to Seoul, as 
people gathered to show their solidarity with U.S. protesters and to call out racism in their own 
lands. 
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FIGURE 1.2 
Smartphones allow the public to capture news stories now. 
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In October 2020, a leading center for free expression bestowed the PEN/Benenson Courage 
Award on Darnella Frazier. “With nothing more than a cell phone and sheer guts, Darnella changed 
the course of history in this country, sparking a bold movement demanding an end to systemic 
anti-Black racism and violence at the hands of police,” said PEN America CEO Suzanne Nossel.” On 
April 20, 2021, the day that former officer Chauvin was found guilty of murder, a Washington Post 
headline read, “By bearing witness—and hitting ‘record’—17-year-old Darnella Frazier may have 
changed the world." And on June 1, 2021, Darnella was awarded a special citation by the Pulitzer 
Prizes.” 


With Darnella's story, I wanted to bring another perspective to understanding media and cul- 
ture. The story of Sasha Gomez and the lost cell phone shows, I think, the really personal, even 
intimate, relationship that people have with their phones. But the story of Darnella Frazier shows 
that this very same medium—the cell phone—can have global power and influence. I hope you can 
see from these beginnings that, especially in our times, the 2020s, understanding media and culture 
will be worthy of your time. 


Understanding Media and Culture in the 2020s 


This book’s title tells its intent. It is written to help you understand media and culture. The media 
and culture are so much a part of our days that sometimes it is difficult to step back, appreciate 
and apprehend their great impact on our lives. 


In the early 2020s, of course, our lives were completely upended by the COVID-19 pandemic. 
Amidst the illness and death, everyday life was transformed in profound ways. Media and culture 
not only were themselves transformed, they helped people transform their lives, giving them the 
means to comprehend, communicate, educate, and entertain. Many people found that media 
were their lifeline not only to their families, friends, doctors, and authorities, but to the creative, 
nourishing activities that helped them survive. Understanding media will not only help you appre- 
ciate the role of media in your life but also help you be a more informed citizen, a more savvy 
consumer, and a more successful worker. Media influence all those aspects of life as well. 
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The book’s title, and the book itself, begin with a focus squarely on media. Media for most of us 
were entwined with almost every aspect of life and work even before the pandemic. Think of your 
typical day. If you are like many people, you wake to a digital alarm clock or perhaps your cell 
phone. Soon after waking, you likely have a routine that involves some media. Some people lie in 
bed and check the cell phone for text messages. Others will get up, turn on the computer and 
check Facebook, TikTok, Snapchat, Instagram, Twitter, email, or websites. Some people read 
digital news or even a newspaper. Others listen to music on Alexa. Some people will turn on 
the television and watch a weather channel, cable news, or Sports Center. Heading to work or 
class, you may chat on a cell phone or listen to music. Your classes likely employ various types 
of media from course management software to PowerPoint presentations to DVDs to YouTube. 
You may return home and relax with video games, television, Netflix, HBO, movies, more TikTok 
and Facebook, or music. You connect with friends on campus and beyond with text messages, 
WhatsApp, or Facebook. And your day may end as you fall asleep to digital music. 


FIGURE 1.3 
Marshall McLuhan emphasized the medium of communication, not the content. 


Source: Josephine Smith/Library and Archives Canada/PA-172791 


The book’s title also has links to a highly influential book in media studies, Understanding Media, 
by the social theorist and critic, Marshall McLuhan. In the midst of the 20th century and the rise 
of television as a mass medium, McLuhan foresaw how profoundly media would shape human 
lives. His work on media spanned four decades, from the 1950s to his death in 1980. In the 
1960s and 1970s, during the height of television’s popularity and the emergence of computers, 
he became an international celebrity. He appeared on magazine covers and television talk shows. 
He had a cameo appearance in the Woody Allen film, Annie Hall. Wired magazine listed him on 
its masthead as “patron saint.” In universities, however, McLuhan was often dismissed, perhaps 
because of his celebrity, his outlandish style, and his broad and sweeping declarations. Yet as 
media continued to develop in ways anticipated by his writings, McLuhan again found an audi- 
ence in media studies. 


In Understanding Media, McLuhan offered some provocative thoughts. He said that the media 
themselves were far more important than any content they carried. Indeed, he said, each 
medium, such as print or broadcast, physically affects the human central nervous system in a 
certain way. Media influence the way the brain works and how it processes information. They cre- 
ate new patterns of thought and behavior. Looking back over time, McLuhan found that people 
and societies were shaped by the dominant media of their time. For example, McLuhan argued, 
people and societies of the printing press era were shaped by that medium. And, he said, people 
and societies were being shaped in new ways by electronic media. Summing up, in one of his 
best-known phrases, he said, “The medium is the message.” 
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(m) The Medium Is the Message 


Watch this animated explanation of Marshall McLuhan’s most famous concept. 


View in the online reader 


This book’s title uses McLuhan’s title—and adds culture. McLuhan well understood how media 
shape culture. However, one weakness in McLuhan’s work, especially his early work, is that he 
did not fully account for how culture shapes media. Culture can be a vague and empty term. 
Sometimes culture is defined in a very narrow sense as “the arts” or some sort of fashionable 
refinement. Another definition of culture is much more expansive, however. In this broader sense, 
culture is a particular way of life and how that life is acted out each day in works, practices, and 
activities. Thus, we can talk about Italian culture, Javanese culture, or the culture of the ancient 
Greeks. Another communication theorist, James Carey, elegantly captures this expansive view of 
culture. In “A Cultural Approach to Communication,” Carey wrote the following: 


“We create, express, and convey our knowledge of and attitudes toward reality 
through the construction of a variety of symbol systems: art, science, journal- 
ism, religion, common sense, mythology. How do we do this? What are the 
differences between these forms? What are the historical and comparative vari- 
ations in them? How do changes in communication technology influence what 
we can concretely create and apprehend? How do groups in society struggle 
over the definition of what is real?” 


That large sense of culture will be used in this book. The chapters to come will provide an in- 
depth look at the relationship of media and culture. We will look at many kinds of media and how 
those media shape and are shaped by culture. Media and culture shape each other around the 
globe, of course. The focus in this book primarily will be on the United States. This focus is not 
only because U.S. media have immense global reach but because understanding media and cul- 
ture in one setting will allow you to think about media and culture in other settings. This intellectual 
journey should be interesting and fun. You live, study, work, and play with media in culture. By 
the book’s end, you should have a much deeper appreciation and understanding of them. 
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mass communication 


Communication 
transmitted to large 
segments of the 
population. 


media 


Means of communication 
and transmission; as the 
plural of medium, a means 
of communication and 
transmission, media refers 
to a number of such 
means, such as print, 
digital, and electronic 
media. 


mass media 


Those means of 
transmission that are 
designed to reach a wide 
audience; some examples 
are radio, newspapers, 
magazines, books, and 
video games, as well as 
internet media such as 
blogs, podcasts, and 
video sharing. 


1.2 American Media and 
Culture — Shaping Each Other 


Learning Objectives 


1. Distinguish between mass communication and mass media. 
2. Define culture. 
3. Pose questions that will be explored in the rest of the text. 


Mass Communication, Mass Media, and 
Culture 


We use all kinds of terms to talk about media. It will be useful to clarify them. It will be especially 
important to distinguish between mass communication and mass media, and to attempt a working 
definition of culture. You likely are reading this book as part of a class dedicated to mass communi- 
cation, so let's start with mass communication first. Note that adjective: mass. Here is a horrible 
definition of mass from an online dictionary: Of, relating to, characteristic of, directed at, or 
attended by a large number of people. But the definition gets the point across. Communication can 
take place just between two people, or among a few people, or maybe even within one person who 
is talking to himself. Mass communication is communication of, relating to, characteristic of, 
directed at, or attended by a large number of people. That's pretty ugly. Let’s try the following: Mass 
communication refers to communication transmitted to large segments of the population. 


How does that happen? The transmission of mass communication happens using one or more 
of many different kinds of media (people sometimes forget that media is the plural of the singular, 
medium). A medium is simply an instrument or means of transmission. It can be two tin cans con- 
nected by a string. It can be television. It can be the internet. A mass medium is a means of 
transmission designed to reach a wide audience. It is not tin cans on a string, unless you have a lot 
of cans, but it can be television or the internet. Media are more than one medium. So mass media 
refers to those means of transmission that are designed to reach a wide audience. Mass media are 
commonly considered to include radio, film, newspapers, magazines, books, and video games, as 
well as internet blogs, podcasts, and video sharing. And mass media have become essential to every- 
thing from politics to culture. 


Lastly, let's define culture a bit more. All this mass communication over mass media takes place 
among people in a particular time and place. Those people share ideas about reality and the world 
and themselves. They act out those ideas daily in their lives, work, and creative expressions, and 
they do so in ways that are different from other people in other places and other times. We can use 
culture to refer to the acting out of these shared ideas. 
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One of the great scholars of culture, anthropologist Clifford Geertz, offered this definition. He FIGURE 1.4 

said, culture is “an historically transmitted pattern of meanings embodied in symbols, a system of Beyoncé has found success 
inherited conceptions expressed in symbolic forms by means of which men communicate, perpet- on many media. 

uate, and develop their knowledge about and their attitudes toward life." That's difficult language, 
but you can get the idea—culture is historically transmitted knowledge and attitudes toward life 
expressed in symbolic form. Or perhaps more simply, culture is the expressed and shared values, 
attitudes, beliefs, and practices of a social group, organization, or institution. It is OK if that still 
seems broad and fluid. Scholars too wrestle with the term because it must capture so much. Cul- 
ture should not be easy to define. 


FIGURE 1.5 
A still shot from the Kennedy-Nixon debate. 
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culture 


The expressed and shared 
values, attitudes, beliefs, 
and practices of a social 
group, organization, or 
institution. 


Source: AP Wirephoto 


What this book will do is bring together media and culture in the context of the American 
experience. Throughout American history, evolving media technologies have changed the way we 
relate socially, economically, and politically. Here's one example from long ago that is still talked 
about today. In 1960, the first televised presidential debates changed American history forever. The 
young senator, John F. Kennedy, looked wonderful on television. He appeared energetic, crisp and 
at ease, while Vice President Richard Nixon looked nervous and uncomfortable. His makeup was 
caked on. He hunched and slouched. People who listened to the debate on the radio considered it a 
tie. But most people who watched the debate on television believed that Kennedy crushed Nixon. 
Kennedy upset Nixon and won the presidency. A few months later, the newly-elected president 
gave credit to technology for changing public perceptions and enabling his win. He claimed that “it 
was TV more than anything else that turned the tide.”” Ever since Kennedy, American presidential 
hopefuls have had to be increasingly television-ready and media savvy. Indeed, evolving technology 
has helped change what the American public wants out of its leaders. 


In today’s wired world of smartphones and streaming satellite feeds, our expectations of our 
leaders, celebrities, teachers, and even ourselves are changing in drastic ways. This book aims to 
provide you with the context, tools, and theories to understand changes brought about by the com- 
mingling of media and culture. Rather than telling you what to think, this book hopes to provide 
you with a framework to consider some of the crucial issues affecting media and culture in today’s 
world. The following are some questions to consider now and to keep in mind as you move forward 
in this book: 
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« The second half of the 20th century and the beginning of the 21st century have seen a huge 
growth of media forms, including radio, cinema, television, the internet, cell phone, and artifi- 
cial intelligence. Understanding the evolution of media technology can help you understand 
not only the media of today but also the media of tomorrow. What then are the roots of media 
in U.S. history? What were the dominant forms of media present in the United States during 
the Revolution? The Industrial Revolution? World Wars I and II? How did these forms of media 
differ from the ones we have today? How did they help shape the way people interacted with 
and understood the world they lived in? 


e Contemporary Americans have more means of getting information and entertainment than 
ever before. What are the major media present in the United States today? How do these forms 
of media interact with one another? How do they overlap? How are they distinct? 


e What is the role of media in American culture today? Some people argue that dramatic and 
controversial events help fuel the demand for 24-hour news access. As noted earlier, Darnella 
Frazier’s cell phone video of the killing of George Floyd was seen around the country in a mat- 
ter of hours, igniting Black Lives Matter protests from coast to coast. Without that video, how 
would people have known? How would people have followed news of the pandemic that swept 
the world in 2020 and 2021? How did their media use change?” What are other ways that cul- 
ture and media interact? How do media affect culture? Do violent television shows and video 
games influence viewers to become more violent? Is the internet making our culture more 
open and democratic, or more shallow and distracted? 


« Though we may not (yet) have space-age technology, such as time travel, hover cars, and tele- 
portation, today’s electronic gadgets would probably stun Americans of a century ago. Will we 
be stunned by future media? How can today’s media landscape help us understand what might 
await us in years to come? What will the future of American media and culture look like? 


FIGURE 1.6 
CBS news anchor Walter Cronkite. At times, almost half the country would watch him on the nightly news. He was 
called “the most trusted man in America.” 


Source: Library of Congress, LC-U9- 33387-16A 
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Key Takeaways 


e Mass communication refers to a message transmitted to a large audience; the means of 
transmission is known as mass media. Many different kinds of mass media exist and have 
existed for centuries. Both have an effect on culture, which is a shared and expressed collec- 
tion of behaviors, practices, beliefs, and values that are particular to a group, organization, 
or institution. Culture and media exert influence on each other in subtle, complex ways. 


e The 1960 election is an example of how changes in media technology have had a major 
impact on culture. But the influence goes both ways, and culture shapes media in important 
ways, even how media evolve. 


Exercises 


Reread the previous questions about media and culture. Write down some of your initial 
responses or reactions, based on your prior knowledge or intuition. Keep the piece of paper 
somewhere secure and return to it on the last day of the course. Were your responses on target? 
How has your understanding of media and culture changed? How might you answer questions 
differently now? 


1.3 The Evolution of Media 


Learning Objectives 


1. Discuss events that shaped the evolution and adaptation of mass media. 
2. Explain how different technological transitions have influenced media industries. 
8. Identify four roles the media perform in our society. 


“Well, how did I get here?” a baffled David Byrne sings in the Talking Heads song “Once in a 
Lifetime.” The contemporary media landscape is so rich, deep, and multifaceted that it's easy to 
imagine American media consumers asking themselves the same question. If you ask a grandpar- 
ent, say, someone over 60 years old, what media was like “in the day,” you will hear of a world that 
seems utterly long ago—black and white television screens with only three channels and anten- 
nas perched on rooftops; telephones on walls that you had to dial; radios in large wooden boxes or 
small, hand-held transistors; movie theaters, one to a town, with one film that changed weekly. 


Our world, just one generation removed, seems like another world. People turn on their tele- 
vision and find thousands of channels, including 24-hour news channels, as well as music videos, 
nature documentaries, and reality shows about everything from hoarders to fashion models. 
Movies too have moved to television screens, streaming and on-demand from cable providers, or in 
cineplexes with a dozen films. Radio has survived with content heard in cars, on phones, or over 
smart speakers and virtual assistants powered by artificial intelligence. And, of course, a majority 
of Americans have in their pockets or purses a small, powerful computer—the cell phone—that 
can connect them with information and people worldwide. Social media, such as Facebook, TikTok, 
Snapchat and Twitter, dominate media use.” Indeed, American life is now saturated with media, in 
taxicabs and buses, in classrooms and doctors’ offices, on highways and in airplanes, even in bath- 
room stalls. How did we get here? 
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The question is so interesting and important that later chapters will offer in-depth explo- 
rations of how particular media developed in different eras. But we can begin to orient ourselves by 
briefly examining a history of media in culture, looking in particular at the ways technological inno- 
vations have helped to bring us to where we are today, and finally considering the varied roles the 
media fill in our culture today. 


(m) The History of Media 
This video takes you through a 5-minute history of media. 


WARNER BROS. SUPREME TRIIMPH 


The History of Media | 


1927 


“The Jazz Singer” is 
the first “talkie” 


+ silent stars 
become memories 
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View in the online reader 


A Brief History of Mass Media and Culture 


Although a history of media can include African drums, cave paintings, papyrus and script, 
Johannes Gutenberg’s 15th-century invention of the movable type printing press is a traditional 
starting point. (Other printing presses were created before Gutenberg but movable type allowed 
for truly mass production.) Before the printing press, books were painstakingly handwritten, and 
no two copies were exactly the same. The printing press made the mass production of print media 
possible. Not only was it much cheaper to produce written material, but new transportation tech- 
nologies also made it easier for texts to reach a wide audience. It’s hard to overstate the importance 
of Gutenberg's invention, which helped usher in massive cultural movements like the European 
Renaissance, literacy, and the Protestant Reformation. In 1810, another German printer, Friedrich 
Koenig, pushed media production even further when he essentially hooked the steam engine up 
to a printing press, enabling the industrialization of printed media. In 1800, a hand-operated print- 
ing press could produce about 480 pages per hour; Koenig's machine more than doubled this rate. 
This increased efficiency helped lead to the rise of the daily newspaper. (By the 1930s, many print- 
ing presses had an output of 3000 pages an hour.) 


As the first Europeans settled the land that would come to be called the United States of 
America, the newspaper was an essential medium. At first, newspapers helped the Europeans stay 
connected with events back home. But as the people developed their own way of life—their own 
culture—newspapers helped give expression to that culture. Political scientist Benedict Anderson 
has argued that newspapers also helped forge a sense of national identity by treating readers 
across the country as part of one unified group with common goals and values. Newspapers, he 


said, helped create an “imagined community.” 


The United States continued to develop, and the newspaper was the perfect medium for the 
increasingly urbanized Americans of the 19th century, who could no longer get their local news 
merely through gossip and word of mouth. These Americans were living in an unfamiliar world, 
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and newspapers and other publications helped them negotiate the rapidly changing world. The 
Industrial Revolution meant that people had more leisure time and more money, and media helped 
them figure out how to spend both. 


The contemporary media age can trace its origins back to the electrical tele- FIGURE 1.7 


graph, patented in the United States by Samuel Morse in 1837. Thanks to the The first words sent by telegraph: “What Hath 


telegraph, communication was no longer linked to the physical transportation of God Wrought.” They were the start of the media 
age. 


messages. Suddenly, it didn't matter whether a message needed to travel five or 
five hundred miles. Suddenly, information from distant places was nearly as 
accessible as local news. When the first transatlantic cable was laid in 1858, allow- 
ing near-instantaneous communication from the United States to Europe, The 
London Times described it as “the greatest discovery since that of Columbus, a 
vast enlargement...given to the sphere of human activity.” Celebrations broke out 
in New York as people marveled at the new media. Telegraph lines began to J 
stretch across the globe, making their own kind of world wide web. Newspapers TE i al 
quickly incorporated stories “from the wire.” “UNITED STAT 


By the mid-1800s, the major daily newspapers faced a threat with the rise of Saree: Neionai posia Mussum SuilSonlan 


the penny press—newspapers that were low-priced broadsheets. These papers Institution 
served as a cheaper, more sensational daily news source and privileged news of 
murder and adventure over the dry political news of the day. While earlier news- FIGURE 1.8 


The penny press appealed to readers’ desires 


papers catered to a wealthier, more educated audience, the penny press landde ornida eni cenda. 


attempted to reach a wide swath of readers through cheap prices and entertain- 
ing (often scandalous) stories. The penny press can be seen as the forerunner to 
today’s gossip-hungry tabloids. 


More media continued to develop. The 19th-century development of photo- 
graphic technologies would lead to the later innovations of cinema and 
television. As with wireless technology, several inventors independently came up 
with photography around the same time, among them the French inventors 
Joseph Niepce and Louis Daguerre, and British scientist William Henry Fox Tal- 
bot. In the United States, George Eastman developed the Kodak camera in 1888, 
banking on the hope that Americans would welcome an inexpensive, easy-to-use 
camera into their homes, as they had with the radio and telephone. Moving pic- 
tures were first seen around the turn of the century, with the first U.S. projection 
hall opening in Pittsburgh in 1905. By the 1920s, Hollywood had already created 
its first stars, most notably Charlie Chaplin. By the end of the 1930s, Americans 
were watching color films with full sound, including Gone with the Wind and The 
Wizard of Oz. 


Not long after the telegraph, wireless communication emerged as an exten- Source: Library of Congress, Chronicling America 

sion of telegraph technology. Although many 19th-century inventors, including Nikola Tesla, had a 
hand in early wireless experiments, it was Italian-born Guglielmo Marconi who is recognized as the 
developer of the first practical wireless radio. This mysterious invention, where sounds seemed to 
magically travel through the air, captured the world’s imagination. Early radio was used for military 
communication, but soon the technology entered the home. The radio mania that swept the coun- 
try inspired hundreds of applications for broadcasting licenses, some from newspapers and other 
news outlets, while other radio station operators included retail stores, schools, and even cities. 


Radios, which were less expensive than telephones and widely available by the 1920s, especially 
had the unprecedented ability of allowing huge numbers of people to listen to the same event at 
the same time. In 1924, President Calvin Coolidge's pre-election speech reached more than 20 mil- 
lion people. Radio was a boon for advertisers, who now had access to a large and captive audience. 
An early advertising consultant claimed that the early days of radio were “a glorious opportunity 
for the advertising man to spread his sales propaganda” thanks to “a countless audience, sym- 
pathetic, pleasure seeking, enthusiastic, curious, interested, approachable in the privacy of their 
homes.”"!! 
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In the 1920s, large media networks—including the National Broadcasting Company (NBC) 
and the Columbia Broadcasting System (CBS)—were launched, and they soon began to dominate 
the airwaves. In 1926, they owned 6.4 percent of U.S. broadcasting stations; by 1931, that number 
had risen to 30 percent. The reach of radio also further helped forge an American culture. The 
medium was able to downplay regional differences and encourage a unified sense of the American 
lifestyle—a lifestyle that was increasingly driven and defined by consumer purchases. “Americans 
in the 1920s were the first to wear ready-made, exact-size clothing..to play electric phonographs, to 
use electric vacuum cleaners, to listen to commercial radio broadcasts, and to drink fresh orange 
juice year round.”™” This boom in consumerism put its stamp on the 1920s, and, ironically, helped 
contribute to the Great Depression of the 1930s.” 


The post-World War II era in the United States was marked by prosperity, and by the intro- 
duction of a seductive new form of mass communication: television, which consists of an image 
being converted to electrical impulses, transmitted through wires or radio waves, and then recon- 
verted into images. Television actually existed before World War II but really began to take off in 
the 1950s. In 1946, there were about 17,000 televisions in the entire United States. Within seven years, 
two-thirds of American households owned at least one set. Radio, cinema, and live theater all saw 
a decline in the face of this new medium that allowed viewers to be entertained with sound and 
moving pictures without having to leave their homes. Advertising drove this new medium—and 
also drove consumption. The United States’ gross national product (GNP) doubled in the 1950s, and 
again in the 1960s; the American home became firmly ensconced as a consumer unit. Along with a 
television, the typical U.S. family owned a car and a house in the suburbs, all of which contributed 
to the nation’s thriving consumer-based economy. 


FIGURE 1.9 
Family gathered around a black and white television set 


Source: National Archives (806-PS-58-9015) 


How was this powerful new medium going to be operated? After much debate, the United 
States opted for the market. Competing commercial stations (including the radio powerhouses of 
CBS and NBC) owned stations and sold advertising and commercial-driven programming domi- 
nated. Britain took another track with its government-managed British Broadcasting Corporation 
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(BBC). Funding was driven by licensing fees instead of advertisements. In contrast to the American 
system, the BBC strictly regulated the length and character of commercials that could be aired. U.S. 
television, propelled by prosperity, advertising and increasingly powerful networks, flourished. By 
the beginning of 1955, there were 36 million television sets in the United States, and 4.8 million in all 
of Europe." Around the world, important national events, broadcast live for the first time, were an 
impetus for consumers to buy sets and participate in the spectacle—both England and Japan saw 
a boom in sales before important royal weddings in the 1950s. 


Broadcast television became the dominant form of mass media. In the United States, there 
were just three major networks, and they controlled over 90 percent of the news programs, live 
events, and sitcoms viewed by Americans. On some nights, close to half the nation watched the 
same show! Some social critics argued that television was fostering a homogenous, conformist 
culture by reinforcing ideas about what “normal” American life looked like. But television also 
contributed to the counterculture of the 1960s. The Vietnam War was the nation’s first televised mil- 
itary conflict, and nightly images of war footage and war protestors helped intensify the nation’s 
internal conflicts. 


Broadcast technology, including radio and television, had such a hold of the American imagi- 
nation that newspapers and other print media found themselves having to adapt to the new media 
landscape and make arguments for their survival. Print media argued it was more durable and 
easily archived, and allowed users more flexibility in terms of time—once people had purchased a 
magazine, they could read it whenever and wherever they liked. Broadcast media, in contrast, usu- 
ally aired programs on a fixed schedule, which allowed it to both provide a sense of immediacy but 
also impermanence—until the advent of digital video recorders in the 21st century, it was impossi- 
ble to pause and rewind a television broadcast. 


The media world faced drastic changes once again in the 1980s and 1990s with the spread of 
cable television. During the early decades of television, viewers had a limited number of channels 
from which to choose. In 1975, the three major networks accounted for 93 percent of all television 
viewing. By 2004, however, this share had dropped to 28.4 percent of total viewing, thanks to the 
spread of cable television. Cable providers allowed viewers a wide menu of choices, including chan- 
nels specifically tailored to people who wanted to watch only golf, weather, classic films, sermons, 
or videos of sharks. Still, until the mid-1990s, television was dominated by the three large networks. 
The Telecommunications Act of 1996, an attempt to foster competition by deregulating the indus- 
try, actually resulted in many mergers and buyouts of small companies by large companies. The 
broadcast spectrum in many places was in the hands of a few large corporations. In 2003, the 
Federal Communications Commission (FCC) loosened regulation even further, allowing a single 
company to own 45 percent of a single market (up from 25 percent in 1982). But the new millennium 
was not going to be dominated by television. 


For the last stage in this fast history of media technology, how’s this for a prediction? In 1969, 
management consultant Peter Drucker predicted that the next major technological innovation 
after television would be an “electronic appliance” that would be “capable of being plugged in wher- 
ever there is electricity and giving immediate access to all the information needed for school work 
from first grade through college.” He said it would be the equivalent of Edison's light bulb in its abil- 
ity to revolutionize how we live. He had, in effect, predicted the personal computer. 


More than Media? Computers and Artificial 
Intelligence 


Peter Drucker may have known that inventors, such as Alan Turing, Bill Hewlett, and David 
Packard, had been working throughout the mid-1900s on a high-powered machine for computing. 
These machines, which began to be developed in the 1940s, were called, naturally enough—com- 
puters. They of course would eventually do much more than compute. The inventions of random 
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access memory (RAM) chips and microprocessors in the 1970s were important steps. As media his- 
torians Asa Briggs and Peter Burke note, these advances meant that “hundreds of thousands of 
components could be carried on a microprocessor." The reduction of many different kinds of con- 
tent to digitally stored information meant that “print, film, recording, radio and television, and all 
forms of telecommunications [were] now being thought of increasingly as part of one complex.” 
This process, also known as convergence, will be discussed in later chapters and is a force that’s 
shaping the face of media today. 


FIGURE 1.10 
In the 1960s, the concept of a useful portable computer was still a dream; huge mainframes were required to run a 
basic operating system. 


Source: National Archives (278195) 


The U.S. military played a crucial role in the history of computing. The military was not inter- 
ested in a consumer product. It was worried about nuclear war and the ability of an enemy to 
destroy U.S. communication abilities in one precise strike on Washington, D.C. It was looking to 
decentralize information and share it among multiple computers over a network. The Advanced 
Research Projects Agency Network—ARPAnet—was the first network. Other networks grew and 
thus grew a dream of a “network of networks,” that could bring them all together. Tim Berners-Lee 
created a World Wide Web that was functional by 1990. Others worked to make that web acces- 
sible through software, such as Netscape and Internet Explorer, and hardware, such as desktop 
computers, laptops, tablets and cellphones." Soon, the products of all other media—newspapers, 
magazines, films, phone calls, television and radio shows, books and more—were available over one 
device. 


Soon, the new millennium saw the fulfillment of a prevalent dream (or nightmare)—the cre- 
ation of computers that would rival or surpass humans in intelligence. A workshop at Dartmouth 
University in 1956 launched the effort to harness the power of still-evolving computers to create 
what members called “artificial intelligence.” The task, though, would not be easy. “AI winters” fol- 
lowed, periods in which it seemed research had stalled. But the 2000s brought ever more powerful 
computing hardware and large data sets so that computers could be trained in “machine learning” 
and “deep learning,” by which the computer could teach itself. AI promises to shape every field and, 
like every major change in technology, shape human life itself." 
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New media technologies both spring from and cause cultural change. For this reason, it can 
be difficult to neatly sort the evolution of media into clear causes and effects. Did radio fuel the 
consumerist boom of the 1920s, or did the radio become wildly popular because it appealed to a soci- 
ety that was already exploring consumerist tendencies? Probably a little bit of both. Technological 
innovations such as the steam engine, electricity, wireless communication, and the internet have all 
had lasting and significant effects on American culture. As media historians Briggs and Burke note, 
every crucial invention came with “a change in historical perspectives." Electricity altered the way 
people thought about time, since work and play were no longer dependent on the daily rhythms 
of sunrise and sunset. Wireless communication collapsed distance. The internet revolutionized the 
way we store, share, and retrieve information. Artificial intelligence will be the first medium that 
can act independently of humans. And, if that is the case, is it a medium at all? 


Why Media? What Do Media Do for Us? 


Even a brief history of media can leave one breathless. The speed, reach, and power of the technol- 
ogy are humbling. The evolution can seem almost natural and inevitable, but it is important to stop 
and ask a basic question: Why? Why have media played such an important role in human life and 
culture? With reflection, we can see that media fulfill several basic roles. 


Media can provide information and education. Cave paintings told early humans about the 
surrounding area and its predators and possibilities. Today, newspapers and news-oriented televi- 
sion and radio programs tell humans about their world and make available stories from across the 
globe, allowing readers or viewers in London to have access to voices and videos from Baghdad, 
Tokyo, or Buenos Aires. Books and magazines provide a more in-depth look at a wide range of sub- 
jects. Online encyclopedias have articles on topics from presidential nicknames to child prodigies to 
tongue-twisters in various languages. The Massachusetts Institute of Technology (MIT) has posted 
free lecture notes, exams, and audio and video recordings of classes on its OpenCourseWare web- 
site, allowing anyone with an internet connection access to world-class professors. 


Another obvious role of media is entertainment. Media can act as a springboard for our imag- 
inations, a source of fantasy, and an outlet for escapism. In the 19th century, Victorian readers, 
disillusioned by the grimness of the Industrial Revolution, found themselves drawn into books that 
offered fantastic worlds of fairies and other unreal beings. In the first decade of the 21st century, 
American television viewers could relax at the end of a day by watching singers, both wonderful 
and terrible, compete to be idols or watch two football teams do battle. Media entertain and distract 
us in the midst of busy and hard lives. 


Another useful aspect of media is its ability to act as a public forum for the discussion of public forum 
important issues. In newspapers or other periodicals, letters to the editor allow readers to respond A social space that is open 
to journalists, or voice their opinions on the issues of the day. These letters have been an important to all, and that serves as a 


part of U.S. newspapers even when the nation was a British colony, and they have served as a means plees Jel elscuesion ci 
important issues. A public 


of public discourse ever since. Facebooks feeds, blogs, discussion boards, and online comments are forum is not always a 
modern forums. Indeed, the internet can be seen as a fundamentally democratic medium that physical space; for 
allows people who can get online the ability to put their voices out there—though whether anyone example, a newspaper can 


‘ : z be considered a public 
will hear is another question. Ouni. 


Media can also serve to monitor government, business, and other institutions. Upton Sinclair's 
1906 novel The Jungle exposed the miserable conditions in the turn-of-the-century meatpacking 
industry. In the early 1970s, Washington Post reporters Bob Woodward and Carl Bernstein uncov- 
ered evidence of the Watergate break-in and subsequent cover-up, which eventually led to the 
resignation of then-president Richard Nixon. Online journalists today try to uphold the “watchdog” 
role of the media. Yet citizens too can use media to monitor those in power. People now often use 
their phones to film encounters with police. 
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“the medium is the 
message” 


A phrase coined by media 
theorist Marshall McLuhan 
asserting that every 
medium delivers 
information in a different 
way, and that content is 
fundamentally shaped by 
the medium of 
transmission. 


Thinking more deeply, we can recognize that certain media are better at certain roles. Media 
have characteristics that influence how we use them. While some forms of mass media are better 
suited to entertainment, others make more sense as a venue for spreading information. For exam- 
ple, in terms of print media, books are durable and able to contain lots of information, but are 
relatively slow and expensive to produce. In contrast, newspapers are comparatively cheaper and 
quicker to create, making them a better medium for the quick turnover of daily news. Television 
provides vastly more visual information than radio, and is more dynamic than a static printed page; 
it can also be used to broadcast live events to a nationwide audience, as in the annual State of the 
Union addresses given by the U.S. presidents. However, it is also a one-way medium—that is, it 
allows for very little direct person-to-person communication. In contrast, the internet encourages 
public discussion of issues and allows nearly everyone who wants a voice to have one. However, the 
internet is also largely unmoderated and un-curated. Users may have to wade through thousands 
of inane comments or misinformed amateur opinions in order to find quality information. 


As mentioned at the start of this chapter, the 1960s media theorist Marshall McLuhan took this 
idea one step further, with the phrase “the medium is the message.” McLuhan emphasized that 
each medium delivers information in a different way and that content is fundamentally shaped by 
that medium. For example, although television news has the advantage of offering video and live 
coverage, making a story come vividly alive, it is also a faster-paced medium. That means stories get 
reported in different ways than print. A story told on television will often be more visual, have less 
information, and be able to offer less history and context than the same story covered in a monthly 
magazine. This feature of media technology leads to interesting arguments. For example, some peo- 
ple claim that television presents “dumbed down” information. Others disagree. In an essay about 
television's effects on contemporary fiction, writer David Foster Wallace scoffed at the “reactionar- 
ies who regard TV as some malignancy visited on an innocent populace, sapping IQs and 
compromising SAT scores while we all sit there on ever fatter bottoms with little mesmerized spi- 
rals revolving in our eyes... Treating television as evil is just as reductive and silly as treating it like 
a toaster with pictures.””" 


We do not have to cast value judgments but can affirm: People who get the majority of their 
news from a particular medium will have a particular view of the world shaped not just by the con- 
tent of what they watch but also by its medium. Or, as computer scientist Alan Kay put it, “Each 
medium has a special way of representing ideas that emphasize particular ways of thinking and 
de-emphasize others.”™! The internet has made this discussion even richer because it seems to hold 
all other media within it—print, radio, film, television and more. If indeed the medium is the mes- 
sage, the internet provides us with an extremely interesting message to consider. 


Key Takeaways 


e Gutenberg’s invention of the printing press enabled the mass production of media, which 
was then industrialized by Friedrich Koenig in the early 1800s. These innovations enabled the 
daily newspaper, which united the urbanized, industrialized populations of the 19th century. 


e In the 20th century, radio allowed advertisers to reach a mass audience and helped spur 
the consumerism of the 1920s—and the Great Depression of the 1930s. The United States 
made a fateful decision in the 1920s to have radio (and thus subsequent media) supported 
by advertising rather than licenses and fees. 


e After World War Il, television boomed in the United States and abroad, though its concen- 
tration in the hands of three major networks led to accusations of conformity. The spread of 
cable and subsequent deregulation in the 1980s and 1990s led to more channels, but not 
necessarily more diverse ownership. 

e Technological transitions continued into this millennium with the rapid spread of digital 
media, including computers and cellphones and the arrival of artificial intelligence. 


e Media fulfill several roles in culture, including the following: 
e Educating and informing 
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e Entertainment and escape 
e Serving as a public forum for the discussion of important issues 
e Acting as a watchdog for government, business, and other institutions 


Exercises 


Choose two different tyoes of mass communication—radio shows, television broadcasts, inter- 
net sites, newspaper advertisements, and so on from two different kinds of media. Make a list of 
what role(s) each one fills, keeping in mind that much of what we see, hear, or read in the mass 
media has more than one aspect. Consider the following questions: 


e Does the type of media suit the social role? 


e Why did the creators of this particular message present it in the particular way, and in this 
particular medium? 


1.4 The Evolution of Culture 


Learning Objectives 


1. Define a cultural period, and give examples of recent cultural periods. 


2. Discuss particular characteristics of the modern era, and explain how it was shaped by the 
Industrial Revolution. 


3. Explain the ways that the postmodern era differs from the modern era. 


We have spoken easily of historical eras. Can we speak of cultural eras? It can actually be a useful 
concept. There are many ways to divide time into cultural eras. But for our purposes, a cultural ; 

iod isa ti ked b ticul f understanding the world through culture and tech- ^ fme marked by a 
period is a time marked by a particular way of understanding the wo ough culture a particular way of 
nology. Changes in cultural periods are marked by fundamental changes in the way we perceive understanding the world 
and understand the world. For example, you may have had readings about the “Middle Ages,” a eae culture and 
marker for European history from the 5th to 15th Century. In that era, technology and communica- eee 
tion were in the hands of authorities like the king and church who could dictate what was “true.” 
The Renaissance, part of the Modern era that followed the Middle Ages, turned to the scientific 
method as a means of reaching truth through reason. This change in cultural period was galvanized 
by the printing press. (In 2008, Wired magazine's editor-in-chief proclaimed that the application of 
internet technology through Google was about to render the scientific method obsolete.) 


cultural period 


In the 2020s, people wrote of a “post-truth” period, a time also brought about by technology, 
in which people could use social media to find information and groups that only conform to what 
they already want to believe. President Donald Trump, accused of perpetuating falsehoods, was 
called a “post-truth President.” One of his spokespeople coined the term “alternative facts."™! Yet, in 
all these cultural periods, the nature of truth actually had not changed. What had changed was the 
way that humans used available technology to make sense of the world. 


It is an important idea: Humans use technology to make sense of the world. You likely can 
anticipate that for the purpose of studying culture and mass media in our time, the modern and 
postmodern periods are especially important with some of the most exciting and relevant issues to 
explore. They are periods in which culture and technology have intersected like never before. 
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modern age 


The post-Medieval era; a 
wide span of time marked 
in part by technological 
innovations, urbanization, 
scientific discoveries, and 
globalization. It is also 
referred to as modernity. 


The Modern Age— Modernity 


The Modern Age is the post-Medieval era, beginning roughly after the 14th century, a wide span of 
time marked in part by technological innovations, urbanization, scientific discoveries, and global- 
ization. The Modern Age is generally split into two parts: the early and the late modern periods. 
Scholars often talk of the Modern Age as modernity. We will add culture to this mix. 


In some sense, the early modern period began with the creation of technology—Gutenberg’s 
invention of the movable type printing press in the late 15th century—and ended in the late 18th 
century. It had a huge impact on culture. Thanks to Gutenberg’s press, the European population of 
the early modern period saw rising literacy rates, which led to educational reform. As noted earlier, 
Gutenberg’s machine also greatly enabled the spread of knowledge, and in turn spurred the Renais- 
sance and the Protestant Reformation. During the early modern period, transportation improved, 
politics became more secularized, capitalism spread, nation-states grew more powerful, and infor- 
mation became more widely accessible. Enlightenment ideals of reason, rationalism, and faith in 
scientific inquiry slowly began to replace the previously dominant authority of king and church. 


FIGURE 1.11 
Prior to the printing press, pages and books were done by hand. Part of Fabian’s Chronicle, dated 1533. 
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Source: © Shutterstock, Inc. 


Huge political, social, and economic changes marked the end of the 18th century and the begin- 
ning of the late modern period. However, we can again acknowledge the influence of technology. 
The Industrial Revolution, which began in England around 1750, combined with the American 
Revolution in 1776 and the French Revolution in 1789, indicated that the world was undergoing mas- 
sive changes. The Industrial Revolution had far-reaching consequences. It did not merely change 
the way goods were produced—it also fundamentally changed the economic, social, and cultural 
framework of its time. 


The Industrial Revolution doesnt have clear start or end dates. However, during the 1800s, 
several crucial inventions—the internal combustion engine, steam-powered ships, and railways, 
among others—led to other innovations across various industries. Suddenly, steam power and 
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machine tools meant that production increased dramatically. But some of the biggest changes com- 
ing out of the Industrial Revolution were social and cultural in character. An economy based on 
manufacturing instead of agriculture meant that more people moved to cities, where techniques of 
mass production led to an emphasis on efficiency both in and out of the factory. Newly urbanized 
factory laborers no longer had the skill or time to produce their own food, clothing, or supplies and 
instead turned to consumer goods. Increased production led to increases in wealth, though income 
inequalities between classes also started to grow as well. Increased wealth and non-rural lifestyles 
led to the development of entertainment industries. Life changed rapidly. 


It is no coincidence that the French and American Revolutions happened in the midst of the 
Industrial Revolution. The huge social changes created changes in political systems and thinking. 
In both France and America, the revolutions were inspired by a rejection of a monarchy in favor 
of national sovereignty and representative democracy. Both revolutions also heralded the rise of 
secular society, as opposed to church-based authority systems. Democracy was well-suited to the 
so-called Age of Reason, with its ideals of individual rights and its belief in progress. 


FIGURE 1.12 
The postmodern art of Picasso, such as “Les Demoiselles D'Avignon,” moved away from realism. 


Source: Bumble Dee/Shutterstock.com 


Media were central to these revolutions. As we have seen, the fusing of steam power and the 
printing press enabled the explosive expansion of books and newspapers. Literacy rates rose, as 
did support for public participation in politics. More and more people lived in the city, had an edu- 
cation, got their news from the newspaper, spent their wages on consumer goods, and identified 
themselves as citizens of an industrialized nation. Urbanization, mass literacy, and new forms of 
mass media contributed to a sense of mass culture that united people across regional, social, and 
cultural boundaries. 
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modernism 


An artistic movement of 
late-19th and early-20th 
centuries that arose out of 
the widespread changes 
that swept the world 
during that period, and 
that questioned the 
limitations of “traditional” 
forms of art and culture. 


postmodern era 


A cultural period that 
began during the second 
half of the 20th century 
and was marked by 
skepticism, 
self-consciousness, 
celebration of difference, 
and the reappraisal of 
modern conventions. 


Modernism versus 
Postmodernism 

The video breaks down the 
difference between 
modernism and 
postmodernism—and why 
you should care. 


odernism. 
M, nism — 


stmoder 
is bal the Difference? 


View in the online reader 


A last, clarifying note on the terminology for the cultural era of the Modern Age or modernity: 
A similar term—modernism—also has come into use. However, modernism is a term for an artistic, 
cultural movement, rather than era. Modernism refers to the artistic movement of late-19th and 
early-20th centuries that arose out of the widespread changes that swept the world during that 
period. Most notably, modernism questioned the limitations of “traditional” forms of art and cul- 
ture. Modernist art was in part a reaction against the Enlightenment's certainty of progress and 
rationality. It celebrated subjectivity through abstraction, experimentalism, surrealism, and some- 
times pessimism or even nihilism. Prominent examples of modernist works include James Joyce's 
stream-of-consciousness novels, cubist paintings by Picasso, atonal compositions by Debussy, and 
absurdist plays by Pirandello. It's not too confusing—modernism was an artistic movement taking 
place during the modern age. 


Our Postmodern Age? 


If you go on to graduate study in almost any field in the humanities or social sciences, you will 
eventually encounter texts debating the postmodern era. While the exact definition and dates of 
the postmodern era are still debated by cultural theorists and philosophers, the general consensus 
is that the postmodern era began during the second half of the 20th century, and was marked by 
skepticism, self-consciousness, celebration of difference, and the reappraisal of modern conven- 
tions. Modernity—the Modern Age—took for granted scientific rationalism, the autonomous self, 
and the inevitability of progress. The postmodern age questioned or dismissed many of these 
assumptions. If the modern age valued order, reason, stability, and absolute truth, the postmodern 
age reveled in contingency, fragmentation, relativism, and instability. The aftermath of World War 
II, the Holocaust, the Cold War, the digitization of culture, the rise of the internet, and numerous 
other factors fed into the skepticism and self-consciousness of the postmodern era. 


Modernity’'s belief in objective truth is one of the major assumptions turned on its head in the 
postmodern era. Postmodernists instead take their cues from Schrödinger, the quantum physicist 
who famously devised a thought experiment in which a cat is placed inside a sealed box with a 
small amount of radiation that may or may not kill it. (Remember, this is a thought experiment, 
and is not real.) While the box remains sealed, Schrödinger proclaimed, the cat exists simultane- 
ously in both states, dead and alive. Both potential states are equally true. Although the thought 
experiment was devised to explore issues in quantum physics, it appealed to postmodernists in 
its assertion of radical uncertainty. What is reality? Rather than being an absolute objective truth, 
accessible by rational procedures and experimentation, the status of reality was contingent, and 
depended on the observer. 

The 2020s, beginning with the COVID-19 pandemic and the tumult of the Trump presidency, 
brought these somewhat philosophical questions of relativity and truth into popular discourse. 
The pandemic brought confusion on how the virus began, how it was best treated and how it might 
be defeated. One telling magazine headline was “What Do You Know? The Illusion of Knowledge 
Amid COVID-19."”! As we noted above, the Trump presidency was often marked by disputes over 
the President's statements, claims of “alternative facts,” and discussions of a “post-truth” era.”" One 
Post column was titled, “Postmodernism Didn't Cause Trump. It Explains Him.” P” 


“Postmodern” questions affect fields from philosophy to political science to literature. Novelists 
and poets, for example, embraced this new approach to reality. While Victorian novelists took pains 
to make their books seem more “real,” postmodern narratives distrusted professions of “reality” and 
constantly reminded readers of the artificial nature of the story they were reading. The emphasis 
was not on the all-knowing author but instead on the reader. For the postmodernists, meaning is 
not injected into a work by its creator, but depended on the reader's subjective experience of the 
work. 
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FIGURE 1.13 
The Postmodern Museum in Vienna celebrates postmodern architecture. 


BA 


Source: Angyalosi Beata/Shutterstock.com 


Another way postmodernity differs from modernity is in its rejection of what philosopher 

Jean-Francois Lyotard deemed “grand narratives.” The Modern Age was marked by different large- i 
: ; A : : : ; Large-scale theories that 

scale theories that attempted to explain the totality of human experience, including theories of attempt to explain the 
capitalism, Marxism, rationalism, Freudianism, Darwinism, fascism, and so on. But the postmodern totality of human 
era called into question the sorts of theories that claimed to explain everything at once. Such think- experience. 
ing, postmodernists warned, led to 20th-century totalitarian regimes, such as Hitler's Third Reich 
and the USSR under Stalin. The postmodern age, Lyotard theorized, was one of micro-narratives 
instead of grand narratives—that is, a multiplicity of small, localized understandings of the world, 
none of which can claim an ultimate or absolute truth. The diversity of human experience also was 
a marked feature of the postmodern world. As Lyotard noted, “eclecticism is the degree zero of con- 
temporary general culture; one listens to reggae, watches a Western, eats McDonald's food for lunch 
and local cuisine for dinner, wears Paris perfume in Tokyo and retro clothes in Hong Kong; knowl- 
edge is a matter for TV games.””” 


grand narratives 


Postmodernists even mistrust the idea of originality—the supposed arrogance of thinking one 
had a “new thought”"—and celebrated the freedom to borrow across cultures and genres. William 
S. Burroughs gleefully proclaimed a sort of call-to-arms for his postmodern generation of writers: 
“Out of the closet and into the museums, libraries, architectural monuments, concert halls, book- 
stores, recording studios and film studios of the world. Everything belongs to the inspired and 
dedicated thief. ... Words, colors, light, sounds, stone, wood, bronze belong to the living artist. They 
belong to anyone who can use them. Loot the Louvre! A bas l'originalité (down with originality), 
the sterile and assertive ego that imprisons us as it creates. Vive le vol (long live the thief)—pure, 
shameless, total. We are not responsible. Steal anything in sight." Burroughs's words embodied 
the mixed skepticism and glee that marked the postmodern era. As the new millennium began, Bob 
Dylan's album, “Love and Theft,” carried on Burroughs’ tradition. Its title and many of its lyrics are 
taken from numerous sources across cultures, eras, and fields. 


Once you get past the unfamiliar terms, this kind of heavy philosophizing does have relevance 
not only for our chapters to come but also for your lives. Postmodern thinkers took delight in ques- 
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tioning reality. What happens when a sizable number of people choose to reject reality and believe 
what they want to believe? The media has been essential to the conversation. 


Key Takeaways 


e A cultural period is a time marked by a particular way of understanding the world through 
culture and technology. Changes in cultural periods are marked by fundamental changes in 
the way we perceive and understand the world. The modern era began after the Middle Ages 
and lasted through the early decades of the 20th century, when the postmodern era began. 


e The modern era was marked by Enlightenment philosophy, which focused on the individual 
and placed a high value on rational decision making. This period saw the wide expansion 
of capitalism, colonialism, democracy, and science-based rationalism. The Renaissance, the 
Protestant Reformation, the American and French Revolutions, and World War | are all sig- 
nificant events that took place during the modern era. 

e One of the most significant developments of the modern era, however, was the Industrial 
Revolution; its emphasis on routinization and efficiency helped society restructure itself along 
those terms as well. 

e Postmodernity differed from modernity in its questioning of truth, reason, rejection of grand 
narratives, and emphasis on subcultures. Rather than searching for one ultimate truth that 
could explain all of history, the postmodernists focused on relativity, contingency, context, 
and diversity. 


Exercises 


1. You will likely come across the concept of “postmodernism” a number of times in your stud- 
ies. How would you define it in your own terms? Do you enjoy it or are you put off by it? 


2. Do a Google search for postmodern art and look at the results. What is a common theme? 


1.5 Media and Culture Converge— “Is 
Google Making Us Stupid?” 


Learning Objectives 


1. Define convergence and discuss examples of it in contemporary life. 
2. Name the five types of convergence identified by Henry Jenkins. 
3. Examine how convergence is affecting culture, society, and people. 


Each cultural era is marked by changes in technology. But what happens to the “old” technology? 
When the radio was invented, people predicted the end of newspapers. When television was 
invented, people predicted the end of radio and film. It's important to keep in mind that the imple- 


media convergence 


The process by which 
previously distinct 


technologies come to mentation of new technologies does not mean that the old ones simply vanish into dusty 
share content, tasks, and museums. Today's media consumers still read newspapers, listen to radio, watch television, and get 
resources. 


immersed in movies. The difference is that it's now possible to do all those things and do all those 
things through one device—be it a personal computer or a smartphone—and through the medium 
of the internet. Such actions are enabled by media convergence, the process by which previously 
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distinct technologies come to share content, tasks and resources. A cell phone that also takes pic- 
tures and video is an example of the convergence of digital photography, digital video, and cellular 
telephone technologies. A news story that originally appeared in a newspaper and now is published 
on a website or pushed on a mobile phone is another example of convergence. Today's media is one 
of convergence. 


Kinds of Convergence 


Convergence isn't just limited to technology. Media theorist Henry Jenkins has 


devoted a lot of time to thinking about convergence. He argues that convergence 
isn't an end result but instead a process that changes how media is both con- 


sumed and produced.®"! Jenkins breaks convergence down into five categories: convergence. 


i, 


Economic convergence is the horizontal and vertical integration of the enter- 
tainment industry, in which a single company has interests across and 
within many kinds of media. For example, at one time, Rupert Murdoch's 
News Corporation owned numerous newspapers (The New York Post, The 
Wall Street Journal) but was also involved in book publishing (Harper- 
Collins), sports (the Colorado Rockies), broadcast television (Fox), cable 
television (FX, National Geographic Channel), film (20th Century Fox), satel- 
lite (SkyTV), and many others. The list changes annually because economic 
convergence is marked by constant buying and selling. 


FIGURE 1.14 
Pirates of the Caribbean—a story, a film series, 
a theme park attraction—exemplifies cultural 
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Organic convergence is much more personal. It is what happens when some- Source: Eric Riltchey, https://commons.wikimedia.org/ 


one is watching television while chatting online and also listening to 


world. 


Cultural convergence has several different aspects. One important component is stories flow- 
ing across several kinds of media platforms—for example, novels that become television series 
(Dexter or Friday Night Lights); radio dramas that become comic strips (The Shadow); even 
amusement park rides that become film franchises (Pirates of the Caribbean). The character 
Harry Potter exists in books, films, toys, amusement park rides, and candy bars. Another aspect 
of cultural convergence is participatory culture—that is, the way media consumers are able 
to annotate, comment on, remix, and otherwise talk back to culture in unprecedented ways. 


Global convergence is the process of geographically distant cultures influencing one another 
despite the oceans and mountains that may physically separate them. Nigeria's “Nollywood” 
cinema takes its cues from India’s Bollywood, which of course stemmed from Hollywood; 
old Tom and Jerry cartoons and newer Oprah shows are popular on Arab satellite television 
channels; successful American horror movies like The Ring and The Grudge are remakes of 
Japanese hits; the hit television show, American Idol was a remake of a British show, Pop Idol. 
The advantage of global convergence is worldwide access to a wealth of cultural influence. Its 
downside, some critics posit, is the threat of “cultural imperialism,” defined by Herbert Schiller 
as the way that developing countries are “attracted, pressured, forced, and sometimes bribed 
into shaping social institutions to correspond to, or even promote, the values and structures of 
the dominating centre of the system.”™ That is, less powerful nations lose their cultural tra- 
ditions as more powerful nations spread their culture through their media and other forms. 
Cultural imperialism can be a formal policy or can happen more subtly, as with the spread of 
outside influence through television, movies, and other cultural projects. 


Technological convergence is the merging of technologies. In our time, different kinds of media 


are transformed into digital content. As we discussed at the beginning of the chapter, the con- 
tent available through your cell phone is the best example of technological convergence. 
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participatory culture 


A culture in which media 
consumers are able to 
annotate, comment on, 
remix, and otherwise 
respond to culture. 
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Effects of Convergence 


Our era is marked by more than just converged technologies. It is important to 
FIGURE 1.1 5 Oaa emphasize that how people use media is very different. “In the day,” one genera- 
Scholars disagree over whether multitasking is ‘ P ‘ : , : 
ħarmful. tion ago, media use was quite passive. People sat in front of TVs, listened to the 

radio when driving, or sat down with the newspaper. If people multitasked, it was 
looking at a magazine during a TV commercial. Jenkins’ concept of “organic con- 
vergence"—particularly, multitasking—gets at the change. Today's media users 
are not passively sitting in front of screens, quietly absorbing information. 
Instead, they are sending text messages to friends, linking news articles on Face- 
book, commenting on YouTube videos, posting TikTok videos, and actively 
engaging with the media they consume. Convergence encourages multitasking. 
Many of our devices allow users to work online, listen to music, watch videos, 
play games, and reply to emails and texts at the same time. 


However, this multitasking is still relatively new in human history and we do 
not know how media convergence and immersion are shaping culture, people, 
and individual brains. Early writers were quite pessimistic. A New York Times editorial sniffed in 
2010, “Few objects on the planet are farther removed from nature ... than a glass and stainless steel 
smartphone.” P” Others predicted people would develop low attention spans and lose the ability to 
focus. In his 2005 book, Everything Bad Is Good for You, Steven Johnson pushed back against the 
naysayers. Johnson argued that television and video games are mentally stimulating, in that they 
pose a cognitive challenge and invite active engagement and problem-solving. Poking fun at 
alarmists who see every new technology as making children more stupid, Johnson jokingly cau- 
tions readers against the dangers of book reading: it “chronically understimulates the senses” and 
is “tragically isolating.” Even worse, books “follow a fixed linear path. You can't control their narra- 
tives in any fashion—you simply sit back and have the story dictated to you. ... This risks instilling 
a general passivity in our children, making them feel as though they're powerless to change their 
circumstances. Reading is not an active, participatory process; it’s a submissive one.”“! 


Source: © Shutterstock, Inc. 


Others are still not sure. A 2008 Atlantic article was titled, “Is Google Making Us Stupid?” Writ- 
ten by Nicholas Carr, it was followed by his book, The Shallows: What the Internet Is Doing to Our 
Brains. Carr worries that the vast array of interlinked information available through the internet 
is eroding attention spans and making contemporary minds distracted and less capable of deep, 
thoughtful engagement with complex ideas and arguments. He mourns the change in his own 
reading habits. “Once I was a scuba diver in a sea of words,” Carr reflects ruefully. “Now I zip along 
the surface like a guy on a Jet Ski.”* Carr cites neuroscience studies showing that when people 
try to do two things at once, they give less attention to each and perform the tasks less carefully. 
In other words, multitasking makes us do a greater number of things poorly. Ten years later, the 
debate continues. A 2020 article in Forbes was titled, “How Multitasking Erodes Productivity And 
Dings Your IQ.”®*! Whatever the ultimate cognitive, social, or technological results, convergence has 
changed the way we relate to media today. 


The Death and Life of Polaroid—What Happens to Old Media? 


Have you ever dialed a rotary phone? How about a payphone on a street? Or a library’s card cat- 
alog? When you need brief, factual information, do you reach for a handy volume of Encyclopedia 
Britannica? Odds are: no. All of these actions, formerly common parts of daily life, have been ren- 
dered essentially obsolete through the progression of convergence. 


But it interesting that convergence has not erased old technologies only the way we use them. 
Take albums, cassette tapes, and Polaroid film, for example. The underground music tastemaker 
Thurston Moore of Sonic Youth claimed that he only listens to music on cassette. Music com- 
panies began reissuing record albums because of demand. Polaroid Corporation, creators of the 
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once-popular instant film cameras, was almost driven out of business by digital photography in 
2008, only to be revived with pop star Lady Gaga as the brand’s creative director. And now Insta- 
gram and other iPhone apps apply effects to photos to make them look more like . . . Polaroids. 


FIGURE 1.16 
Polaroids almost did not survive convergence. 


Source: © Shutterstock, Inc. 


Albums, cassettes, Polaroids, and other seemingly obsolete technologies have been able to 
thrive—albeit in niche markets—both despite and because of internet culture. Instead of being 
slick and digitized, aloums, cassette tapes, and Polaroid photos are physical objects that are 
made more accessible and more human, according to enthusiasts, because of their flaws and 
because they are not digital. The distinctive Polaroid look—caused by uneven color saturation, 
under- or over-development, or just daily atmospheric effects on the developing photograph—is 
emphatically analog. In an age of high resolution, portable printers, and camera phones, the 
Polaroid’s appeal has something to do with ideas of nostalgia and authenticity. In 2020, the com- 
pany was able to announce: “We’ve come full rectangle: Polaroid is reborn out of The Impossible 
Project.”°*! Convergence has transformed who uses these media and for what purposes, but it 
hasn’t run them out of town yet. 


Key Takeaways 


e Twenty-first century media culture is increasingly marked by convergence, or the coming 
together of previously distinct technologies, as in a cell phone that also allows users to post 
video, play games, and check email. 


e Media theorist Henry Jenkins identifies the five kinds of convergence as the following: 
1. Economic convergence, when a single company has interests across many kinds of 
media. 


2. Organic convergence, such as multimedia multitasking, the “natural” outcome of a 
diverse media world for people. 


3. Cultural convergence, when stories flow across several kinds of media platforms, and 
when readers or viewers can comment on, alter, or otherwise talk back to culture. 


4. Global convergence, when geographically distant cultures are able to influence one 
another. 


5. Technological convergence, in which different kinds of technology merge. 


e The jury is still out on how these different types of convergence will affect people on an 
individual and cultural level. Some theorists believe that convergence and new media tech- 
nologies make people smarter by requiring them to make decisions and interact with the 
media they’re consuming; others fear that the digital age is giving us access to more infor- 
mation but less knowledge. 
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Exercises 


1. Look back at the theories proposed by Johnson and Carr. Whose argument do you find 
more compelling? Make a list of points, examples, and facts that back up the theory that you 
think best explains the effects of convergence. 


2. Alternatively, come up with your own theory of how convergence is changing individuals and 
society as a whole. 


1.6 Popular Culture—Tastemakers, 
Influencers, and Gatekeepers 


Learning Objectives 


1. Define tastemakers and influencers and give examples of how they shape media and culture. 


2. Examine the ways the digital age is undermining the traditional role of tastemakers. 


3. Analyze how internet culture now allows creators to bypass gatekeepers, and discuss the 
potential effects. 


We will define popular culture in a moment. But rest assured: It is not new. In 1850, America was 
swept up in a popular culture craze—over a Swedish soprano, Jenny Lind. American showman P. 
T. Barnum (who would later go on to found the circus we know as Ringling Bros. and Barnum & 
Bailey Circus), a shrewd marketer and self-made millionaire, is credited with spreading “Lindoma- 
nia’ through a series of astute show-business moves. Barnum promised Lind an unprecedented 
thousand-dollar-a-night fee (the equivalent of close to $40,000 a night in today’s dollars) for her 
entire 93-performance tour of the United States. Barnum would use the extravagant amount for 
marketing. Ever the savvy self-promoter, Barnum turned the huge investment to his advantage, 
using it to drum up publicity. Who is this singer who could get paid so much? By the time the 
Swedish soprano’ ship docked on U.S. shores, she was greeted by 40,000 ardent fans; another 20,000 
swarmed her hotel. Her performances were sold out. Congress was adjourned during Lind's visit to 
Washington, DC, and the National Theater had to be enlarged in order to accommodate her audi- 
ences. Towns were named in her honor. Enthusiasts could purchase Jenny Lind hats, chairs, boots, 
opera glasses, and even pianos. Popular culture, indeed. 


A little more than a century later, a new craze overtook America and transformed teenagers 
into screaming, fainting Beatle-maniacs. When the British foursome touched down at Kennedy Air- 
port in 1964, they were met by more than 3,000 frenzied fans. Their performance on The Ed Sullivan 
Show was seen by 73 million people, or 40 percent of the U.S. population. The crime rate that night 
dropped to its lowest level in 50 years. Beatlemania was at such a fever pitch that Life magazine 
cautioned that “A Beatle who ventures out unguarded into the streets runs the very real peril of 
being dismembered or crushed to death by his fans.”"°” The BBC helpfully pointed out that there 
was plenty of paraphrenalia for true fans to spend their money on: “T-shirts, sweat shirts, turtle- 
neck sweaters, tight-legged trousers, night shirts, scarves, and jewelry inspired by the Beatles” were 
all available, as were Beatles-style moptop wigs. Fifty years later, Beatle songs continue to be played. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 1 Understanding Media and Culture in the 2020s 


© A Crowd of Screaming Beatles Fans 


In the 1960s, the Beatles were a popular culture sensation in countries around the world. 


View in the online reader 


The 21st century too has had more than its share of popular culture phenomena. In our inter- 
active era, rabid fans can actually help decide the next pop stars, for example, in the reality 
television program American Idol. Derived from a British show, American Idol hit the airwaves in 
2002 and became the only television program ever to earn the top spot in the Nielsen ratings for six 
seasons in a row, often averaging more than 30 million nightly viewers. Rival television networks 
quaked in fear, deeming the pop behemoth “the ultimate schoolyard bully,” “the Death Star,” or even 
“the most impactful show in the history of television.””® Newspapers put developments on the 
show on their front pages. Fans could vote via text and also could sign up for alerts or play trivia 
games on their phones. After a long run on Fox, American Idol moved to ABC to continue its run.”” 


As you can see, an important consideration in any discussion of media and culture is the con- 
cept of popular culture. If culture is the expressed and shared values, attitudes, beliefs, and 
practices of a social group, organization, or institution, then what is popular culture? It sounds... 
popular and common. And that is what it is. Popular culture is the media, products, and attitudes 
considered to be part of the mainstream of a given culture and the everyday life of common people. 
It is often distinct from more formal conceptions of culture that take into account moral, social, 
religious beliefs and values, such as our earlier definition of culture. It is also distinct from what 
some consider elite or high culture. For some people, American Idol is pop culture and opera is cul- 
ture. The Oscars might be somewhere in between. 


Pop culture and American media are inextricably linked—it's no coincidence that Jenny Lind, 
the Beatles, and American Idol were each promoted using a then-new technology—photography 
for Lind; television for the Beatles; the internet and text messaging for American Idol. For as long as 
mass media have existed in the United States, they have helped to create and fuel mass crazes, sky- 
rocketing celebrities and pop culture manias of all kinds. Whether through newspaper 
advertisements, live television broadcasts, or integrated internet marketing, media industry 
“tastemakers’” help to shape popular tastes. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


35 


FIGURE 1.17 

Old Jenny Lind, Arkansas, 
was named for the Swedish 
soprano, a popular culture 
idol. 


Source: © Shutterstock, Inc. 


popular culture 


The media, products, and 
attitudes considered to be 
part of the mainstream of a 
given culture and the 
everyday life of common 
people; it is often distinct 
from more formal 
conceptions of culture that 
take into account moral, 
social, religious beliefs and 
values; it is also distinct 
from what some consider 
elite or high culture. 


FIGURE 1.18 
The American Idol logo 
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“The Tastemakers” — Early Influencers 


Historically, popular culture has been closely associated with mass media or media people that 
P A introduce and encourage the adoption of certain trends. They have been called “tastemakers’"—peo- 
who exert a strong ple or institutions that shape the way others think, eat, listen, drink, dress, and more. We can 
influence on current understand them as the “influencers” of today, whom we will discuss below; in their 


trends, styles, and other time, tastemakers could have huge influence. 
aspects of popular culture. 


tastemakers 


For example, The New York Times’ restaurant and theater reviews used to be able to make or 
break a restaurant or show with their opinions. Another example is Ed Sullivan's variety show, 
which ran from 1948 to 1971, and is most famous for that first U.S. appearance of the Beatles—a tele- 
vision event that was at the time the most-watched television program ever. Sullivan hosted 
musical acts, comedians, actors, and dancers, and had the reputation of being able to turn an 
unknown performer into a full-fledged star." American Idol's Simon Cowell had similar influence 
as his show helped turn unknown local performers into international stars. 


Tastemakers could also help keep culture vital by introducing the public to new ideas, music, 
programs, or products. Thus, the ability to sway or influence the tastes of consumers can be worth 
millions of dollars. In the traditional media model, media companies set aside large advertising 
budgets to promote their most promising projects. Tastemakers are encouraged to buzz about “the 
next big thing.” In untraditional models, bribery and backroom deals also have helped promote per- 
formers or projects. For example, the Payola Scandal of the 1950s involved record companies paying 
the disc jockeys of radio stations to play certain records so those records would become hits. Payola 
is a combination of the words “pay” and “Victrola,” a record player. We will see that issue has contin- 
ued to our day. Companies sometimes pay bloggers or Instagrammers to promote their products. 


FIGURE 1.19 
Ed Sullivan is pictured here with the Beatles. 


Source: CBS Television, https://commons.wikimedia.org/wiki/File:Beatles_with_Ed_Sullivan.jpg. 
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“The Influencers” — New Tastemakers 


In retrospect, the 20th century was a tastemaker's dream. Media choices were limited. Many cities 
and towns had just three television channels, one or two newspapers, and one or two dominant 
radio stations. Advertisers, critics, and other cultural influencers had access to huge audiences 
through a small number of mass communication platforms. However, by the end of the century, 
the rise of cable television and the internet had begun to make tastemaking a much more compli- 
cated enterprise. While The Ed Sullivan Show regularly reached 50 million people in the 1960s, the 
most popular television series of 2009—American Idol—averaged around 25.5 million viewers per 
night, despite the fact that the 21st century United States could claim more people and more televi- 
sion sets than ever before. 


What had changed? The proliferation of cable television channels, DVDs, and other, competing 
forms of entertainment on the internet meant that no one program or channel could dominate the 
attention of the American public as in Sullivan's day. And that was just the beginning. 


TABLE 1.1 Viewings of Popular Television Broadcasts 
In 1956, popular shows could attract 80 percent of American households; 50 years later, that number was down 
to 17 percent. 


Show/Episode Number of Percentage of Year 
Viewers Households 

The Ed Sullivan Show, Beatles’ first 73 million 45.1 1964 
appearance 
The Ed Sullivan Show, Elvis’s first 60 million | 82.6 1956 
appearance 
| Love Lucy, “Lucy Goes to the Hospital” 44 million | 71.7 1953 
M*A*S*H series finale 106 million | 60.2 1983 
Seinfeld series finale 76 million | 41.3 1998 
American Idol season five finale 36 million | 17 2006 


From 2010 into the 2020s, driven by the emergence of social media, such as 
Facebook, Twitter, Instagram, TikTok, and Clubhouse, the very concept of a 
“tastemaker” was transformed. While the American Idol season five finale was 
reaching 36 million viewers, a low-tech home recording of a little boy acting loopy 
after a visit to the dentist (“David After Dentist”) garnered more than 37 million 
YouTube viewings. Zach King's Harry Potter Illusion has had 2.2 billion views 
since its arrival on TikTok.”” 


FIGURE 1.20 
The TikTok app on a smartphone 


The internet eroded the tastemaking power of the traditional media outlets. 
No longer are the mass media the only dominant forces in creating and promot- 
ing trends. Instead, information and trends can spread across the globe without 
any encouragement or involvement of traditional media. Websites made by non- 
professionals can reach more people daily than magazines or major newspapers. 
YouTube and TikTok videos are viewed more than feature films. Review aggrega- 
tors such as Yelp and TripAdvisor can influence businesses and restaurants. Google, Amazon and 
Facebook all offer reviews. Clubhouse allows people one-on-one access to influencers and media 
celebrities. 


ff =t 


Source: BigTunaOnline/Shutterstock.com 
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FIGURE 1.21 

Beyoncé and Jay-Z can be 
understood as 
tastemakers — influencers — of 
their time. 


Source: Featureflash Photo 
Agency/Shutterstock.com 


influencer 


Someone with the 
knowledge, authority, 
position or power to 
influence—affect—the 
actions of others in areas 
such as purchasing, 
voting, traveling and more. 


FIGURE 1.22 


When people only receive personalized 
information that confirms their views and are no 
longer exposed to opposing viewpoints, they 


are in a “filter bubble.” 


FILTER BUBBLES 


Source: © Shutterstock, Inc. 


Notice that the common factor in all this is that the internet and its many creations have given 
individuals the power once held by large, mighty companies, such as newspaper and magazine pub- 
lishers and Hollywood studios. This change in affairs has given rise to a new term—the influencer, 
someone with knowledge, authority, position, or power who can influence—affect—the actions of 
others in areas such as purchasing, voting, eating, playing, traveling, and more.” 


Influencers most often specialize in a particular social media platform—Twitter, Instagram, or 
YouTube, for example—and in a specialized area—food, fashion, video games, business, or technol- 
ogy, for example. Some entertainers—such as Beyoncé and Jay-Z—cross over numerous areas. They 
turn inside-out the old tastemaker concern about taking payola—payouts—for promoting prod- 
ucts. Influencers walk the line between openly being paid for promoting products but maintaining, 
or appearing to have, independence in judgments. Successful influencers can make $100,000 a year 
or more.“*! Forbes even asked “Is Being a Social Media Influencer a Real Career?” 


The Gatekeeper 


A related concept is “the gatekeeper.” In 1960, journalist A. J. Liebling wryly observed that “freedom 
of the press is guaranteed only to those who own one.” Although he may not have used the term, 
Liebling was talking about one aspect of the role of gatekeepers in the media industry, another way 
in which cultural values influence mass communication. Gatekeepers are the people who help 
determine which stories make it to the public, including reporters who decide what sources to use, 
and editors who pick what gets reported on, and which stories make it to the front page or to tele- 
vision. In deciding what counts as newsworthy, entertaining, or relevant, gatekeepers use their own 
values to create and shape what gets presented to the wider public. Conversely, gatekeepers may 
decide that some events are unimportant or uninteresting to consumers. Those events may never 
reach the eyes or ears of a larger public. 


In one striking example from the past of how cultural values shape gate- 
keeping, journalist Allan Thompson points to the news media's sluggishness in 
covering a genocide in Rwanda in 1994. Almost one million people were killed in 
ferocious attacks in just 100 days. Yet, as Thompson notes, few foreign correspon- 
dents were in Africa, and the world was slow to learn of the atrocities in Rwanda. 
Instead, the nightly news was preoccupied by the O. J. Simpson murder trial, 
Tonya Harding's attack on a fellow figure skater, or the less-bloody conflict in 
Bosnia (a European country, where more reporters were stationed). 


With little media coverage, there was little outrage about the Rwandan atroc- 
ities, which contributed to a lack of political will to invest time and troops in a 
faraway conflict. Richard Dowden, Africa Editor for the British newspaper The 
Independent during the Rwandan genocide, bluntly explained the news media's 
larger reluctance to focus on African issues: “Africa was simply not important. It 
didn't sell newspapers. Newspapers have to make profits. So it wasn't important. 
Cultural values by gatekeepers on the individual and institutional level down- 
played the genocide at a time of great crisis, and potentially contributed to the 
deaths of hundreds of thousands of people.”“*! 


Gatekeepers had an especially strong influence in old media, in which space 
and time were limited. A news broadcast could only last for its allotted half hour, 
22 minutes with commercials, while a newspaper had a set number of pages to 
print. The internet, in contrast, has room for infinite news reports. The interac- 
tive nature of the medium also minimizes the gatekeeper function of the mainstream media by 
allowing media consumers to have a voice as well. News aggregators, such as Google News, allow 
readers to decide what makes it on to the front page. People thus often get information that con- 
forms to what they believe—a phenomenon that goes by the name of “filter bubbles.” 
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Social media platforms have been thrust into the role of gatekeeping. In the beginning of 2021, 
Twitter executives made the controversial decision to remove President Donald Trump from Twit- 
ter after he was deemed to have provoked a mob that stormed the U.S. Capitol to overthrow his 
election defeat. Even those who were pleased that Trump was no longer on Twitter were struck by 
the ability of platforms such as Facebook, YouTube, and Twitter to be modern gatekeepers. But gate- 
keeping can be complicated: Congress then held hearings on the power of Twitter." 


More Reviewers = More Accurate Reviews . . . Right? 


In the early 1990s, The New York Times restaurant critic Ruth Reichl visited one of Manhattan’s 
most well-regarded restaurants, Le Cirque, first as herself, dressed as a fashionable New Yorker, 
and then, one week later, dressed in the guise of a frumpy Midwesterner. Reichl’s experiment 
was to find out how ordinary people might be treated if they dared to wander into high-priced 
restaurants. In her scathing review, Reichl lambasted the restaurant, which had treated “Midwest- 
ern Molly” with dismissive and cold rudeness. It was a fine example of mainstream media criticism 
looking out for the people. 


But in the 2020s, Midwestern Molly can deliver her own critique on Twitter, Yelp, Facebook and 
more, even as she sits in the restaurant. Social media have turned everyone with the time and 
interest into a potential reviewer and given voice to ordinary people, with dozens, if not hundreds 
of reviews to read or view. By crowd-sourcing such reviews, you might think you could arrive at 
a more accurate description of the service or restaurant. One powerful reviewer would no longer 
be able to wield disproportionate power. Instead, the wisdom of the crowd would make or break 
restaurants, movies, and everything else. Anyone who felt treated badly or scammed now had 
the means to tell the world about it. 


However, crowdsourcing can raise numerous ethical issues. One determined reviewer can overly 
influence a product’s overall rating by contributing multiple votes or reviews. A small minority 
of Amazon users, for example, is responsible for hundreds of reviews, while most people rarely 
write reviews at all. Online reviews also tend to skew to extremes—more reviews are written by 
the ecstatic and the furious, while the moderately pleased aren’t riled up enough to post online 
about their experiences. And while traditional critics are supposed to uphold ethics, there’s no 
such standard for online reviews. Savvy authors or restaurant owners have been known to slyly 
insert positive reviews of themselves or negative ratings of rivals. In order to get an accurate pic- 
ture, potential buyers may find themselves wading through 20 or 30 online reviews, most of them 
from non-professionals. 


Consider these Amazon user reviews of William Shakespeare’s “Hamlet”: “There is really no point 
and it’s really long,” “I really didn’t enjoy reading this book and | wish that our English teacher 
wouldn't force my class to read this play,” and “don’t know what Willy Shakespeare was thinking 
when he wrote this one play tragedy, but | thought this sure was boring! Hamlet does too much 
talking and not enough stuff.” 


Such unhelpful reviews might remind people of the point of having reviews in the first place—that 
its an advantage to have a trusted source examine and write about places, products, or ideas. 
In a perhaps defensive article about Yelp, The New York Times noted that one of the site’s elite 
reviewers had racked up more than 300 reviews in three years, then snidely pointed out that “By 
contrast, a The New York Times restaurant critic might take six years to amass 300 reviews. The 
critic visits a restaurant several times, strives for anonymity and tries to sample every dish on the 
menu.” 


And influencers might not be the answer. As we noted, influencers walk a very blurry line between 
being an independent authority and being paid by the companies they write about. As just one 
example, CNN reported that a YouTube influencer, with a large following among young children, 
was being paid to regularly promote unhealthy sugary cereals and foods."*! One of the influencers 
studied, “Ryan’s World,” has been one of YouTube’s sensations in the 2020s with more than 25 
million viewers. 


As you can see, understanding media and culture in the 2020s—especially popular culture—can 
lead you into some of the most interesting and important phenomena of our times. As you con- 
sume the varied content of mainstream and social media, from Netflix shows to video games to 
TikTok videos, you will have a little more insight into how that content was created and, perhaps, 
what led you to it. 
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crowd-sourcing 


The act of taking tasks 
traditionally performed by 
an individual and 
delegating them to a 
(usually unpaid) crowd. 
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Key Takeaways 


e Traditionally, pop culture hits were often initiated or driven by the active support of media 
tastemakers. When mass media were limited in number, people with access to platforms for 
mass communication wielded quite a bit of power in what becomes well-known, popular, or 
even infamous. Ed Sullivan’s wildly popular variety show in the 1950s and 1960s served as 
a star-making vehicle and a tastemaker extraordinaire of that period. 


e The digital age, with its proliferation of accessible media, has undermined the traditional role 
of the tastemaker and created its own figure: the influencer. In contrast to the traditional 
media, internet-based mass media are not limited by time or space and allow bloggers, crit- 
ics, or wannabe stars to potentially reach millions without the backing of the traditional media 
industry. 

e However, this democratization has its downsides as well. An abundance of mass communi- 
cation without some form of selection can lead to information overload. Additionally, online 
reviews can be altered or biased. 


Exercises 


1. Find a popular newspaper or magazine that discusses popular culture. Look through it to 
determine what pop culture movements, programs, or people it seems to be covering. What 
is its overall tone? What messages does it seem to be promoting, either implicitly or explic- 
itly? 

2. Next, find a website that also deals with popular culture and ask yourself the same questions. 
Are there differences between the traditional media’s and the new media’s approach to pop- 
ular culture? Do they focus on the same subjects? Do they take similar attitudes? Why or 
why not? 


1.7 Media Literacy for an Age of 
Disinformation 


Learning Objectives 


1. Define media literacy, and explain why it is especially relevant to today’s world. 


2. Discuss the role of individual responsibility and accountability when responding to pop cul- 
ture. 


3. List the five key questions that can be asked about any media message. 


As you recall, Gutenberg’s printing press led relatively quickly to literacy—the ability of common 
people to read and write. It was one of the most important milestones in history, watched over not 
only by educators but also politicians, social reformers, and philosophers. A literate population, 
many reasoned, would be able to seek out information, stay informed about the news of the day, 
communicate with others, and make informed decisions in many spheres of life. Because of this, 
the reasoning went, literate people made better citizens, parents, and workers. 


Surely in the 2020s, with instant access to information, 24-hour news channels, and abilities to 
communicate with peoples around the world, our world is a paragon of literacy with superior cit- 
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izens, parents, and workers. Yet our world sees citizens who believe that one of the US. political 
parties is led by people who worship Satan and sexually abuse children. Other citizens believe that 
a military installation in Nevada has captured extraterrestrial aliens and is doing tests on them. 
The list of conspiratorial beliefs is long.“*! And they have real-world consequences. A man with an 
assault rifle showed up at a pizza shop in Washington, DC, to rescue the children he believed were 
being abused there by the Satan-worshipping politicians.®? How has this happened? 


In the 2oth century, as literacy rates grew around the globe, there was a new sense that merely media literacy 
being able to read and write was not enough. In a world dominated by media, individuals needed to The skill of being able to 
be able to understand, sort through, and analyze the information they were bombarded with every decode and process the 


messages and symbols 


day. In the second half of the 20th century, a name was finally put to this skill of being able to ALR ne avs 


decode and process the messages and symbols transmitted via media: media literacy. According to 
the nonprofit National Association for Media Literacy Education (NAMLE), a person who is media 
literate is able to access, analyze, evaluate, and communicate information. Put another way by John 
Culkin, a pioneering advocate for media literacy education, “the new mass media—film, radio, 
TV—are new languages, their grammar as yet unknown.”™ Media literacy seeks to give media con- 
sumers the ability to understand this still-new language. 


The 21st century has brought new urgency to media literacy. People not only need help under- 
standing radio, television, and film, they need help understanding the social media that increas- 
ingly dominate their media use. People can now choose to only receive information that conforms 
to their worldview, even if that worldview is shaped by outrageous conspiracies.” Too, people get 
fooled by “disinformation,” information created purposely to misinform.! The need for media liter- 
acy perhaps has never been greater. 


FIGURE 1.23 Types of False Information 
Disinformation versus Misinformation 


Disinformation: Misinformation: 
Deliberate lie to mislead Honest mistake 


Hoax: Deliberately fabricated falsehood made to masquerade as the truth 


Source: Jack Lule; © Shutterstock, Inc. 


Why Be Media Literate? 


People are sometimes doubtful about the idea of media literacy. What does literacy have to do with 
looking at television, Instagram, and TikTok videos? What could be more simple than that? Media 
literacy must be for other people. 
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Culkin called the pervasiveness of media “the unnoticed fact of our present,” noting that media 
information was as omnipresent and easy to overlook as the air we breathe (and, he noted, “some 
would add that it is just as polluted”). Our exposure to media starts early—a study by the Kaiser 
Family Foundation found that 68 percent of children aged two and younger spend an average 
of two hours in front of a screen (either computer or television) each day, while children under 
six spend as much time in front of a screen as they do playing outside. As previously noted, U.S. 
teenagers spend close to 8 hours with media daily, as long as they spend in school. These numbers 
all increased dramatically in 2020 and 2021 as people were homebound through the COVID-19 pan- 


demic. 
introduction:to Media Media literacy isn't merely designed for young people, however. Today, Americans of all ages 
Literacy get much of their information from various media sources, some of them dubious, others created 
This video provides an to misinform. One crucial role of media literacy education is to enable all of us to skeptically exam- 


introduction to media literacy. ine the often-conflicting media messages we receive every day. 


Advertising 


Americans often accept advertising as a sometimes annoying fact of life. Many of the hours people 
spend with media are with commercial-sponsored content. The Federal Trade Commission (FTC) 
charted the growth of advertising from the 2oth century into the 21st and estimated that people 
View in the online reader saw more than 50,000 ads a year or about 15.5 days worth of television advertising!“ Children (and 
adults) are bombarded with contradictory messages—newspaper articles about the obesity epi- 
demic are side by side with ads touting soda, candy, and fast food. The American Academy of 
Pediatrics maintains that advertising directed at children under eight is “inherently deceptive” and 
exploitative because young children cannot tell the difference between programs and commer- 
cials.™! 


FIGURE 1.24 
Times Square, New York, bombards the senses with advertising. 


Source: Enrico Della Pietra/ Shutterstock.com 
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Advertising raises other issues as well. It often uses techniques of psychological pressure to 
influence decision making. Ads might appeal to vanity, insecurity, prejudice, fear, or the desire 
for adventure. This is not always a negative thing—antismoking public service announcements 
may rely on disgusting images of blackened lungs to shock viewers. Nonetheless, media literacy 
attempts to teach people to be informed and guarded consumers, and to evaluate claims with a crit- 
ical eye. Do “four out of five doctors” really endorse the product? 


Bias, Spin, and Misinformation 


Advertisements may have the explicit goal of selling a product or idea, but they're not the only 
kind of media message with an agenda. A politician may hope to persuade potential voters that she 
has their best interests at heart. An ostensibly objective journalist may allow their own political 
leanings to subtly slant articles. Magazine writers might avoid criticizing companies that advertise 
heavily in their pages. Broadcast news reporters may sensationalize stories in order to boost rat- 
ings—and advertising rates. 


An important part of media literacy is remembering that mass communication messages are 
created by individuals, each with a set of values, assumptions, and priorities. Accepting media 
messages at face value could lead to head-spinning confusion, thanks to all the contradictory infor- 
mation that's out there. Political campaigns, including advertising, make claims that are highly 
inflammatory, play on fear, and distort the reality behind situations. Media literacy attempts to 
give people the skills to look critically at these and other media messages—to sift through various 
claims, and to make sense of the often-conflicting information we face every day. 


The Center for Media Literacy’s Five Core Concepts 


All media messages are “constructed” by people with a purpose. 

Media messages are constructed using a creative language with its own rules. 
Different people experience the same media message differently. 

Media have embedded values and points of view. 


os © IS = 


Most media messages are organized to gain profit and/or power. 


Source: Used with permission, © 2002-2017, Center for Media Literacy, www.medialit.org. 


New Skills for a New World 


In the past, one goal of education was to provide students with the information 
deemed necessary to successfully engage with the world. Students memorized 
multiplication tables, state capitals, famous poems, and notable dates. In today's 
world, however, vast amounts of information are available by pulling out our 
phones. Even before the advent of the internet, noted communications scholar 
David Berlo foresaw the consequences of expanding information technology: 


FIGURE 1.25 
The Wikipedia home page 


WixipeDIA 
vernon 


“Most of what we have called formal education has been intended to imprint on 3 aes a 

the human mind all of the information that we might need for a lifetime.” ~ 
Changes in technology necessitate changes in how we learn, Berlo noted, and a 
these days “education needs to be geared toward the handling of data rather than 3 
the accumulation of data.”®® E ‘ ; oe 


Online technology surely has changed how we learn. For example, Wikipedia, 
the hugely popular, crowd-sourced, internet encyclopedia, is at the center of a 
debate on the proper use of online sources. Some schools, such as Middlebury College, have banned 


Source: StockPhotosLV/Shutterstock.com 
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the use of Wikipedia as a source in papers and exams. One of the school's librarians noted that the 
online encyclopedia “symbolizes the best and worst of the internet. It’s the best because everyone 
gets his/her say and can state their views. It's the worst because people who use it uncritically take 
for truth what is only opinion.”®” Or as comedian and satirist Stephen Colbert put it, “any user can 
change any entry, and if enough other users agree with them, it becomes true.” CIA computers were 
used to make edits on the site's article about the President of Iran. A computer registered to the U.S. 
Democratic Party changed the site’s page for Rush Limbaugh to proclaim that he was “racist” and 
a “bigot.” Other schools tell students they can start at Wikipedia but must check out the sources 
cited for themselves.” Media literacy teaches today's students how to sort through the internet's 
cloud of data, ferret out reliable sources, and be aware of bias and unreliable sources. 


Individual Accountability and Popular Culture 


Ultimately, media literacy teaches that messages and images are constructed with various aims 
in mind and that each individual has the responsibility to evaluate and interpret these media 
messages. Mass communication may be created and disseminated by individuals, businesses, gov- 
ernments, or organizations, but they are always received by an individual, even if that individual 
is sitting in a crowded theater. Education, life experience, and a host of other factors allow each 
person to interpret constructed media in different ways; there is no “right answer,” or one way 
to read the media. But media literacy skills help us to function better in our media-rich environ- 
ment, enabling us to be better democratic citizens, smarter shoppers, and more skeptical media 
consumers. As a means to this end, NAMLE has come up with a list of five questions to ask when 
analyzing media messages. 


The Center for Media Literacy’s Five Key Questions of Media Literacy 


Who created this message? 
What creative techniques are used to attract my attention? 
How might different people understand this message differently than me? 


What values, lifestyles, and points of view are represented in, or omitted from, this mes- 
sage? 


5. Why is this message being sent? 


a OS 


Source: Used with permission, © 2002-2017, Center for Media Literacy, www.medialit.org. 


With these questions as a starting point, we can ensure that were staying informed about 
where our information comes from, and why—important steps in any media literacy education and 
hugely important in the 2020s. 


Key Takeawa 


e Media literacy, or the ability to decode and process media messages, is especially key in 
today’s media-saturated society. Media surrounds contemporary Americans to an unprece- 
dented degree, and from an early age. Because media messages are constructed with 
particular aims in mind, a media literate individual will interpret them with a critical eye. Adver- 
tisements, bias, spin, and misinformation are all things to look out for. 
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e Individual responsibility is crucial for media literacy because, while media messages may 
be produced by individuals, companies, governments, or organizations, they are always 
received and decoded by individuals. 


e The following are NAMLE’s five questions that can be asked about any media message: 
1. Who created this message? 
2. What creative techniques are used to attract my attention? 
3. How might different people understand this message differently? 
4 


. What values, lifestyles, and points of view are represented in, or omitted from, this mes- 
sage? 
5. Why is this message being sent? 


Exercises 


Find a media message of any kind and apply NAMLE’s five questions to it. Then answer the fol- 
lowing questions: 


e Did your impression change? 
e How does this piece of mass communication attempt to get its message across? 
e Do you think it’s successful? Why or why not? 


1.8 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 


a. What is the difference between mass communication and mass media? 
b. What are some ways that culture affects media? 
c. What are some ways that media affect culture? 
2. Questions for Section 3 
a. List four roles that media plays in society. 


b. Identify historical events that shaped the adoption of various mass communication plat- 
forms. 


c. How have technological shifts impacted the media industry over time? 
3. Questions for Section 4 
a. What is a cultural period? 


b. How did events, technological advances, political changes, and philosophies help shape 
the modern era? 


c. What are some of the major differences between the modern and postmodern eras? 
4. Questions for Section 5 

a. What is convergence, and what are some examples of it in daily life? 

b. What were the five types of convergence identified by Jenkins? 


c. How are different kinds of convergence shaping the digital age, on both an individual and 
a social level? 
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5. Questions for Section 6 
a. What is popular culture and how does it differ from traditional notions of culture? 
b. Who are tastemakers and what are some key examples? 
c. How have tastemakers changed with changes in technology? 
d. Who are gatekeepers, and how do they influence the media landscape? 
6. Questions for Section 7 
a. What is media literacy, and why is it relevant in today’s world? 
b. What is the role of the individual in interpreting media messages? 


c. What are the five questions that NAMLE suggests should be asked of any media mes- 
sage? 


Critical Thinking Questions 


1. What does the history of media technologies have to teach us about present-day America? 
How might current and emerging technologies change our cultural landscape in the near 
future? 


2. Are gatekeepers and tastemakers necessary for mass media? How is the internet helping us 
to re-imagine these roles? 


3. The idea of cultural periods presumes that changes in society and technology lead to dra- 
matic shifts in the way people see the world. How have the internet and digital technology 
changed how people interact with their environment, and with each other? Are we changing 
to a new cultural period, or is contemporary life still a continuation of the postmodern era? 


4. Does media literacy education belong in American schools? Why or why not? What might a 
media literacy curriculum look like? 


Career Connection 


When students think of careers in journalism and mass communication, they most often think 
of traditional journalism companies, such as newspapers, magazines, radio, and television. Yet 
in the 2020s, many other opportunities have exploded, with digital operations such as Politico, 
Vox, Vice, Buzzfeed, and more. Too, in our heavily mediated world, almost every organization, 
from a university to a concert hall to a sports team to a multinational corporation, employs peo- 
ple to work in media and communication. 

Here are some sites that list top jobs in the field of journalism and mass communication. What 
positions most interest you? 


e “What Careers Can | Get With a Major in Mass Communication?” Chron.com 

e “Top Ten Jobs for Journalism Grads,” Monster.com 

e “14 Well-Paying Jobs for Journalism Majors,” Indeed.com 

e “Best Jobs for Graduates with a Communications Degree,” TheBalanceCareers.com 


2. Derrick Bryson Taylor, “George Floyd Protests: A Timeline,” The New York 
Times, June 20, 2020. Web. hitps://www.nytimes.com/article/george- 


E d t floyd-protests-timeline.html. 
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CHAPTER 2 


Media Effects in the 2020s: 
“The Dark Side of TikTok” 


2.1 Is TikTok Good for You? 


Students in the 2020s surely have heard of—or used—TikTok, the video-sharing platform from 
China. Some may not know its history. Created in China, the app was originally known as musi- 
cal.ly, and used mostly by young people to lip sync silly songs and make small, fun videos. In 2018, 
the app was bought by the Chinese company ByteDance. Called Douyin in China and TikTok every- 
where else, the app quickly broadened its capabilities. It offers users sounds and song snippets as 
well as special effects and filters. People can add their own videos and reactions to other videos. 


TikTok quickly became the most downloaded app around the world with 


FIGURE 2.1 
huge markets in China and the United States. In 2021, it had 800 million active TikTok has millions of users in China and the 
monthly users." Celebrity partnerships helped drive its popularity, such as with United States. 


Jimmy Fallon in the United States and Aashika Bhatia in India. Creation of 
videos is easy and fun. And because the videos are short, they do not take much 
time or effort to view. Many people find TikTok hugely engaging and spend hours 
with the videos.” 


That all sounds harmless enough, right? But one lesson you will take away 
from understanding media and culture is that almost every medium has people 


concerned about its effects. Indeed, media effects is perhaps the largest field in TikTok 
the study of communication. For more than 100 years, scholars, scientists, educa- 

tors, politicians, and parents have debated the effects of media. And TikTok is no Source: Ascannio/Shutterstock.com 
different. 


What are the effects of TikTok videos besides many hours spent on much laughter? Some 
people see nothing funny at all in TikTok. One mother told NBC News that her daughter's friend 
downloaded TikTok onto her daughter's phone to post videos of the two of them. “In the matter of 
an hour, she has 20 followers, all men, and they were starting to make [inappropriate] comments.” 
Other parents claim that adults use the app to solicit nude photos of children. TikTok videos have 
been used to bully high school females." An earnest high school column argued against “The Dark 
Side of TikTok,” arguing that the platform, with its videos of “conventionally beautiful” people “isn't 
good for body image.” And an academic study found TikTok could lead to “several mental health 
issues like body dissatisfaction, eating disorders, narcissistic personalities, etc. The usage of this 
application has resulted in child pornography, cyberbullying and parental disengagement.” And in 
2020, Congress passed Act S.3455, the “No TikTok on Government Devices Act,” because of concerns 
that the Chinese-made app might be a national security danger.” 


It takes years or decades before the effects of a medium are understood—if they are ever 
understood. This chapter will give you a better perspective on the issues. It will help you under- 
stand the many controversies over media effects as well as the theories and methods that are used 
for its study. 
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2.2 Mass Media and Their Many 
Messages 


Learning Objectives 


1. Explain the different ways mass media affect culture. 


2. Analyze cultural messages that the media send in terms of propaganda, violence, sex, and 
stereotypes. 


3. Explain the ways that media celebrate consumerism. 


When media consumers think of media messages, they most often think of the direct messages 
that media bring, such as televised public service announcements or political advertisements on 
Facebook and YouTube. These indeed are examples of a medium's messages, the transfer of infor- 
mation over a medium. 


But what about the less obvious, more abstract, less direct messages of media? What about the 
studies that show young girls being ashamed of their bodies because of the many beautiful bodies 
they see on TikTok?™ Where does that fit into thinking on media messages? 


FIGURE 2.2 
People get exposed to media messages from infancy. 


E 


Source: © Shutterstock, Inc. 


Accusations of “hidden messages” have always been an issue for the media. But as media use 
continues to grow, as young people get exposed to media as early as infancy, the debate concerning 
media messages increases in importance. The sections below will help you think about the many 
hidden messages of media. 
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Messages about Propaganda and Persuasion 


My guess is that your first reaction to “propaganda” is negative. You might think 


it is false or misleading information put out by a government or political party. FIGURE 2.3 

Th ted rati tati f“ da datesbacktoth f Benjamin Franklin used a powerful image of a 
e presen -day, pejorative connotation of “propagan la ates acl o the use o severed snake to emphasize the importance of 

mass media by World War I-era governments to motivate the citizens of many the colonies joining together during the 

countries to go to war. Some media outlets characterized that war as a global American Revolution. 


fight between Anglo civilization and Prussian barbarianism. Although some of 
those fighting the war had little understanding of the political motivations 
behind it, wartime propaganda convinced them to enlist.” 


Encyclopedia Britannica defines propaganda simply as the “manipulation of 
information to influence public opinion." This definition works well for this dis- 
cussion because the study and use of propaganda has much to do 
with indirect as well as direct messages. As you will read in Chapter 12, World War 
I legitimized the advertising profession in the minds of government and corpo- 
rate leaders because its techniques were useful in patriotic propaganda 
campaigns. Corporations quickly adapted to this development and created an Source: Library of Congress, LC-USZ62-9701 
advertising boom in the 1920s by using World War I propaganda techniques to sell products." 


Like any type of communication, propaganda is not inherently good or bad. Whether pro- 
paganda has a positive or negative effect on society and culture depends on the motivations of 
those who use it and the understandings of those who receive it. People promoting movements as 
wide-ranging as Christianity, the American Revolution, and the communist revolutions of the 20th 
century have all used propaganda to disseminate their messages.” Newspapers and pamphlets 
that glorified the sacrifices at Lexington and Concord and trumpeted the victories of George Wash- 
ington's army greatly aided the American Revolution. For example, Benjamin Franklin's famous 
illustration of a severed snake with the caption “Join, or Die” serves as an early testament to the 
power and use of print propaganda.” 


In an infamous example of propaganda in the news, some newspapers encouraged the Span- 
ish-American War of 1898 by fabricating stories of Spanish atrocities and sabotage." For example, 
after the USS Maine sank off the coast of Havana, Cuba, some newspapers blamed the Span- 
ish—even though there was no evidence—fueling the public's desire for war with Spain. More 
than 100 years later, after a huge propaganda campaign that left much of the world unimpressed, 
the Bush administration led the United States to war against Iraq, claiming that the country 
had “weapons of mass destruction.”™ No such weapons were found. 


The direct and indirect messages of propaganda continue into the 2020s. The U.S. presidential 
elections of 2016 and 2020 were marked by allegations that foreign governments, especially Russia, 
used hundreds of false Facebook accounts to spread false information about Democrats and, in 
2016, the Democratic candidate Hillary Clinton. One U.S. lawmaker said 2016 saw “Russian propa- 
ganda on steroids.” The comparatively unregulated nature of U.S. mass media and social media 
have made, for better or worse, a society in which the tools of propaganda and public persuasion are 
available to everyone. 


Messages with Media Bias? 


Media bias has been an issue in American culture since the founding of the nation. Newspapers 
of the 1700s were often created precisely to be biased, in support of a candidate, political party or 
cause. Only with the rise of objectivity in the late 1800s did readers come to expect that news media 
should strive to portray people and events without bias. 


Objectivity had an uneasy reign for almost 100 years. Most journalists recognized that objec- 
tivity was something to be strived for but not fully realized—human experience is subjective, not 
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objective. But the explosion of media sources in the late 1900s into the millennium, particularly 
cable television channels and the coming of the internet and social media, led to a new reckoning 
and, in some sense, a return to the partisan papers of the 1700s."" 


By the 2020s, partisan cable television media seem to be the norm, with Fox attracting con- 
servative audiences, MSNBC attracting liberal audiences, and other networks staking out their 
own positions. “Mainstream media,” such as The New York Times, Washington Post,and CNN, 
are viewed with suspicion by both liberals and conservatives and media seem to be deeply polar- 
ized." Depending on where they stand on the political spectrum, people often feel media “on the 
other side” are biased. Surveys regularly find that trust in media is low. 


Charges of media bias took a complicated and dangerous turn in the mid-2olos. Largely 
through social media, such as Facebook, political actors could share and spread purposely false 
stories about their opponents. For example, as previously discussed, in what is now known as 
“pizzagate,” people spread word that satan-worshiping Democrats were abusing children in a Wash- 
ington, DC, pizza shop, a seemingly unbelievable tale, until a man showed up with an assault rifle 
at the shop to liberate the children. " 


Although historian Robert Darnton reminds us that instances of concocted stories and “fake 
news” can be found throughout history, the politicized use of the term has taken on a dangerous 
cast in the 2020s.”" Presidents and politicians can call any news they do not like “fake news,” further 
eroding trust in the media and creating an environment where journalists are harassed, arrested, 
attacked and killed." 


Messages about Violence 


On April 20, 1999, students Eric Harris and Dylan Klebold entered their Denver- 
FIGURE 2.4 area school, Columbine High School, armed with semiautomatic weapons and 
Do violent video games contribute to youth : E 
violence? explosives. Over the next few hours, the pair killed 12 classmates and one faculty 

member before committing suicide. The tragedy and its aftermath captured 
national attention, and in the weeks following the Columbine High School shoot- 
ings, politicians and pundits worked to assign blame.” Their targets ranged from 
the makers of the first-person shooter video game, “Doom,” to the Hollywood stu- 
dios responsible for The Matrix.” 


But did violent video games so desensitize the two teenagers to violence that 
they could contemplate such a plan? Did movies that glorify violent solutions 
create a culture that would encourage people to consider such meth- 
ods?™! Because modern culture is so saturated with media messages—and 
because the effects of media are not well understood—the issue becomes a par- 
ticularly complex one. And it can be especially difficult to understand the types 
of effects that violent media produce. 


Source: © Shutterstock, Inc. 


A number of studies have verified certain connections between violent video games and vio- 
lent behavior in young people. For example, studies have found that some young people who play 
violent video games reported angry thoughts and aggressive feelings immediately after playing.” 
Other studies, such as one conducted by Chris A. Anderson and colleagues, point to correlations 
between the amount of time spent playing violent video games and increased incidence of aggres- 
sion.”*! However, these studies do not prove that video games cause violence. Video game defenders 
argue that violent people can be drawn to violent games, and they point to lower overall incidence 
of youth violence in recent years compared to past decades.”” Other researchers admit that individ- 
uals prone to violent acts are indeed drawn to violent media; however, they claim that by keeping 
these individuals in a movie theater or at home, violent media have actually contributed to a reduc- 
tion in violent social acts.”* 
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Anderson and other scholars continue to study the issues to this day.” Whether violent media 


actually cause violence remains unknown, but unquestionably these forms of media send an emo- 
tional message to which individuals respond. Media messages are not limited to overt statements; 
they can also use emotions, such as fear, love, happiness, and depression. These emotional reactions 
partially account for the intense power of media in our culture, power that can lead to triumph and 
tragedy. 


Messages about Stereotypes 


Walter Lippmann helped usher in social science studies of stereotypes—in 1922—with his great 
book, Public Opinion.®" For Lippmann, stereotypes were a necessary defense against the complex- 
ity of modern life. He said, “The systems of stereotypes may be the core of our personal tradition, 
the defenses of our position in society.“ Lippmann expanded further: 


They are an ordered, more or less consistent picture of the world, to which our habits, our 
tastes, our capacities, our comforts and our hopes have adjusted themselves. They may 
not be a complete picture of the world, but they are a picture of a possible world to which 
we are adapted. In that world people and things have their well-known places, and do cer- 
tain a things. We feel at home there. We fit in. We are members. We know the way 
around.” 


Although Lippmann felt that stereotypes were an essential aspect of human thought, he also 

knew that stereotypes could be dangerous, powerful devices used to oppress people. Cultural i 
r 4s ; ; aa : An image or character that 

stereotypes can degrade and marginalize certain groups. The history of mass media is replete with generalizes and 
damaging stereotypes. Television and magazines throughout the 2oth century often portrayed oversimplifies a particular 
women in submissive, domestic roles, both reflecting and reinforcing the cultural limitations group of people. 
imposed on women at the time. Advertising icons developed during the early 20th century, such as 
the Cream of Wheat chef, similarly reflected and reinforced a submissive, domestic servant role for 


stereotype 


African Americans. 

One of the most famous—infamous—of these advertising icons, Aunt FIGURE 2.5 
Jemima, was created in the late 1800s. The character was designed to specifically Quaker Oats tried to change the racist imagery 
recreate the enslaved Black woman who made the meals for the white family. of Aunt Jemima by taking off her kerchief and 


giving her earrings. 


Indeed, the founders of the Quaker Oats brand hired a formerly enslaved woman 
to portray Aunt Jemima at the 1893 World's Fair in Chicago before using the same 
image on its pancake mix and syrups for more than a century. Even in the 1950s, 
ads showed Aunt Jemima superimposed over an image of a plantation and a 
riverboat. Only in the late 1900s did the company try to soften the racist stereo- 
type, for example, by removing the kerchief around her head or giving her 
earrings. In 2020, Quaker Oats, owned by Pepsico since 2001, announced that the 
name and image would finally be changed. It is interesting that TikTok might 
have helped bring about the change. Quaker Oats offered its decision on Aunt 
Jemima days after a TikTok video describing the brand's history was shared 
widely on social media. The company acknowledged that Aunt Jemima’s origins Source: George Wirt/Shutterstock.com 
were “based on a racial stereotype.”* And in February 2021, Pepsico announced 

that Aunt Jemima would soon be known as the Pearl Milling Company. 


The list of peoples stereotyped by mass media is long, perhaps limitless, and likely includes 
all of us at some point: college-aged women, college-aged men, fraternities, sororities, international 
students, professors, urban people, rural people, and on and on. Understanding media and culture 
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means always having to be watchful for the harmful stereotypes that seem to be an inescapable 
part of life. 


(m) Mammy, Jezebel, and Sapphire: Stereotyping Black Women in Media 


This video discusses the common stereotypes of Black women. 


7 


j THE LISTENING POST 
AUJAZEERA ei 4 4 


STEREOTYPES ; 
BLACK'WOMEN)IN MEDIA 


View in the online reader 


Messages about Sex 


In many types of media, sexual content—and its strong emotional message—can 

Blaa es 2.6 Jsvaonodi eaout be prolific. Sexual content, sometimes hidden innuendo, sometimes overt and 
Iim ratings were qaeveliopea to protect youtns 7 2 A ” 5 
from “inappropriate” content. graphic, has been part of every medium. What kinds of messages does it convey? 
As often happens with study of media, most research has been devoted to chil- 

dren and young people. The thinking is that adults are mature enough 


THE FOLLOWING FILM HAS BEEN to “handle” sexual content in media, while children and young people need pro- 

APPROVED tection from parents and society. You are likely familiar with ratings schemes for 

FOR ALL AUDIENCES films, such as PG (parental guidance) and PG-13 (parental guidance with no one 
under 13). 


‘| GENERAL AUDIENCES 


Researcher Jane Brown thinks part of the reason children watch sexual con- 
tent is related to puberty and their desire to learn about sex. While many parents 
Source: © Shutterstock, Inc. are hesitant to discuss sex with their children, the media can act like a “super 

peer,” providing information in movies, television, music, and magazines. A study by Brown and 
other researchers at the University of North Carolina, “Sexy Media Matter: Exposure to Sexual Con- 
tent in Music, Movies, Television, and Magazines Predicts Black and White Adolescents’ Sexual 
Behavior,” found that young people with heavy exposure to sexually themed media, ranging from 
music to movies, are twice as likely to engage in early sexual behavior as young people with light 
exposure. Although the study does not prove a conclusive link between sexual behavior and sexu- 
ally oriented media, researchers concluded that media acted as an influential source of information 
about sex for these youth groups.®" And recent studies confirm these results." 


In the 2020s, “protecting” children and youths from sexual content in the media is complicated 
by easy access to the internet, especially social media, and streaming movies and television pro- 
grams. The guidance from most medical professionals suggests that forbidding access to these 
many media outlets would be futile and that parents instead should seek to educate children about 
the dangers and possibilities of media. The research affirms a positive role for media that “can make 
a substantial contribution to virtually every health concern that pediatricians and parents have 
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about young people—aggression, sex, drugs, obesity, self-image and eating disorders, depression 
and suicide, even learning disorders and academic achievement.”*” 


Messages about Consumerism 


Some of the more subtle but powerful messages in American media are about consumerism and 
consumption. We have already discussed that the United States made a fateful decision when it 
decided that the emerging radio system in the country would be funded by advertising, rather than 
licenses and fees as in Europe." That decision extended to television, destining American viewers 
to endless messages to buy, consume, and buy some more. 


Yet your understanding of media and culture will be more nuanced if you recognize the less 
obvious messages about consumerism that you ... consume each day. Often the content of the 
media—in between the advertising on television, radio, newspaper, magazines, Facebook, Twitter, 
Instagram and more—is itself a celebration of consumerism and capitalism. 


For example, Sex and the City was a hugely popular television show in the late 1990s and early 
2000s and is still often streamed today. The show was premised on the lives of four women in their 
30s living in New York City. Many media critics and scholars have pointed out that the show show- 
cased fashionable New York apartments, stores, and restaurants, an obsession with material goods, 
and the act of shopping as “therapy.” Numerous plots are resolved by consumption. 


FIGURE 2.7 
Print ad featuring a woman with a still camera, advertising a flashbulb. 


“PHOTOF.LUX- 


Source: Billy Watkins/Shutterstock.com 


Yet Sex and the City was only building upon a long history of American media seeing women as 
the “chief purchasing agents” of the family with advertisements, television shows, and magazines 
directed at them. “This strategy appeared most often in promotions for products long associated 
with women, such as food, fashion, and cosmetics,” notes scholar Kathy L. Peiss. “It also surfaced 
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when companies repositioned consumer goods initially associated with men in order to expand the 
market.””! 


Social media has brought its own celebration of consumerism. Scholars have noted the many 
photos and videos of new purchases and products that fill the feeds of Twitter, Facebook, Instagram 
and TikTok. “Humans are social creatures, and we have a tendency to evaluate our own standing in 
life relative to how our friends and neighbors are doing,” writes Washington Post reporter Christo- 
pher Ingraham. “We want to keep up with the Joneses, and stay ahead of the Smiths. Because of 
this, when we see other people spending money, we have a tendency to think that we can—or 
should—be spending, too.” The headline to his article: “Your friends’ social media posts are making 
you spend more money, researchers say." 


Key Takeaways 


e Propaganda is now often understood in negative terms but has its roots in political persua- 
sion. 


e Studies are inconclusive on whether violent movies and video games can lead individuals to 
violence. 


e Media are powerful vehicles for spreading and maintaining cultural stereotypes. 


e Media have long carried sexual content, and different cultural periods have attempted to reg- 
ulate that content. 


e Media are vehicles for the celebration of capitalism and consumerism. 


Exercises 


Select one of your favorite media. Choose one that you spend a lot of time with, such as tele- 
vision, Facebook, TikTok, or YouTube. Over the course of a half hour with that medium, how 
many celebrations of consumerism do you see? Some of these may be direct, such as adver- 
tisements. Others might be indirect, such as a friend showing off a new car. 


2.3 Media Effects Theories 


Learning Objectives 


1. Define theory. 
2. Identify the basic theories of media effects. 
3. Explain the uses of various media effects theories. 


We learn theories pretty early in our education, such as Darwin's theory of evolution and Einstein's 
theory of relativity. We talk a lot about theory in college classes. But what exactly is... theory? A 
simple definition is that theory is an idea or a system of ideas intended to explain something. 


theory 


An idea or a system of 

ideas intended to explain 
somerniiig: With the explosion of “mass” media in the 20th century, people wondered about the effects of 
those media. As we have seen, the media can have many messages, with propaganda, violence, sex, 
stereotypes, and rampant consumption. What are the effects of all those messages? To study media 


effects—just like evolution—you need a theory. With something as big and ever-changing as media, 
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you will probably end up with lots of theories. And indeed, scholars have developed many different 
approaches and theories to study media effects. 


(m) Media Effects 


This video focuses on the effects of media. 


View in the online reader 


Direct Effect Theory 


One of the earliest theories of media effects was based on widespread fear that new, mass media direct effects theory 
messages could outweigh other stabilizing cultural influences, such as family and community. This 

h l ini thi d dth di ivel d di A theory that assumes 
theory, prevalent in the 1920s and 1930s, assumed that audiences passive y accepted media mes- audiences passively 
sages and would react and respond. It was therefore called the direct effects theory of media accept media messages 
studies. The theory has also been called the “hypodermic” model with the visual image of the media and react to those 


a a hypodermic needle injecting its message into people! Meme 


(m) “War of the Worlds” 1938 Radio Broadcast 


Click on the play button below to listen to the “War of the Worlds” broadcast or you can read the 
full transcript of broadcast here. 


The War of the Worlds 


the Ai 


View in the online reader 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


58 Understanding Media and Culture in the 2020s 


A somewhat infamous example of direct effects was a 1938 radio broadcast by Orson Welles of 
the H.G. Wells science fiction novel, War of the Worlds, about an outer space invasion. The broad- 
cast was designed to simulate emergency radio news alerts about the landing of space invaders in 
New Jersey. According to some, an estimated 6 million people listened to the show, with an incredi- 
ble 1.7 million believing it to be true. Some listeners called loved ones to say goodbye or ran into the 
street armed with weapons to fight off the invading Martians of the radio play. In Grovers Mill, New 
Jersey—where the supposed invasion began—some listeners reported nonexistent fires and fired 
gunshots at a water tower thought to be a Martian landing craft.“ Although scholars today won- 
der just how many people actually panicked, the reaction to the broadcast was used as an example 
of direct effects." 


A common criticism of direct effect theory is that it views people as passive. Indeed, a signif- 
icant division among media studies theorists is over the belief that audiences are either passive 
or active. In direct effects theory, the assumption is that audiences passively accept the messages 
that media give them. Other theories see an active audience that makes informed, rational deci- 
sions about media consumption. 


The Two-Step Flow Theory 


Many scholars felt that the direct effects theory was too simple. The results of the People’s Choice 
Study challenged the theory. Conducted in 1940, the study attempted to analyze the effects of polit- 
ical campaigns on voter choice. Researchers found that voters who consumed the most media had 
generally decided upon a candidate. However, undecided voters generally turned to informed fam- 
ily and community members to help them decide. The study thus discredited the direct effects 
model. It showed media effects are complicated by other factors.“ 


We can still see this theory in action today as active Facebook users share news with others ina 
“two-step flow.” In 2021, the theory took a real technological turn as advocates called for “much more 
transparency into the inner workings of the black-box algorithms that Twitter, Facebook, YouTube 
and other major platforms use to rank feeds, recommend content, and usher users into private 
groups, many of which have been responsible for amplifying conspiracy theories and extremist 
views.” 


Agenda-Setting Theory 


agenda-setting Another contrast to direct effects is agenda-setting theory. This theory states that mass media 


theory determine the issues that are of most importance to a society. Another way of saying this is that 
the media dont tell us what to think, but what to think about. Under this theory, the issues that 

A theory stating that the . i , : aes 

mass media determine the receive the most attention from media become the issues that the public discusses, debates, and 

issues the public considers demands action on. This means that the media are determining what issues and stories the public 


inper thinks about. Another impact under this theory: When the media fail to address a particular issue, 


it becomes marginalized in the minds of the public." 


When critics claim that a particular media outlet has an agenda, they are drawing on this 
theory. Agendas can range from a perceived liberal bias in the news media to the propagation of 
cutthroat capitalist ethics in films. For example, agenda-setting theory explains such phenomena 
as the rise of public opinion against smoking. Before the mass media began taking an antismok- 
ing stance, smoking was considered a personal health issue. By promoting antismoking sentiments 
through advertisements, public relations campaigns, and a variety of media outlets, the mass media 
moved smoking into the public arena, making it a public health issue rather than a personal health 
issue." 
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Media scholars who specialize in agenda-setting research study the salience, or relative impor- Antismoking 
tance, of an issue and then attempt to understand what causes it to be important. The relative Campaigns 
salience of an issue determines its place within the public agenda, which in turn influences public Through a variety of 
policy creation. Agenda-setting research traces public policy from its roots as an agenda through antismoking campaigns, the 


; or . ‘ ; i health risks of smokin 
its promotion in the mass media and ultimately to its final form as a law or policy.“” be ote a public ag er A 


A number of criticisms have dogged agenda-setting theory. Chief among these is that agenda- 
setting studies are unable to prove cause and effect; essentially, no one has truly shown that the ane FROM A 
media agenda sets the public agenda and not the other way around. An agenda-setting study could j | 
connect the prevalence of a topic in the media with later changes in public policy and may conclude 
that the media set this agenda. However, policy makers and lobbyists often conduct public rela- 
tions efforts to encourage the creation of certain policies. 


View in the online reader 


Uses and Gratifications Theory 


Scholars of uses and gratifications theory shift the focus. They study the ways the public con- 


uses and 
sumes media. This theory states that consumers use the media to satisfy specific needs or desires. gratifications theory 
For example, you may enjoy watching a show like Dancing With the Stars while simultaneously Ahea siene hei 
tweeting about it on Twitter with your friends. Many people use the internet to seek out entertain- individuals use media to 
ment, to find information, to communicate with like-minded individuals, or to pursue self- satisfy specific needs or 


expression. Each of these uses gratifies a particular need, and the needs determine the way in ceses, 


which media are used. By examining factors of different groups’ media choices, researchers can 
determine the motivations behind media use." 


A typical uses and gratifications study explores the motives for media consumption and the 
consequences associated with use of that media. By studying how and why people watch Dancing 
With the Stars while using Twitter, scholars suggest people are using the internet as way to be enter- 
tained and to connect with friends. Researchers have identified a number of common motives for 
media consumption. These include relaxation, social interaction, entertainment, arousal, escape, 
and a host of interpersonal and social needs. By examining the motives behind the consumption of 
a particular form of media, researchers can better understand both the reasons for that medium's 
popularity and the roles that the medium fills in society. A study of the motives behind a given 
user's interaction with Facebook, for example, could explain the role Facebook takes in society and 
the reasons for its appeal. 


Uses and gratifications theories of media are often applied to contemporary media issues. The 
analysis of the relationship between media and violence that you read about in preceding sections 
exemplifies this. Researchers employed the uses and gratifications theory in this case to reveal 
a nuanced set of circumstances surrounding violent media consumption; it was not that violent 
media made individuals violent but individuals with aggressive tendencies were drawn to violent 
media.” 


The very premise of the uses and gratifications theory has drawn criticism. The critique is 
called “functionalism.” The uses and gratifications theory implicitly justifies and reaffirms the func- 
tional place of media in the public sphere. However, critics say that people do not always use media 
to fulfill a function. They ask whether other unconscious motivations or social rituals might be at 
play. Furthermore, because it focuses on personal, psychological aspects of media, the theory can- 
not question whether media are artificially imposed on an individual. 
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symbolic 
interactionism 

A theory stating that the 
self is derived from and 


develops through human 
interaction. 


FIGURE 2.8 


Apple and Google work for months to develop 


icons and symbols. 


z F 
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spiral of silence 


A theory stating that 
individuals who hold a 
minority opinion silence 
themselves to prevent 
social isolation. 


GET IT ON 


Google Play 


4 Download on the 


@ App Store 


Symbolic Interaction Theory 


Another commonly used media theory, symbolic interactionism, states that people learn to inter- 
pret and give meaning to the world through their interactions with others. And these interactions 
take place through the use of symbols—especially words and images. To effectively communicate, 
people use symbols with shared cultural meanings. Symbols can be constructed from just about 
anything, including material goods, education, or even the way people talk. Consequentially, these 
symbols are instrumental in the development of the self. 


This theory emphasizes the important role the media play in creating and propagating shared 
symbols. Because of the media's power, it can construct symbols on its own. By using symbolic 
interactionist theory, researchers can look at the ways media affects a society's shared symbols and, 
in turn, the influence of those symbols on the individual.*" 


One of the ways the media create and use cultural symbols to affect an indi- 
vidual's sense of self is advertising. Advertisers work to give certain products a 
shared cultural meaning to make them desirable. For example, when you see 
someone driving a BMW, what do you think about that person? You may assume 
the person is successful or powerful because of they are driving. Ownership of 
luxury automobiles signifies membership in a certain socioeconomic class. 
Equally, technology company Apple has used advertising and public relations to 
: attempt to become a symbol of innovation and nonconformity. Use of an Apple 
E product, therefore, may have a symbolic meaning and may send a particular mes- 
=e sage about the product's owner. 


Media also propagate other noncommercial symbols. National and state 
flags, religious images, and celebrities gain shared symbolic meanings through 
their representation in the media. 


Spiral of Silence Theory 


The spiral of silence theory states that those who hold a minority opinion often silence themselves 
to prevent social isolation. People try not to be in the minority or thought of as different. The the- 
ory can explain the role of mass media in the formation and maintenance of dominant opinions. 
As minority opinions are silenced, the illusion of consensus grows, and so does social pressure to 
adopt the dominant position. This creates a self-propagating loop in which minority voices are 
reduced to a minimum and perceived popular opinion sides wholly with the majority opinion. 


For example, prior to and during World War II, many Germans opposed Adolf Hitler and his 
policies. However, the Nazis were loud and aggressive and some people kept their opposition silent 
out of fear of isolation and stigma. The spiral of silence theory arose from the work of the German 
political scientist Elisabeth Noelle-Neumann. 


Because the media is one of the most important gauges of public opinion, this theory is often 
used to explain the interaction between media and public opinion. According to the spiral of silence 
theory, if the media propagate a particular opinion, then that opinion will effectively silence oppos- 
ing opinions through an illusion of consensus. This theory relates especially to public polling and 
its use in the media. The assumption is that if people are told a candidate is going to lose, they 
might be less likely to vote for that candidate or not vote at all. It is one of the reasons that news 
organizations do not “call” the winner of elections before polls close throughout the country." 


Although many regard the spiral of silence theory as useful when applying its broadest prin- 
ciples, it is weak when dealing with specifics. For example, the phenomenon of the spiral of silence 
is most visible in individuals who are fearful of social isolation. Those who are less fearful are less 
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likely to be silent if public opinion turns against them. Nonconformists contradict the claims of the 
spiral of silence theory. Once again, social media has complicated this theory in the 2020s. In the 
United States, for example, once-fringe groups, such as white supremacy organizations, can now 
communicate together online, sharing information, making plans, and creating a sense of commu- 
nity previously restricted to small geographical areas. 


FIGURE 2.9 
The spiral of silence theory suggests that many Germans may have opposed Nazi policies but were afraid to speak 
out. 


Source: Everett Collection/Shutterstock.com 


Media Logic Theory 


The media logic theory offers an interesting way to study media. It states that common media for- 
mats and styles shape how the media create shows and programs and also how people understand f 
those shows and programs. We learn early on the “logic” of a local news show, for example. It starts peo steng uae! 

i : P 8 ` Y & ý pie. common media formats 
with music and introduces the anchors. A “top story” will lead the newscast. Other, lesser stories and styles serve as a way 
will follow. There will be commercials followed by other stories and then weather and sports. of perceiving the world. 


media logic 


Media consumers need engage for only a few moments with a particular television program to 
understand that it is a news show, a comedy, or a reality show. Other media forms can “borrow” the 
logic of others. For example, films can be made about news anchors, some serious and some comi- 
cal. 


Media logic affects institutions as well as individuals. The modern televangelist has evolved 
from the adoption of television-style promotion by religious figures, while the utilization of televi- 
sion in political campaigns has led candidates to consider their physical image as an important part 
of a campaign. 
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cultivation analysis 


A theory stating that heavy 
exposure to media 
cultivates an illusory 
perception of reality. 


FIGURE 2.10 


Cultivation Analysis Theory 


The cultivation analysis theory states that heavy exposure to media causes individuals to 
develop—or cultivate—a perception of reality based on the most repetitive and consistent mes- 
sages of amedium. This theory most commonly applies to analyses of television because people 
watch it so often. Under this theory, someone who watches a great deal of television may form a 
picture of reality that does not correspond to actual life. Violent acts, whether those reported on 
news programs or portrayed on television dramas, for example, greatly outnumber violent acts that 
most people would encounter in their daily lives. An individual who watches a great deal of televi- 
sion, however, may come to view the world as more violent and dangerous than it actually is. 


Cultivation analysis projects involve a number of different areas for 


Children can be mesmerized by television. research, such as the differences in perception between heavy and light users of 


Source: © Shutterstock, Inc. 


media. To apply this theory, the media content that an individual normally 
watches must be analyzed for various types of messages. Then, researchers must 
consider the given media consumer's cultural background of individuals to cor- 
rectly determine other factors that are involved in their perception of reality. For 
example, the socially stabilizing influences of family and peer groups influence 
children's television viewing and the way they process media messages. If an indi- 
vidual's family or social life plays a major part in her life, the social messages that 
she receives from these groups may compete with the messages she receives 
from television. Scholar George Gerbner is most associated with work on cultiva- 
tion theory. 


Cultivation analysis has been used most often in studies of television and 
violence, and critics have faulted cultivation analysis theory for relying too heavily on a broad defi- 
nition of violence. Detractors argue that because violence means different things to different 
subgroups and individuals, any claim that a clear message of violence could be understood in the 
same way by an entire culture is false. This critique would necessarily extend to other studies 
involving cultivation analysis. Different people understand media messages in varying ways, so 
broad claims can be problematic. 


Marshall McLuhan’s Influence: The Medium Is the Message 


As noted in Chapter 1, during the early 1960s, English professor Marshall McLuhan wrote two 
books that had an enormous effect on the history of media studies. Published in 1962 and 1964, 
respectively, the Gutenberg Galaxy and Understanding Media both traced the history of media 
technology and illustrated the ways these innovations had changed both individual behavior and 
the wider culture. 


Unlike most of the scholars and theories above, McLuhan did not focus on the content of 
the media. He focused on the medium itself and its effect on producing and consuming 
media. Understanding Media introduced the phrase that McLuhan became most famous for: 
“The medium is the message.” This notion represented a novel take on attitudes toward 
media—that the media themselves are instrumental in shaping human and cultural experience. 


His bold statements about media gained McLuhan a great deal of attention as both his sup- 
porters and critics responded to his sometimes utopian views about the ways media could 
transform 20th-century life. For example, McLuhan spoke of a the world becoming a “global vil- 
lage,” as communication and transportation technology allowed people to speak to anyone or 
travel anywhere, just like in a village. It was a time when Cold War paranoia was at its peak 
and the Vietnam War was a hotly debated subject. Although 1960s-era utopians received these 
statements positively, social realists found them cause for scorn. Despite—or perhaps because 
of—these controversies, McLuhan became a pop culture icon, mentioned frequently in the televi- 
sion sketch-comedy program Laugh-/n and appearing as himself in Woody Allen’s film Annie Hall. 
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The internet and its accompanying cultural revolution have made McLuhan’s bold visions seem 
like prophecies. Indeed, his work has received a great deal of attention in recent years. Analysis 
of McLuhan’s work has, interestingly, not changed very much since his works were published. 
His supporters point to the hopes and achievements of digital technology and the utopian state 
that such innovations promise. The current critique of McLuhan, however, is a bit more revealing 
of the state of modern media studies. Media scholars are much more numerous now than they 
were during the 1960s, and many of these scholars criticize McLuhan’s lack of methodology and 
theoretical framework. 


Despite his lack of scholarly diligence, McLuhan had a great deal of influence on media studies. 
Indeed, one of McLuhan’s great achievements is the popularization of the concept of media stud- 
ies. His work, perhaps ironically, brought the idea of media effects into the public arena and 
created a new way for the public to consider the influence of media on culture. &4! 


Key Takeaways 


e The early theory of media studies—direct effects—assume that media audiences passively 
accept media messages and exhibit predictable reactions in response to those messages. 


e Later media theories generally do not give as much power to the media, such as the agenda- 
setting theory, or give a more active role to the media consumer, such as the uses and 
gratifications theory. 


e Other theories focus on specific aspects of media influence, such as the spiral of silence 
theory’s focus on the power of the majority opinion, or the symbolic interactionism theory’s 
exploration of shared cultural symbolism. 


e Media logic and cultivation analysis theories deal with how media consumers’ perceptions of 
reality can be influenced by media messages. 


e Marshall McLuhan emphasized another way to study media—by focusing on the medium 
itself. 


Exercises 


1. Media theories have a variety of uses and applications. Research one of the following topics 
and its effect on culture. Examine the topic using at least two of the approaches discussed 
in this section. Then, write a one-page essay about the topic you've selected. 


e Media bias 
e Internet habits 
e Television's effect on attention span 
e Advertising and self-image 
e Racial stereotyping in film 
2. Many of the theories discussed in this section were developed decades ago. Identify how 


each of these theories can be used today. Do you think these theories are still relevant for 
modern social media, such as Facebook and TikTok? Why? 
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2.4 Methods of Studying Media 


Learning Objectives 


1. Identify the prominent media research methods. 
2. Explain the uses of media research methods in a research project. 


Media theories provide the framework for the study of media. These studies can be as as simple as 
looking at how 10-year-old children react to cereal advertisements to as broad as how internet use 
affects literacy. Once researchers visualize a project and determine a theoretical framework, they 
must choose the best research methods to study it. Contemporary research methods are greatly 
varied and can range from analyzing old newspapers to performing controlled experiments. 


Content Analysis 


Content analysis is a research technique that, unsurprisingly, involves analyzing the content of 
various forms of media. Through content analysis, researchers hope to understand both the people 

A research method in ; ; : ; 

waea he canen a? who created the content and the people who consumed it. A typical content analysis project does 

media is analyzed. not require elaborate experiments. Instead, it simply requires access to the appropriate media to 

analyze, making this type of research an easier and inexpensive alternative to other forms of 

research involving complex surveys or human subjects. 


content analysis 


Content analysis studies require researchers to define what types of media to study. For exam- 
ple, researchers studying violence in the media would need to decide which types of media to 
analyze, such as television, and the types of formats to examine, such as children's cartoons. The 
researchers would then need to define the terms used in the study; media violence can be classified 
according to the characters involved in the violence (strangers, family members, or racial groups), 
the type of violence (self-inflicted, slapstick, or against others), or the context of the violence 
(revenge, random, or duty-related). These are just a few of the ways that media violence could be 
studied with content-analysis techniques." 


Archival Research 


Studies that want to analyze older media or documents from the past engage in archival research, 
which focuses on reviewing historical documents such as old newspapers, company histories, 
and past publications. Old local newspapers are often available on microfilm or digitized at local 
libraries or at the newspaper offices. University libraries generally provide access to archives of 
national publications such as The New York Times. Increasingly, entire archives are being digitized 
and can also be found in online databases or on websites. 
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Older radio programs are available for free, streaming, or paid download 


through a number of online sources. Many television programs and films have FIGURE 2.11 
The “Wayback Machine” is a fascinating archive 


of old websites. 


also been made available for free download, or for rent or sale through online dis- 
tributors. Performing an online search for a particular title will reveal the options 
available. 


Resources such as the Internet Archive (see here)—also known as the Way- 
back Machine—work to archive a number of media sources. One important role 
of the Internet Archive is website archiving. Internet archives are invaluable for 
a study of online media because they store websites that have been deleted or 
changed. Unlike paper sources, digital sources can disappear. These archives have 
made it possible for internet content analyses that would have otherwise been 
impossible. 


Source: Sharaf Maksumov/Shutterstock.com 


Surveys 


Surveys are ubiquitous in modern life. Questionnaires record data on anything 
from political preferences to personal hygiene habits to classroom evaluations. FIGURE 2.12 

: : Graphic announcing a new survey 
Media surveys generally take one of the following two forms. 


A descriptive survey aims to find the current state of things, such as public 


opinion or consumer preferences. In media, descriptive surveys establish televi- WE W ANT 
sion and radio ratings by finding the number of people who watch or listen to 
particular programs. Those ratings, such as the Nielsen ratings, can decide the YOUR 


future of the shows. 


An analytical survey, however, does more than simply document a current FEEDBACK 
situation. Instead, it attempts to find out why a particular situation exists. 
Researchers pose questions or hypotheses about media and then conduct ana- 
lytical surveys to answer these questions. Analytical surveys can determine the 
relationship between different forms of media consumption and the lifestyles 
and habits of media consumers. In the 2020s, for example, many surveys are done 
to understand trust in media." 


Source: VELvector/Shutterstock.com 


Surveys can employ either open-ended or closed-ended questions. Open- 
ended questions require the participant to generate answers in their own words, while closed- 
ended questions force the participant to select an answer from a list. Although open-ended 
questions allow for a greater variety of answers, the results of closed-ended questions are easier to 
tabulate. Although surveys are useful in media studies, effective use requires keeping their limita- 
tions in mind. 


Social Role Analysis 


As part of child rearing, parents teach their children about social roles. When parents prepare chil- 
dren to attend school, for example, they explain the basics of school rules and what is expected of 
a student—to help the youngsters understand the role of students. Like the role of a character in 
a play, this role carries specific expectations that differentiate school from home. Adults often play 
a number of different roles as they navigate between their responsibilities as parents, employees, 
friends, and citizens. Any individual may play a number of roles depending on their specific life 
choices. 
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social role analysis 


A reseach method that 
analyzes the roles that 
individuals take in the 
media. 


depth interview 


A research method in 
which researchers conduct 
lengthy interviews with test 
subjects. 


focus groups 


A group interview in which 
participants respond to 
questions posed about a 
certain subject. 


Social role analysis of the media involves examining various individuals in the media and ana- 
lyzing the type of role that each plays. Role analysis research can analyze media content for the 
roles depicted for men, women, children, members of a racial minority, or members any other social 
group. For example, in the early decades of television, women were consistently shown as house- 
wives, even when women were actively moving into the workforce. Analyzing roles used in media 
allows researchers to gain a better understanding of the messages that the mass media sends.®” 


Depth Interviews 


The depth interview is an anthropological research tool that is also useful in media studies. Depth 
interviews take surveys one step further by allowing researchers to directly ask a study participant 
specific questions to gain a fuller understanding of the participant's perceptions and experiences. 
Depth interviews have been used in research projects that follow newspaper reporters to find out 
their reasons for reporting certain stories and in projects that attempt to understand the motiva- 
tions for reading romance novels. Depth interviews can provide a deeper understanding of the 
media consumption habits of particular groups of people.™ 


Focus Groups 


Like depth interviews, focus groups allow researchers to better understand public responses to 
media. Unlike a depth interview, however, a focus group allows the participants to establish a group 
dynamic that more closely resembles that of normal media consumption. In media studies, 
researchers can employ focus groups to judge the reactions of a group to specific media styles and 
to content. This can be a valuable means of understanding the reasons for consuming specific types 
of media." 


FIGURE 2.13 
Focus groups are effective ways to obtain a group opinion on media. 
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Source: © Shutterstock, Inc. 
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Rhetorical Analysis 


Rhetorical analysis involves closely examining the “styles” used by different media and attempting 
to understand the kinds of messages those styles convey. Media styles refer to form, presentation, 

composition, use of metaphors, and reasoning structure. Rhetorical analysis reveals the messages Psat atom 
not apparent in a strict reading of content. Studies involving rhetorical analysis have focused on in media. 

media such as advertising to better understand the rhetorical devices in media messages.” French 

theorist Roland Barthes famously studied a Panzani Italian food advertisement to show the many 

coded messages that underlie even a seemingly simple advertisement. 


rhetorical analysis 


Experiments 


Media research studies also sometimes use controlled experiments that expose a 
test group to an experience involving media and measure the effects of that expe- FIGURE 2.14 ; 

; Many types of data are gathered in media 
rience. Researchers then compare these measurements to those of a control research. 
group that had key elements of the experience removed. For example, 
researchers may show one group of children a program with three incidents of 
cartoon violence and another control group of similar children the same program 
without the violent incidents. Researchers then ask the children from both 
groups the same sets of questions, and the results are compared. Other common 
experiments in media use involve eye-tracking studies, which follow the human 
eye as it moves around magazine page or Facebook feed. 


Participant Observation 


In participant observation, researchers try to become part of the group they are 
studying. Although this technique is typically associated with anthropological 


as . : : , Source: Joabro17, https://commons.wikimedia.org/ 
studies in which a researcher lives with members of a particular culture to gain a wiki/ File:Eyetracker1 jpg. 


deeper understanding of their values and lives, it is also used in media research. 


participant 
Media consumption often takes place in groups. Families or friends gather to watch favorite observation 
programs, children may watch Saturday morning cartoons with a group of their peers, and adults A research method in 
may host viewing parties for televised sporting events or awards shows. These groups reveal which researchers try to 


become a part of the 


insights into the role of media in the lives of the public. A researcher might join a group that Groupe they are SUWENG: 


watches football together and stay with the group for an entire season. During the pandemic, in 
2021, the Centers for Disease Control felt the need to give guidelines for Super Bowl watch parties, 
some of which would be studied by media.” By becoming a part of the group, the researcher 
becomes part of the experiment and can reveal important influences of media on culture.™! 


Researchers have studied online role-playing games, such as World of Warcraft, in this manner. 
These games reveal an interesting aspect of group dynamics: Although participants are not in phys- 
ical proximity, they function as a group within the game. Researchers are able to study these games 
by playing them. In the book Digital Culture, Play, and Identity: A World of Warcraft Reader, a group 
of researchers discussed the results of their participant observation studies. The studies reveal the 
surprising depth of culture and unwritten rules that exist in the World of Warcraft universe and 
give important interpretations of why players pursue the game with such dedication.™! 
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Key Takeaways 


e Media research methods are the procedures for carrying out a research project. These 
methods include content analysis, surveys, focus groups, experiments, and participant 
observation. 


e Research methods generally involve either the content of media or the use of media by test 
subjects. Methods involving test subjects include surveys, depth interviews, focus groups, 
and experiments. Analysis of media can include content, style, format, social roles, and 
archival analysis. 


Exercises 


Media research methods offer a variety of procedures for performing a media study. Each of 
these methods varies in cost; thus, a project with a lower budget would be prohibited from using 
some of the more costly methods. Consider a project on teen violence and video game use. 
Then answer the following short-response questions. Each response should be a minimum of 
one paragraph. 


e Which methods would a research organization with a low budget favor for this project? Why? 
e How might the results of the project differ from those of one with a higher budget? 


2.5 End-of-Chapter Material 


End-of-Chapter Assessments 


1. Questions for Section 2 
a. List three historical events that have relied on propaganda. 
b. Provide three examples of cultural messages that the media send. 
c. How have new media affected older forms of media? 

2. Questions for Section 3 
a. How does agenda-setting theory differ from direct effects theory? 
b. Use the spiral of silence to explain media coverage of elections. 


c. Why would uses and gratifications theory be an appropriate theory for a study of internet 
purchasing habits? 


3. Questions for Section 4 


a. Name the different types of media analysis techniques and explain their uses. 
b. Explain the differences among a survey, a depth interview, and a focus group. 


c. What resources would be important for a project analyzing the historical representation 
of women in advertising? 
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Chapter 2 


Critical Thinking Questions 


Media Effects in the 2020s: “The Dark Side of TikTok” 


1. The media have become an ever-increasing part of modern life. How do you think the media 
and their messages have affected you personally? 


2. Media studies attempt to understand the role that the media play in culture and in individual 
lives. Consider the media theories discussed in this chapter. Which ones do you find the 
most convincing and why? Which ones do you find least convincing? 


3. Among the methods used to analyze audiences, which do you think would guarantee the 
most accurate results? How does this affect your opinion of studies that use other results? 


Career Connection 


Media studies are used in a variety of professions and capacities. These range from university 
researchers to small-time music groups that want to assess their online presence. List two 
prospective careers, such as in sports, music, business or others, and think of one way that 


media studies could be beneficial in each. 
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CHAPTER 3 


Books in the 2020s 


3.1 Books and the COVID-19 
Pandemic 


At the start of the 2020s, as the COVID-19 pandemic and resulting quarantines 
destroyed lives and businesses, one part of the economy not only survived but 
bloomed: books. As people were forced to remain home and exhausted their use 
of media, many picked up a book. Indeed, an ABC-TV News report was head- 
lined, “Book industry seeing boom in sales amid COVID-19 pandemic.” The report 
noted, ‘A run of summer bestsellers, demand for parents for more children's 
books and a surge in interest in books about social justice are just some of the 
reasons for the surge.”” 


FIGURE 3.1 
Book sales increased during the pandemic. 


The 2020 strength in book sales represented the continued resilience of 
books. As the millennium got under way, books seemed to be a dying medium. In 
2004, the National Endowment for the Arts (NEA) released a report on “a national 
crisis,” a dire peril that threatened to “impoverish both cultural and civic life,” as 
NEA Chairman Dana Gioia put it. The crisis was reading—or, more aptly put, not 
reading. According to the report, Reading at Risk: A Survey of Literary Reading in America, less than 
half the population engaged in any literary reading, a record low since the survey's beginnings in 
1982.” 


Source: © Shutterstock, Inc. 


The report, which asked respondents whether they had read any literary fiction (novels, short 
stories, plays, or poetry) over the past year showed especially stark numbers among the youngest 
adults. Those aged 18-24 saw a rate of decline 55 percent greater than the total adult population. 
(Books read for school or work weren't counted in the survey, which was examining Americans’ 
leisure reading habits.) According to the NEA, the overall 10 percent drop in literary readers repre- 
sented a loss of 20 million potential readers, most of them young. In 1982, young adults (people aged 
18-34) were most likely to engage in literary reading; by 2002, they were the least likely group. Based 
on this, the report asks, ‘Are we losing a generation of readers?”®! 


Cable television, the internet, and social media seemed to be the culprits behind the drop in 
book reading. The NEA report noted that 24 percent of Americans’ recreational spending went to 
electronics, while books accounted for only 5.6 percent. Perhaps unsurprisingly, the households 
that watched television more read less. The report warned that “at the current rate of loss, literary 
reading as a leisure activity will virtually disappear in half a century." 


Yet even before the pandemic, the NEA found to its surprise that books remained part of cul- 
tural life. The NEA credited the “millions of parents, teachers, librarians, and civic leaders [who] took 
action ... [to ensure that] reading became a higher priority in families, schools, and communities.”"! 
Another factor may have been in play, however; online reading of books with Kindles, iPads, and 
other tablets was taking hold. A 2015 Pew Research Center survey found that the share of Amer- 
icans who have read a book in the last 12 months (73%) has remained steady. And 80 percent of 
young adults aged 18-29 had read a book in the last year.“'And as the 2020s get underway, books 
have increased their presence.” 
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To understand the resilience of books and what books mean in a world of e-readers, audio- 
books, and digital libraries, it will help to understand their history, to examine the roles they 
played in the past. and to consider how those roles might change in the future.” 


3.2 A History of Books 


Learning Objectives 


1. Identify the material and cultural origins of the book in ancient and medieval times. 
2. Indicate the influence of mechanical movable type on modern society. 


3. Explain the evolution of contemporary copyright law and of the contemporary publishing 
industry. 


Ancient Books 


Most historians trace the origins of the book back to the ancient Egyptians, whose papyrus scrolls 
looked very different from the books were accustomed to today. From the time they first developed 
a written script, around 3000 BCE (Before Common Era), Egyptians wrote on many different sur- 
faces, including metal, leather, clay, stone, and bone. Most prominent, though, was the practice of 
using reed pens to write on papyrus scrolls. 


In many ways, papyrus was an ideal material for the Egyptians. It was made using the tall 
reeds that grew plentifully in the Nile Valley. Individual sheets of papyrus were glued or sewn 
together to make scrolls. A standard scroll was around 30 feet long and 7 to 10 inches wide, while the 
longest Egyptian scroll ever found stretched over 133 feet, making it almost as long as the Statue of 
Liberty when it was rolled all the way out." 


By the 6th century BCE, papyrus was the most common writing surface throughout the 
Mediterranean and was used by the Greeks and Romans. Because papyrus grew in Egypt, the 
Egyptians had a virtual monopoly over the papyrus trade. Many ancient civilizations housed their 
scrolls in large libraries, which acted as both repositories of knowledge and displays of political and 
economic power. The Royal Library of Alexandria boasted around half a million scrolls in its col- 
lection; some scholars claim that this was between 30 and 70 percent of all books in existence at 
the time” But other powerful entities in the ancient world were growing tired of the Egyptians’ 
monopoly over the papyrus trade. 


Parchment was developed as an alternative to papyrus. It was made from treated animal skins 
that were scraped thin to create a flexible, even surface. Parchment had several advantages over 
papyrus: It was more durable, both sides could be written on, and its trade wasn't monopolized by 


the Egyptians. 
codex The spread of parchment coincided with another crucial development in the history of the 
A book with pages bound book. Between the 2nd and 4th centuries, the Romans began sewing folded sheets of papyrus or 
together and enclosed parchment together, and binding them between wooden covers. This form, called the codex, has 


within a cover; the format 


essentially the same structure as today's books. The codex was much more user-friendly than was 
used for modern books. 


the papyrus scroll: more portable, easier to store and handle, and less expensive to produce. It also 
allowed readers to quickly flip between sections. While reading a scroll was a two-handed activity, 
a codex could be propped open in front of a reader, allowing for note taking. 
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Traditions changed slowly in the ancient world, however, and the scroll 
remained the dominant form for secular works for several centuries. The codex 
was the preferred form for early Christian texts, and the spread of Christianity 
eventually brought about the dominance of the codex; by the 6th century CE, it 
had almost entirely replaced the scroll. 


FIGURE 3.2 


The next major innovation in the history of books, the use of block printing 
on paper, began in Tang Dynasty China around 700 CE, though it wouldn't arrive 
in Europe for nearly 800 years. The first known examples of text printed on paper 
are tiny, 2.5-inch-wide scrolls of Buddhist prayers commissioned by Japan's 
Empress Shotoku in 764 CE. The earliest example of a dated, printed book is a 
Buddhist text called the Diamond Sutra (868 CE). Woodblock printing was a 
meticulous process that involved carving an entire page of text onto a wooden 
block, then inking and pressing the block to print a page. 


The hand-copied books produced in the Middle Ages were much more ornate than the mass- 
produced books of today. These were illuminated manuscripts that included painted 
embellishments that were added on to the handwritten books. The word illuminate comes from the 
Latin illuminare, which means to light up, and some medieval books were literally made to shine 
through applications of gold or silver decorations. Other ornate additions included illustrations, 
decorative capital letters, and intricately drawn borders. The degree of embellishment depended on 
the book's intended use and the wealth of its owner. Medieval manuscripts were so highly valued 
that some scribes placed so-called book curses at the front of their manuscripts, warning that any- 
one who stole or defaced the copy would be cursed.” 


A “Book Curse” to Prevent Stealing 


Written in a copy of the Vulgate Bible is this warning: “Whoever steals this book let him die the 
death; let be him be frizzled in a pan; may the falling sickness rage within him; may he be broken 
on the wheel and be hanged.”!"2! 


Though illuminated books were highly prized, they were also expensive and labor-intensive to 
create. By the end of the Middle Ages, the papal library in Avignon, France, held only a few thousand 
manuscripts compared to the nearly half-million texts found at the Library of Alexandria in 
ancient times." Bookmaking in the Western world became somewhat less expensive when paper 
emerged as the primary writing surface. Making paper from rags and other fibers, a technique that 
originated in 2nd-century China, reached the Islamic world in the 8th century and led to a flowering 
of book culture there. By the 12th century, Marrakesh, in modern-day Morocco, was said to have had 
a street lined with a hundred booksellers. But it wasn't until the 14th century that paper manufac- 
turing began in earnest in Europe. 
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The earliest known printed books were created 
using woodblock printing. 


Source: © Shutterstock, Inc. 

In medieval Europe, however, scribes were still laboriously copying texts by hand. Book culture 
in the Middle Ages was dominated by monasteries, which became centers of intellectual life. The 
largest monasteries had rooms called scriptoria where monks copied, decorated, and preserved 
both religious and secular volumes. Many of the classical texts we have today owe their preserva- 
tion to diligent medieval monks, who thought of scholarship, even the study of secular and 
pre-Christian writers, as a way to become closer to God. 


scriptoria 


Rooms in monasteries 
where monks copied, 
decorated, and preserved 
volumes. 


illuminated 
manuscripts 


A handwritten document in 
which the text is 
embellished by decorative 
additions, including 
borders and illustrations. 


The Evolution of the 
Book 

This video walks you through 
the evolution of the book. 


View in the online reader 
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mechanical movable 
type 

Method of printing created 
by Johannes Gutenberg 
that uses small, movable 
letters. 


FIGURE 3.3 
Individual letters of movable type. 


Source: © Shutterstock, Inc. 


Gutenberg 
Revolution 


The period of immense 
cultural and technological 
change after Johannes 
Gutenberg’s invention of 
mechanical movable type. 


edia and Culture in the 2020s 


Gutenberg’s Industry— Changing Invention 


Papermaking coincided with another crucial step forward in the history of books: Johannes Guten- 
berg’s invention of mechanical movable type in 1448. Sometimes, Gutenberg’s invention is 
mistakenly called “the printing press.” However, to be precise, printing presses were already in exis- 
tence in locations around the world. It was movable type that made all the difference. 


Though the simple act of crafting small, movable letters may seem mundane in the contempo- 
rary world of digital devices and microchips, it is difficult to overstate the importance of 
Gutenbergs invention and the effect it had on the world. The Biography Channel and A&E both 
named Gutenberg as the single most influential person of the second millennium, ahead of Shake- 
speare, Galileo, and Columbus, and Time magazine cited movable type as the single most important 
invention of the past 1000 years. Through his invention, Gutenberg indisputably changed the 
world. 


Much of Gutenberg’s life is shrouded in mystery. It is known that he was a 
German goldsmith and book printer and that he spent the 1440s collecting 
investors for a mysterious project. That invention turned out to be his own mov- 
able type printing press, which combined existing technologies—such as the 
screw press, which was already used for papermaking—with his own innova- 
tion—individual metal letters and punctuation marks that could be 
independently rearranged on page after page—to revolutionize how books were 
made. 


Though Gutenberg probably printed other, earlier materials, it was the Bible 
he printed in 1455 that brought him renown. In his small print shop in his home- 
town of Mainz, Germany, Gutenberg used his movable type press to print 180 
copies of the Bible, 135 on paper and 45 on vellum." This book, commonly called 
the Gutenberg Bible, ushered in Europe's so-called Gutenberg Revolution and 
paved the way for the commercial mass printing of books. In 1978, the Harry Ransom Humanities 
Research Center of the University of Texas at Austin purchased a complete copy of the Gutenberg 
Bible for $2.4 million. 


Over the next few centuries, the printing press changed nearly everything about how books 
were made, distributed, and read. Printing books was vastly faster than handwriting books, and 
paper was much less expensive to produce than parchment. Before the printing press, books were 
generally commissioned and then copied in a long, laborious process. The printing press meant that 
multiple identical editions of the same book could be printed in a relatively short time, while it 
probably would've taken a scribe at least a year to handwrite one. 


As Gutenberg’s invention led to more and more printing shops springing up all over Europe, 
the very idea of what a book looked like began to change. In medieval times, books were the valu- 
able, rare product of hundreds (if not thousands) of hours of work, and no two were the same. After 
Gutenberg, books could be standardized, plentiful, and relatively cheap to produce and disseminate. 


Early printed books were made to look like illuminated manuscripts, complete with hand- 
drawn decorations. One thing that did not substantially change, however, was the form of the book 
itself. Despite minor tweaks and alterations, the ancient form of the codex remained relatively 
intact. However, printers soon realized the economic potential of producing multiple identical 
copies of one text, and book printing soon became a speculative business, with printers trying to 
guess how many copies a particular book could sell. By the end of the 15th century, 50 years after 
Gutenberg’s invention of movable type, printing shops had sprung up throughout Europe, with an 
estimated 300 in Germany alone. Gutenberg's invention was a resounding success, and the print- 
ing and selling of books boomed. The Harry Ransom Humanities Research Center estimates that 
before the invention of the printing press, the total number of books in all of Europe was around 
30,000. By 1500, the book was thriving and the number of books in Europe had grown to as many as 
10 to 12 million." 
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Effects of the Mass Production of Books 


It is hard to overstate the effect of movable type. The post-Gutenberg world was revolutionized by 
the advent of the printed book. Simply put, the mechanical reproduction of books meant that there 
were more books available at a lower cost, and the growth of international trade allowed these 
books to have a wider reach, changing education, language, commerce, politics, and power. 


The desire for knowledge among the growing middle class and the new availability of classical 
texts from ancient Greece and Rome helped fuel the Renaissance, a period of celebration of the 
individual and of a turn toward humanism. For the first time, texts could be widely dispersed, allow- 
ing political, intellectual, religious, and cultural ideas to spread widely. Also for the first time, many 
people could read the same books and be exposed to the same ideas at the same time, giving rise 
to mass media and mass culture. Science was revolutionized as well. For example, standardized, 
widely dispersed texts meant that scientists in Italy were exposed to the theories and discoveries 
of scientists in England. Because of improved communication, technological and intellectual ideas 
spread more quickly, enabling scientists from disparate areas to more easily build on the break- 
throughs and successes of others. 


As the Renaissance progressed, the size of the middle class grew, as did literacy rates. Rather 
than a few hundred precious volumes housed in monastery or university libraries, books were 
available to people outside monastic or university settings—which meant that more books were 
available to women, who had seldom seen a book in these patriarchal societies. In effect, the mass 
production of books helped knowledge become democratized. 


FIGURE 3.4 
Lines from a Bible, estimated to have been printed in 1452. 


ilinguis hot loge + ageori: 
) raritatt atic nd babed:far? fum 
ut e9 fonds aut ambalu tinmensg. 


fi habuero piera- +uoueri mifteri- 


oa gia et omn? facna +igbuero gmnë 
| AdE ita ut mores traflerd-raritare ait 


Source: Encyclopedia Britannica, https://commons.wikimedia.org/wiki/File: 1911_ Britannica-Bible-Line_Bible.png. 


However, this spread of information didn't proceed without resistance. Thanks in part to the 
spread of dissenting ideas, the Roman Catholic Church, the dominant institution of medieval 
Europe, found its control slipping. In 1487, only a few decades after Gutenberg first printed his Bible, 
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vernacular 


The native language of a 
population. 


chapbook 


An inexpensive, 
pocket-sized booklet 
popular from the 16th to 
19th centuries, usually 
containing popular 
literature such as folk 
ballads, religious tracts, or 
children’s stories. 


Pope Innocent VIII tried to insist that all books be prescreened by church authorities before they 
were allowed to be printed." One book the church banned was the Bible printed in any language 
other than Latin—a language that few people outside of clerical or scholarly circles understood. 


In 1517, Martin Luther used movable type to bring about the Protestant Reformation. He chal- 
lenged the church's authority and asserted that people had the right to read the Bible in their 
own language. The church rightly feared the spread of vernacular Bibles; the more people who 
had access to the text, the less control the church was able to exert over how it was interpreted. 
Since the church's interpretation of the Bible dictated in no small part the way many people lived 
their lives, the church's sway over the hearts and minds of the faithful was severely undermined. 
Accessible printed Bibles and Luther's protest led to a wave of Protestantism. The Catholic Church's 
attempt to control the printing industry had proved impossible to maintain, and over the next few 
centuries, the church would see its power decline significantly, as it was no longer the sole keeper 
of religious knowledge as it had been throughout the Middle Ages. 


The Bible wasn't the only text that was beginning to be published in languages other than 
Latin. The Renaissance saw a growing interest in texts published in the vernacular, the speech of 
the “common people.” As books became more available to the middle class, people wanted to read 
books written in their native tongue. Early well-known works in the vernacular included Dante's 
Divine Comedy (first printed in Italian in 1472) and Chaucer's Canterbury Tales (published in Middle 
English in the 15th century). Genres with popular appeal, such as plays and poetry, became increas- 
ingly widespread. In the 16th and 17th centuries, inexpensive chapbooks (the name derives, 
appropriately enough, from cheap books) became popular. Chapbooks were small and cheaply 
printed, and they often included popular ballads, humorous stories, or religious tracts. The prolifer- 
ation of chapbooks showed just how much the Gutenberg Revolution had transformed the written 
word. In just a few hundred years, many people had access to reading material, and books would no 
longer be considered sacred objects. 


Because of the high value placed on human knowledge during the Renaissance, libraries flour- 
ished during this time period. As they had been in ancient Egypt, libraries were once again a way 
of displaying national power and wealth. The German State Library in Berlin was founded in 1661, 
and other European centers soon followed, such as the National Library of Spain in Madrid in 1711 
and the British Library (the world’s largest) in London in 1759. Libraries were also associated with 
universities, clubs, and museums; however, these were often only for subscribers. The United King- 
dom’'s Public Libraries Act of 1850 fostered the development of free, public lending libraries. After 
the American Civil War, public libraries flourished in the newly reunified United States, helped 
by fundraising and lobbying by women's clubs. Philanthropist Andrew Carnegie helped bring the 
Renaissance ideals of artistic patronage and democratized knowledge into the 20th century when 
he helped found more than 1,700 public libraries between 1881 and 1919." 


History of Document Control 


While Gutenberg’s invention of the printing press ushered in an age of democratized knowledge 
and incipient mass culture, it also transformed the act of authorship, making writing a potentially 
profitable enterprise. Before the mass production of books, authorship had few financial rewards 
(unless a generous patron got involved). As a consequence, pre-Renaissance texts were often collab- 
orative, and many books didn't even list an author. 
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The earliest concept of the copyright, from the time of the scriptoria, was who had the right to 
copy a book by hand. The printed book, however, was a speculative commercial enterprise, in that 
large numbers of identical copies could be sold. The explosive growth of the European printing 
industry meant that authors could potentially profit from the books they wrote if their legal rights 
were recognized. In contemporary terms, copyright allows a person the right to exclude others 
from copying, distributing, and selling a work. This is a right usually given to the creator, although 
that right can be sold or otherwise transferred. Works not covered by copyright or for which the 
copyright has expired are part of the public domain, which means that they are essentially public 
property and can be used freely by anyone without permission or royalty payments. 


The origins of contemporary copyright law are usually traced back to the Statute of Queen 
Anne. This law, enacted in England in 1710, was the first to recognize the legal rights of authors, 
though in an incomplete manner. It granted a book's publisher 14 years of exclusive rights and legal 
protection, renewable for another 14-year term if the author was still living. Anyone who infringed 
on a copyrighted work paid a fine, half of which went to the author and half to the government. 
Early copyright was intended to limit monopoly and censorship, to provide a sense of stability to 
authors, and to promote learning by ensuring that documents would be widely accessible. 


The United States established its first copyright law not long after the Declaration of Inde- 
pendence. The U.S. Constitution granted Congress the power “to promote the progress of science 
and useful arts, by securing for limited times to authors and inventors the exclusive right to their 
respective writings and discoveries” in Article I, Section 8, Clause 8. The first federal copyright law, 
the Copyright Law of 1790, was modeled on the Statute of Queen Anne and it similarly granted 
exclusive rights for 14 years, renewable for 14 more if the author was living at the end of the first 
term. 


The “limited times” mentioned in the Constitution have steadily lengthened since the 18th 
century. The Copyright Act of 1909 allowed for an initial 28-year term of copyright, which was 
renewable for one additional 28-year term. The Copyright Act of 1976, which preempted the 1909 
act, extended copyright protection to “a term consisting of the life of the author and 50 years after 
the author's death,” was substantially longer than the original law's potential 56-year term. In 1998, 
copyright was extended even further, to 70 years after the author's death. The 1998 law, called the 
Copyright Term Extension Act, also added a 20-year extension to all currently copyrighted works. 


This automatic extension meant that no new works would enter the public 
domain until 2019 at the earliest. Critics of the Copyright Term Extension Act 
called it the Mickey Mouse Protection Act because the Walt Disney Company lob- 
bied for the law!” Because of the 20-year copyright extension, Mickey Mouse and 
other Disney characters remained out of the public domain, which meant that 
they were still the exclusive property of Disney. 


FIGURE 3.5 


On January 1, 2021, copyrighted works from 1925, some of the world’s great 
books, entered the U. S. public domain, where they are free for all to use, such as 
to create a new, graphic novel version. The works include books such as F. Scott 
Fitzgerald's The Great Gatsby, Virginia Woolf's Mrs. Dalloway, Ernest Heming- 
way’'s In Our Time, and Franz Kafka's The Trial (in the original German)” 


The 1976 copyright law also codified the terms of fair use for the first time. Fair-use law speci- 
fies the ways in which a work (or parts of a work) under copyright could legally be used by someone 
other than the copyright holder for “purposes such as criticism, comment, news reporting, teaching 
(including multiple copies for classroom use), scholarship, or research, is not an infringement of 
copyright.” That is, a book review quoting snippets of a book, or a researcher citing someone else's 
work is not infringing on copyright. Today’s internet culture, which thrives on remixes, linking, and 
other creative uses of source material, often tests the boundaries of the legal definition of fair 
use. We will discuss copyright law further in Chapter 13. 
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copyright 


The exclusive rights given 
to a work’s creator or 
author, which include the 
right to copy, distribute, 
and adapt the work. 


public domain 


Works not covered by 
intellectual property law or 
for which copyright 
protection has expired. 
Works in the public 
domain are essentially 
public property. 


Copyright and legal protections 


Source: © Shutterstock, Inc. 


fair use 


An aspect of copyright law 
that specifies the ways in 
which a work (or parts of a 
work) under copyright can 
legally be used by 
someone other than the 
copyright holder. 
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History of the Book Publishing Industry 


People sometimes overlook the role of the book publisher. With the exception of self-published 
works, the author is not the person in charge of producing the book or sending it out into the world. 
These days, the tasks of editing, designing, printing, promoting, and distributing a book generally 
fall to the book's publisher. Although authors are usually the ones with their names prominently 
displayed on the spine, a published book is actually the product of many different kinds of labor by 
many different people. Students of communication often find work in the publishing field. 


Early book printers acted as publishers, because they produced pages and sold them commer- 
cially. In England, the Stationer’s Company, which was essentially a printer's guild, had a monopoly 
over the printing industry and was also allowed to censor texts. The Statute of Queen Anne, the 
1710 copyright law, came about partially as a result of some of these early publishers overstepping 
their bounds. 


In the 19th-century United States, publishers fulfilled many roles, and it was not uncommon 
for one company to print, wholesale, and even retail their own books. Although bookstores and 
printers existed in the United States, the Northeast emerged as the nation’s publishing epicenter, 
with strongholds in Philadelphia, New York, and Boston. During the 1800s, the U.S. book industry 
swiftly expanded. In 1820, the books manufactured and sold in the United States totaled about $2.5 
million; by 1850, even though the price of books had dropped substantially, sales figures had quin- 
tupled.2" 


Technological advances in the 19th century, including machine-made paper and the Linotype 
typesetting machine, made book publishing simpler and more profitable. Many of today’s large 
publishing companies actually have roots in the glory days of the 1800s. For example, Houghton 
Mifflin originated in 1832; Little, Brown and Company formed in 1837; and Macmillan was founded 
in Scotland in 1843 and opened its U.S. branch in 1869. By the turn of the century, New York was the 
center of publishing in the United States. 


The rapid growth of the publishing industry and evolving intellectual property laws meant 
that authors could make money from their writing during this period. Perhaps it's no suprise, then, 
to learn that the first literary agents also emerged in the late 19th century. Literary agents act as 
intermediaries between the author and the publisher, negotiating contracts and parsing difficult 
legal language. The world’s first literary agent, A.P. Watt, worked in London in 1881 and essentially 
defined the role of the contemporary literary agent—he got paid to negotiate on behalf of the 
author. A former advertising agent, Watt decided to charge based on commission, meaning that he 
would take in a set percentage of his clients’ earnings. Watt set the fee as 10 percent, which is still 
considered standard today. 


The biggest change to hit publishing in the first half of the 20th century was the increasing 
popularity of the paperback book. Books covered in less expensive, less durable paper existed since 
Renaissance chapbooks were invented, but they were usually crudely printed works that were 
meant only as passing entertainment. In 1935, the publishing industry was changed forever when 
Penguin Books Ltd., a paperback publisher launched in England, ushered in the so-called paper- 
back revolution. Instead of being crude and cheaply made, Penguin titles were simple but well 
designed. Though Penguin sold paperbacks for only 25 cents, it concentrated on providing works 
of literary merit, thus fundamentally changing the idea of what quality books should look like. 
Some early Penguin titles included Ernest Hemingway's A Farewell to Arms and Dashiell Hammett's 
The Thin Man. In the decades that followed, more and more paperback publishing companies were 
launched by people hoping to capitalize on Penguin's success. The first U.S.-based paperback com- 
pany was Pocket Books, founded in 1939. By 1960, paperbacks were outselling hardbacks in the 
United States?" 
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FIGURE 3.6 Consolidation 2020: In Ten Years, the Big Six became the Big Five 
The “Big Six” long controlled U.S. books. In 2010, they controlled more than 60 percent of the book market. But in 2013, they became the “Big 


Five” with the merger of Penguin Group/Pearson and Random House. And in 2020, Penguin, Pearson, and Random House bought Simon & 
Schuster! 
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the Big Six 


The biggest North 
American trade publishing 
houses, including 
Hachette Book Group, 
HarperCollins, Macmillan, 
Penguin Group, Random 
House, and Simon & 
Schuster. 


The second half of the 20th century saw a trend in book publishing that we have already 
observed in other media—consolidation and conglomeration. In the last four decades of the 20th 
century, more that 1,200 mergers and acquisitions had taken place among book publishers large and 
small.™! As we have noted, this was just a part of the larger international trend toward mass media 
consolidation, where large international media empires acquired smaller companies in many dif- 
ferent industries. For example, the German media company Bertelsmann AG acquired Bantam 
Books, Doubleday, and Random House; London-based Pearson took over Viking, Penguin, Putnam, 
and the Dutton Group; and AOL Time Warner bought Little, Brown and Company and Warner 
Books. Because publicly traded companies have obligations to their shareholders, the publishing 
industry found itself pressured to turn increasingly high profits. By 2010, roughly 60 percent of all 
books sold in the United States were published by six large publishing houses, long referred to as 
the Big Six (see Figure 3.6).”” And by 2020, the Big Six had become the Big Four.™! 


Key Takeaways 


e Papyrus scrolls were the earliest forms of books, superseded in the 6th century by the 
codex. The codex was more portable, sturdier, and easier to store, which made it a more 
popular format. During the Middle Ages, books were handwritten on parchment and then 
painstakingly decorated. At this time, monasteries were the centers of intellectual life, and 
most book copying happened in their scriptoria. Until the invention of mechanical movable 
type, books were expensive and not widely available. 


e The Gutenberg Revolution changed how information circulated around the globe. The inven- 
tion of mechanical movable type made books much cheaper and quicker to produce, which 
led to the swifter spread of ideas. Access to classical texts spurred the European Renais- 
sance and led to higher literacy rates among women. With millions of books circulating in the 
world, popular literature soon emerged, sometimes in the form of inexpensive chapbooks. 


e Copyright law was originally meant to protect authors from censorship and to allow them to 
profit from their work. The first copyright law was England’s Statute of Queen Anne in 1710. 
In the 20th century, American copyright law steadily increased the terms of protection for 
works under copyright. 


e The publishing industry arose to help authors produce and distribute copies of their work. 
Early printers acted as wholesale booksellers. In the 20th century, paperback books revived 
the publishing industry by making high literature available in an inexpensive, portable format. 
By the 2020s, book publishing was dominated by four publishing companies, themselves 
part of large media conglomerations. 


Exercises 


Questions about the exact extent of fair use of copyrighted materials have been especially rele- 
vant in recent years because of the popularity of using and manipulating copyrighted materials 
on the internet. 
e Go on a website with user-uploaded content (such as YouTube or Pinterest) and find exam- 
ples of works that use copyrighted content in a way that you think is justified under fair use. 
e Then, find examples of works that you think do not use copyrighted content in a way permit- 
ted by fair use. 
e What are the key differences between justified and unjustified use? 
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3.3 The Role of Books in American 
Culture 


Learning Objectives 


Identify the role of books after the American Revolution. 
Discuss the impact of “Uncle Tom’s Cabin.” 


Name some distinctive aspects of American style used by 19th-century writers. 
Identify popular works of 20th-century fiction. 
Consider the importance and popularity of Allen Ginsberg’s poem, “Howl.” 


Cu os © O = 


At the turn of the 18th century, the American colonies could only claim about 250 published 
books.” In 2020 alone, more than 300,000 new titles were published—a rough estimate in a time 
when self-publishing is expanding. As the United States has grown and developed, books have 
grown and developed along with it. Sometimes books have amplified differences within the nation, 
sometimes their authors have worked to proclaim a distinctive American style; sometimes the 
author has tried to expose hypocrisies in government and society, and sometimes the author has 
celebrated America's multifaceted population. Throughout the history of the United States, books 
have influenced American popular culture and have been influenced by it as well. 


The 1700s — Political and Social Revolution 


In the years leading up to the American Revolution, newspapers and pamphlets were the publica- 
tion method of choice because they could be quickly printed and were ideal for circulating short 
political treatises and news items at a moment of rapid change. Thomas Paine’s Common Sense, 
first published anonymously in 1776, could be considered America's first bestseller and was distrib- 


uted widely. 

As literacy rates soared in post-independence America and the nation became more stable, the epistolary novel 
market for books increased. William Hill Brown's The Power of Sympathy: or, The Triumph of A book made up of letters 
Nature, published in 1789, is considered the first American novel. Brown's epistolary novel, which is of correspondence. 


a novel made up of letters of correspondence, warned about the dangers of seduction. Brown's 
novel shares some features with a novel published two years later, Charlotte Temple by Susannah 
Rowson, another cautionary tale about a woman falling prey to seduction. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


82 Understanding Media and Culture in the 2020s 


FIGURE 3.7 

Common Sense, a pamphlet 
published anonymously by 
Thomas Paine in 1776, 
argued for the American 
colonies’ independence from 
Britain. 
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Though women were often the subjects of popular novels, they were increasingly the audience 
as well. Eighteenth-century Americans were influenced by Enlightenment values, which main- 
tained that a strong nation needed an educated, moral population. And though the public realm of 
education, employment, and politics was dominated by men, women had control over the domestic 
sphere and the education of the next generation. The 18th-century idea that American women 
should educate their children for the good of the emerging nation, sometimes called republican 
motherhood, helped to legitimize, expand, and improve women’s education. Women's literacy rates 
rose sharply during this period, and more and more books were tailored to women's interests, as 
women tended to have more leisure time for reading. Authors such as Frances Burney and Mary 
Wollstonecraft wrote about issues facing women of the period and began to openly criticize the 
fixed role of females in society. 


However, in these early years of the American novel, some people found the form potentially 
dangerous and subversive for a Puritan society. Novels could be too entertaining and could appeal 
to people's, especially women’s, imaginations. A character in The Boarding School by Hannah Web- 
ster Foster, a popular writer of the time period, espouses this particular viewpoint: 


Novels, are the favorite and the most dangerous kind of reading, now adopted by the gen- 
erality of young ladies. ... Their romantic pictures of love, beauty, and magnificence, fill 
the imagination with ideas which lead to impure desires, a vanity of exterior charms, and 
a fondness for show and dissipation, by no means consistent with that simplicity, mod- 
esty, and chastity, which should be the constant inmates of the female breast.”"! 


Another Puritan-based criticism of the 18th century novel is that they were too popular and 
were read by people of different classes. That is, part of the perceived threat of novels was their 
widespread popularity with many different kinds of people. An early biography of Susannah Row- 
son characterized the wide readership of her novel: 


It has stolen its way alike into the study of the divine and into the workshop of the 
mechanic, into the parlor of the accomplished lady and the bed-chamber of her waiting 
maid, into the log-hut on the extreme border of modern civilization and into the forecastle 
of the whale ship on the lonely ocean. It has been read by the grey bearded professor after 
his ‘divine Plato’ by the beardless clerk after balancing his accounts at night, by the trav- 
eler waiting for the next conveyance at the village inn; by the school girl stealthfully in 
her seat at school.”” 


The popular 18th-century novels, and the criticisms of those novels, were preoccupied with 
providing moral guidance and cautionary tales to the citizens of the newly formed United States. 
Questions of freedom and responsibility were paramount as the emerging nation attempted to 
establish a uniquely American literature. 


Books in the 1800s—How Uncle Tom’s Cabin 
Helped Start a War 


Rowsons Charlotte Temple became the most popular book in the 1800s until Uncle Tom's Cabin was 
published. Written by abolitionist and preacher Harriet Beecher Stowe in 1852—nine years before 
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the beginning of the Civil War—Uncle Tom's Cabin was a smash hit by any definition. An impas- 
sioned critique of slavery that tugged on readers’ emotions, the novel sold 300,000 copies in its first 
year and became the century's second-best-selling book after the Bible.” 


FIGURE 3.8 
Before strict copyright law, many different versions of Stowe’s novel cropped up. 
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Source: Clifton Waller Barrett Library of American Literature, Special Collections, University of Virginia Library 


Stowe'’s novel has been credited with heightening tensions between the North and the South 
over slavery, tensions that led to the Civil War. Abraham Lincoln met with Stowe and is reputed 
to have said, “So this is the little lady who started this big war.”®” The novel was not only popular 
domestically. The first London edition sold 200,000 copies in a year, and the book was the first 
American novel to be translated into Chinese." The absence of international copyright law meant 
that Stowe was not compensated for most of these translations. Many unauthorized stage versions 
of the play were produced as well, causing historians to theorize that more people might have seen 
theatrical adaptations of the play than read the book. In the early 1900s, nine silent film versions 
of the novel were released, making Uncle Tom's Cabin the most-filmed story of the silent film era. 
With her book, Stowe helped establish the political novel as an important touchstone of American 
literature. 


Other 19th-century writers in the United States concentrated on developing a uniquely Amer- 
ican style, a mode of self-expression distinct from European models. James Fenimore Cooper, 
author of The Last of the Mohicans (1826), wrote adventure stories that celebrated the American 
frontier, championing a theme that would intrigue U.S. writers for centuries to come. Poet Walt 
Whitman wrote Leaves of Grass (1855), a collection of poems that shocked readers with its frank 
sexuality and fresh use of language. In contrast to most other English-language poets at the time, 
Whitman wrote in free verse, mimicking the rhythms of actual speech in his poems. He was pur- 
posefully informal; he valued everyday speech; he spoke openly about sexual themes; and he was 
an important figure in establishing an American idiom that was open, informal, and focused on the 
experiences of common people. Washington Irving, author of the now-iconic short stories “Rip Van 
Winkle’ (1819) and “The Legend of Sleepy Hollow” (1820), helped establish satire and wit as impor- 
tant aspects of the emerging American style. 
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Mark Twain most famously used humor in his many works of journalism, travel writing, and 
fiction. Twain's characters’ voices are funny, irreverent, and full of strange idioms and odd regional 
coinages. The passage below, from the first chapter of The Adventures of Huckleberry Finn (1884), 
shows Twain's use of distinctively American speech patterns. ®” 


The Widow Douglas she took me for her son, and allowed she would sivilize me; but it 
was rough living in the house all the time, considering how dismal regular and decent the 
widow was in all her ways; and so when I couldn't stand it no longer I lit out. 


Edgar Allan Poe became known at the time for writing macabre stories and poems like “The 
Raven’ (1845), “The Cask of Amontillado” (1846), and “The Tell-Tale Heart” (1843). A master of the 
Gothic genre, Poe is also credited with writing the first detective story, 1841's “The Murders in the 
Rue Morgue.” (Some people also credit Poe with the invention of the horror story and the science 
fiction story.) In this and other stories, Poe established many of the classic features of detective 
stories. His influence could be seen in Arthur Conan Doyles Sherlock Holmes tales: a brilliant, 
crime-solving detective who works outside the standard police system; the detective's assistant or 
friend, who serves as narrator; and an emphasis on analysis and solving a crime through reason. 
Poe had such a strong effect on the mystery genre that the Mystery Writers of America annually 
give out the Edgar Awards, named in honor of Poe. 


At the end of the 1800s, American literature could be broadly categorized as reflecting an inter- 
est in the natural landscape, preoccupation with questions of identity (both of the individual and 
the nation), an interest in humor or satire, a pride in common speech, and an interest in politics. 
An emerging interest in what we now call genre fiction was increasing and would become a fully 
fledged movement as the 20th century progressed. 


(m) Harriet Beecher Stowe’s Uncle Tom’s Cabin 


The PBS focuses on the creation and impact of Uncle Tom’s Cabin. 


View in the online reader 
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The Twentieth Century — Experimenting and 
Expanding 


The production of books in the 1900s was cheaper than ever because of improved technology. The 
20th century saw a multiplicity of genres that began to expand subjects and audiences and better 
reflect the diversity of experiences and interests in the United States. Furthermore, the paperback 
revolution eroded the distinction between high and low art. By the end of the century, however, 
books were facing competition for attention with films, television, video games, and the internet. 


FIGURE 3.9 
L. Frank Baum’s The Wonderful Wizard of Oz was the basis for the famous 1939 movie The Wizard of Oz. 


Source: Library of Congress, Rare Book and Special Collections Division 


In 1900, L. Frank Baum published The Wonderful Wizard of Oz, a novel set in the fantastical 

world of Oz. It became the best-selling children's book for the next two years and went on to spawn 
: ; 7 : ‘ Works that are intended to 

13 sequels as well as a long-beloved movie starring Judy Garland. Baum's book is considered part of fit into a known genre or 
the so-called golden age of children’s literature, which is considered to have begun with Lewis Car- category, such as western, 
roll’s Adventures of Alice in Wonderland (1865) and ended with A. A. Milne’s Winnie-the-Pooh books romance, mystery, or 
(1924-1928). Along with children’s literature, other kinds of genre fiction saw their birth or growth scence ficion 
in the 20th century. Owen Wister's The Virginian (1902) and Zane Grey's Riders of the Purple Sage 
(1912) established the Western as a uniquely American genre that would influence the popular Wild 
West films of the 1920s and beyond. Other genres including science fiction, horror, mystery, and 
romance sprang up out of the late-19th and early-2oth dime novels, named for their cheap cost and 
known for their sensational, quickly written stories. 


genre fiction 
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pulp stories 


Sensationalistic stories 
from books and 
magazines that were 
named for the cheap, 
wood-pulp paper they 
were printed on. 


Beat Generation 


The name given to a group 
of American writers who 
came to prominence in the 
1950s and who were 
known for literary 
experimentation and 
nonconformity. 


multicultural 
literature 


Works that promoted 
cross-cultural 
understanding by 
examining different value 
systems, histories, 
traditions, and speech 
patterns of people in 
America. 


The dime novel gave way to the even-cheaper pulp magazines and books, inexpensive publica- 
tions named for the cheap pulp paper they were printed on. Pulp stories were generally 
sensational and featured sordid tales of murder, sex work, and gangster violence; others told fan- 
tastical stories of aliens or monsters. The pulps were gleefully low culture and were quite popular 
with readers. Conan the Barbarian, Tarzan, Zorro, and The Shadow all made their first appearances 
as characters in early pulps. The paperback revolution of the 1930s, 1940s, and 1950s gave genre sto- 
ries a wider reach in a more durable format. 


While many 19th-century U.S. writers worked to create a distinctive American style, some 20th- 
century writers aimed to debunk American myths. After World War II, the United States emerged 
as a dominant world power. Some writers used their books to critique American society and gov- 
ernment. Dissatisfied with the widespread 1950s ideals of conformity and homogeneity, Beat 
Generation authors wrote in a freewheeling, informal style and proudly described their drug use 
and sexual exploits. Touchstone works of the Beat Generation include Allen Ginsbergs Howl and 
Other Poems (1956), Jack Kerouac's On the Road (1957), and William S. Burroughs’s Naked Lunch 
(1959). These books celebrated road trips, drug trips, obscenity, spiritual yearning, and distrust of the 
mass media, and they helped pave the way for the counter-culture movement of the 1960s. 


By the end of the Cold War in 1991, American literature had seen an upswing in books that 
expressed the diversity of voices and experiences of late-20th-century America. Jhumpa Lahiri and 
Amy Tan wrote about the immigrant experience; Sherman Alexie and Louise Erdrich penned 
acclaimed novels about Indigenous American life; and Toni Morrison explored the political and his- 
torical dimensions of slavery and race in the United States. Sometimes called multicultural 
literature, these and other books were celebrated as a way to promote cross-cultural understand- 
ing by examining the different value systems, histories, traditions, and speech patterns of people in 
America and giving voice to people, experiences, and histories often overlooked in American litera- 
ture. 


FIGURE 3.10 
Novelist Toni Morrison received the Presidential Medal of Freedom from President Barack Obama in 2012. 


Source: Rena Schild/Shutterstock.com 
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Defining Obscenity: “Howl” Goes on Trial 


Allen Ginsberg’s poem “Howl” met with strong reactions, both positive and negative, when it 
was released by City Lights Books in 1956. Ginsberg’s poem was instantly notorious for its 
descriptions of both straight and same sex sexual acts, drug use, mental hospitals, and anti- 
establishment conspiracies. Many readers were shocked by Ginsberg’s words; however, that 
was precisely his intent. 


FIGURE 3.11 
“Howl” marked a turning point in U.S. obscenity laws. 


Source: nito/Shutterstock.com 


He once described “Howl” as “an emotional time bomb that would continue exploding in 
U.S. consciousness in case our military-industrial-nationalist complex solidified.”°*! Its now-iconic 
opening words are gripping: “I saw the best minds of my generation destroyed by madness, 
starving hysterical naked, dragging themselves through the negro streets at dawn looking for an 
angry fix... .”41 


In 1957, U.S. customs officials seized a shipment of copies of the book on the grounds of 
obscenity, but soon after dropped their charges. However, the poem’s legal struggles weren’t 
over; that same year, the California police sent plainclothes officers to City Lights Bookstore to 
buy a copy and then promptly arrested the salesclerk and the store owner on charges of obscen- 
ity. 

The “Howl” trial came in the same year as several other landmark Supreme Court cases that lib- 
eralized the legal definition of obscenity in the United States. Before 1957, a more strict definition 
held that any material with a possible immoral influence was obscene. This stance led to a ban on 
works by authors such as James Joyce and D. H. Lawrence. Under the new law, a work would 
be judged by “community standards” and could only be judged obscene if its “dominant theme 
taken as a whole appeals to the prurient interest.” In other words, books could no longer be 
deemed obscene on the basis of a single four-letter word. It also meant that the poem’s obscen- 
ity would have to be judged against the relatively liberal standards of San Francisco, where the 
police sting operation had taken place. 


The ACLU leapt to City Lights’ defense, and the presiding judge overturned the obscenity charge, 
citing the poem’s “redeeming social importance.” In hindsight, the judge seems undoubtedly cor- 
rect about the poem’s social importance. “Howl” and the obscenity rulings of 1957 marked a 
crucial bridge between the post-World War II years of enthusiastic patriotism and social confor- 
mity and the 1960s ethos of non-conformity, free love, and antigovernment sentiment. By the 
time of Ginsberg’s death in 1997, How! and Other Poems had sold more than 800,000 copies.©°! 
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The 21st Century—Franchises, Digitizing, and Audiobooks 


The 2ist-century market has so far been dominated by several massively popular novel 

s s franchises—such as Left Behind, Harry Potter, The Twilight Saga, and The Da Vinci Code—that 
A series of books with hy lleċtivel id hundredsóf milli f ies. Th h ivb l books: 
recurring characters and ave collectively sold hundreds of millions of copies. These have not only been popular as books; 
high marketability. they have also spawned equally lucrative films and merchandise tie-ins. Consumers who are so 
inclined can purchase Twilight Saga wall decals, Harry Potter earrings, or Da Vinci Code board 
games. In some ways, such novel franchises harken back to Uncle Tom's Cabin in the 19th century, 
which was a multiplatform success popular on the page, stage, and screen. 


novel franchise 


The century has also been marked by the digitization of books. For more and more people, 
reading a book means downloading it onto a tablet or e-reader. The digitization of books has 
also contributed to the self-publishing phenomenon. Although self-publishing has been taking 
place since the time of scrolled manuscripts, the possibilities exploded with electronic publishing 
and readers. With the removal of the costly print and production process, authors can get books 
directly to readers. In 2000, best-selling author Stephen King jolted the field by self-publishing his 
novel, The Plant, on the web. In 2021, more books were taken from the web than from traditional 
bookstores.” 


Another trend growing in the 2020s is the continued rise of the audiobook. Once just a niche 
phenomenon, the audiobook has soared in popularity. Audiobook popularity keeps rising as book 
lovers discover that they can listen to a book in bed, in the car, while making dinner, and even at 
work. Increased smart speaker use, such as Amazon's Alexa, is contributing to the growing audio- 
book trend. 


According to the Audio Publishers Association, more than 50% of Americans have listened to 
an audiobook; the organization finds that “74% of audiobook consumers listen in their car, up from 
69% last year. The home is the second most popular spot at 68%, down from 71% in 2018."°" Even the 
COVID-19 pandemic, which largely cut the time people spent listening to audio books during their 
commute to work, did not stop the rise of the industry. 


Another report found that the audiobook market is projected to grow at a rate of 27% in terms 
of value, from 2019 to 2027. It says, “The global audiobook market is currenty observing an enor- 
mous growth as many consumers are being inclined to listen to the audible version of books, novels, 
poetry of different genres.”°*! 


Key Takeaways 


e After the Revolutionary War, the United States was preoccupied with questions of self-deter- 
mination. Many popular books reflected similar concerns about freedom through stories that 
explored the dangers of seduction for women. During this time, the ideals of republican 
motherhood also boosted literacy rates for women, although reading novels was still seen by 
some as a potentially subversive activity. 


e During the 19th century, Uncle Tom’s Cabin was a national sensation that heightened divi- 
sions between the North and South and that may have hastened the outbreak of the Civil 
War. The book was also popular as a stage play and, later, as a silent film. Other American 
writers of this period tried to establish a distinctive American voice, whether through political 
engagement, satire, interest in the natural world, or use of regional dialects and idioms. 
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e Inthe 20th century, genre fiction came to prominence through popular, sensational pulp nov- 
els. Genres such as children’s literature, science fiction, mystery, and romance were given a 
boost beginning in the 1930s by the spread of the paperback book. The second half of the 
20th century was marked by writers who challenged conformist ideas of the United States. 
The Beat Generation risked jail time for obscenity, while multicultural literature celebrated a 
multiplicity of voices and viewpoints. 


e The 21st century has so far been dominated by a number of novel franchises with massive 
sales and multiple marketing tie-ins, the rise of digitized books and self-publishing, and the 
soaring popularity of audiobooks. 


Exercises 


Consider a novel or book from any era in U.S. history that has made an impression on you. 
Research the book. Answer the following questions with a paragraph each. 


e What part did the book play in shaping U.S. popular culture? 
e How do you think culture shaped the book? 


3.4 The Formats of Books 


Learning Objectives 


1. Determine the role of hardcover books in the publishing industry. 
2. Identify the differences in the two major formats of paperback books. 


8. Recognize the changes that electronic books and audiobooks bring to the publishing indus- 
try. 


From ancient Egyptian papyrus scrolls to scrollable 21st-century tablets and readers, a book can 
come in many different formats. However, in some ways, it seems like the more things change, the 
more they stay the same. In the same way that early printed books were painstakingly illuminated 
to look more like medieval books, today's electronic books use digital technology to mimic... the 
look of a printed page. And then there are audiobooks! 


Hardcover 


While the first codices enclosed bound papers between wooden covers (the word codex means block 
of wood in Latin), contemporary hardcover book covers are usually made of cardboard sheathed in 
cloth, paper, or leather. The printed pages of the book are either sewn or glued to the cover. How- 
ever, until the early 1800s, most books were sold unbound. A buyer would purchase a sheath of 
printed papers that would be bound either by the bookseller or by a commissioned bindery. British 
publisher William Pickering is considered the first publisher to issue books in uniform cloth bind- 
ings in 1820. About a decade later, “dust jackets,” the detachable outer covers that sheathe most 
hardback books today, arrived on the scene. Dust jackets were initially meant only as a protective 
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covering for the binding, but soon they became a place where designers could create a colorful and 
distinctive cover for a book. 


The durability of hardcover books makes them attractive to both authors and book purchasers. 
However, the competitive economics of today's publishing industry means that some books are 
never issued in hardcover. Because hardcover books are more expensive to produce and almost 
always cost more than their paperback equivalents, publishers tend to reserve the format for books 
that they expect will sell well. 


print run Based on projected sales, publishers must decide how big of a print run to order for a new hard- 
All the copies of a book cover book. A book's print run refers to all the copies made in one setup of the printing apparatus. 
created in one setup of the A failed book may only have one, while a successful book may have 50 or more printings. Figuring 


printing apparatus. out how many copies of a book to print is an inexact science, as publishers must essentially guess 


how well a book will sell. There is no standard size for a print run. When an initial print run is sold 
out, the book is either reprinted (these copies are considered a second printing) or is considered out 
of print. The contemporary publishing industry will often issue a first-run hardcover printing, fol- 
lowed by subsequent paperback editions. 


FIGURE 3.12 
The UK edition of the first Harry Potter book had an initial print run of only 500 copies; the U.S. print run of the 
seventh and final book in the series was a record-breaking 12 million. 
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Source: Anton_lvanov/Shutterstock.com 


Paperback 


Inexpensive paper-bound books have been around for centuries in formats like the chapbook, the 
British penny dreadful, and the American dime novel. However, the hardcover book, whether as 
an ancient codex or its contemporary equivalent, was the dominant format in the book world for 
thousands of years. The introduction of a new format in the 1930s, the paperback, was considered 
revolutionary. The so-called paperback revolution began during the Great Depression, when paper- 
backs were marketed as inexpensive alternatives to hardcover editions. Penguin Books, Ltd., the 
first majorly successful paperback publishing company, kept prices low by ordering large print runs 
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and selling books in nontraditional retailers, such as Woolworth's drugstores. Penguin also broke 
the traditional paperback mold by avoiding pulp fiction entertainment novels and instead printing 
books that were both cheap and intellectually stimulating. 


Donald Porter Geddes, the editor of Pocket Books, the first paperback publishing house in the 
United States, spelled out this new approach to bookselling in 1944: “The best books apparently 
have the greatest appeal to the greatest number of people... the larger American public need no 
longer suffer from the delusion that it is intellectually inferior, or, from a literary point of view, 
lacking in any aspect in good taste, judgment, and appetite.”"! By 1960, when paperback books first 
outsold hardcovers, these early paperback innovators were proved right. 


While paperback publishing first issued only reprints of books that had already been issued in paperback original 
hardcover, paperback originals, books that had their initial print run as a paperback edition, A book with an initial print 
emerged in the 1950s. Paperback originals were another step in helping to remove the stigma from run in paperback instead 
the paperback book. In 1999, Jhumpa Lahiri’s The Interpreter of Maladies was the first paperback Oi hereioower, 
original to win the Pulitzer Prize for fiction. 


Today's books published in paperback are traditionally divided into two broad categories: mass- mass market 
market paperbacks and trade paperbacks. Mass-market paperbacks are small, inexpensive paperback 
editions that are sometimes issued after a hardcover edition, although many genre novels are A paperback format that is 
printed only in mass-market paperback editions. Trade paperbacks are larger and generally of bet- generally small and 


ter quality. They're often printed on higher-quality paper (sometimes acid-free paper). If the trade expencheh bound: 


paperback follows a hardcover release, the paperback will be the same size as the hardcover and 


: ae a trade paperback 
will have the same pagination and page layout as the hardcover edition. 


A paperback format that is 


Traditionally, hardcover books have been seen as more prestigious than paperbacks, though generally of higher quality; 
that stereotype may be beginning to change. In recent years, some publishers of literary fiction a eae a 
were seeing 50 to 75 percent of the hardcover books they shipped to bookstores returned to them identical pagination and 
unsold. As a response, certain publishers opted to release books with uncertain sales potential as size. 


trade paperbacks, bypassing the hardcover format entirely. “Getting somebody to spend $22 on a 
book by an author who they've never heard of is hard, but getting them to spend $13.95 on a paper- 
back is much easier,” Random House's Jane von Mehren told The New York Times in 2006." 


Some publishers are concerned that book reviewers dont take trade paperback editions as seri- 
ously, but that too may be slowly changing. Another publishing strategy is to release hardcover and 
trade paperback editions simultaneously rather than delaying the paperback edition for several 
months (or even years, in the case of exceptionally popular books). Such a technique is intended to 
drive up sales, taking advantage of initial publicity to capture readers who may be unwilling to pay 
the full hardcover price for a book. Whatever the concerns that publishers may have about issuing 
paperbacks, the format is still dominant in the U.S. publishing industry. 


E-Books 


As the world rushed to be online, with everything from music to mail produced in digital formats, 
the ancient form of the book seemed endangered. When e-books or electronic, digital books, were 
first introduced in the mid-2000s, they were a novelty. Early e-books were mostly technical manuals 
or digitized versions of works in the public domain. As the internet took off and as electronic 
devices became increasingly mobile, book publishers began to issue digital editions of their works. 
In the first decade of the 21st century, various companies began issuing software and hardware plat- 
forms for electronic books, each competing for dominance in this emerging market. New digital 
readers were introduced, such as Amazon's Kindle. Digital books were produced for those readers 
as well as laptops, tablets, and cell phones. But after a few years of growth, e-books have turned out 
to be a small share of the market. It turns out that people still love to buy, read, and keep books on 


paper. 
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FIGURE 3.13 
Hardcover books still outsell e-books in the 2020s. 


Source: © Shutterstock, Inc. 


Mery] Halls, managing director of the Booksellers’ Association, notes that “the physical object” 
of the book is very appealing. The cover and paper symbolize permanence. The book is an object 
intended for posterity. “People love to display what they've read,” Halls says. “The book lover loves 
to have a record of what they've read, and it’s about signaling to the rest of the world. It's about 
decorating your home, it’s about collecting, I guess, because people are completists aren't they, they 
want to have that to indicate about themselves.” “" 


E-books do have advantages. They differ from their print equivalents in many significant ways. 
For one, there's no physical production cost, which means that e-books are generally less expen- 
sive than traditional books. There's also no cost to store or transport e-books. Because an e-book's 
publisher doesnt need to order a set print run, a text issued as an e-book doesnt ever have to go 
out of print. E-books also appeal to readers who want instant gratification. Instead of having to 
travel to a brick-and-mortar bookstore or wait for a delivery, a reader can download an e-book in a 
matter of minutes. And with newer models of e-book readers, such as the iPad, boasting full-color 
screens and the ability to embed web links and video in a book's text, e-books still may fundamen- 
tally reshape how people read in the future. 


Yet, even with those advantages, e-books still make up only a small percentage of total book 
sales, and that number has stalled.” There are some spectacular exceptions. Dan Brown's The Lost 
Symbol, the follow-up to his massively popular novel The Da Vinci Code, sold more copies as a Kin- 
dle e-book than as a hardcover in the first few days after its September 2009 release. But in the 
2020s, traditional books still outpace e-books.“ 


E-books also must deal with a threat that faces many kinds of digital content: online piracy. 
Only a few days after its initial release, Brown's The Lost Symbol had been illegally downloaded 
more than 100,000 times. Some authors and publishers are concerned that internet users expect 
free content and will find a way around spending money on e-books. American novelist Sherman 
Alexie voiced some of these anxieties, “With the open-source culture on the internet, the idea of 
ownership—of artistic ownership—goes away.” Piracy has struck J.K. Rowling's novels as well. 
Every Harry Potter novel is available in pirated form, either as a scanned copy or one that was man- 
ually typed out by fans. 
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Another concern with e-books is the possibility of digital decay. An e-book, after all, is a collec- 
tion of data saved to a disk. It turns out that digital formats tend to decay much faster than their 
physical counterparts.“ The swift turnover of digital devices is another concern; the possibility 
exists that a book bought on a Kindle device in 2010 will be not be compatible with an equivalent 
device in 2025. 


digital decay 


The breakdown of data 
stored in digital form. 


Audiobooks 


Audiobooks date back to 1932, when the American Foundation for the Blind cre- 
ated recordings of books on vinyl records. Each side of the record could hold FIGURE 3.14 

about 15 minutes of reading. Interest was high enough that the Library of Con- AUOD 197A sea aad audig GQK producer 
gress began producing similar audiobooks the next year. Other recording 
companies soon entered the market and in 1955, the Listening Library became a 
major distributor for recorded books. 


As always, new technology created other opportunities. Cassette tapes in the au d i b | e 
1960s and compact discs in the 1980s were used for recorded books that could be an amazon company 
listened to in cars and with devices such as the Sony Walkman. Major book pub- 
lishers began to see the possibilities, and Random House, Warner Publishing and 
Simon & Schuster invested in audio publishing.“ By 1994, “audiobook” had 
become the accepted term for such content. 


owse 


Source: II.studio/Shutterstock.com 
A new company, Audible, created its own media player for audiobooks and 


soon developed the capacity to allow consumers to download audiobooks to computers and cell- 
phones. People listen to the books in their cars as well as on headphones, ear pods, and audio 
assistants. Amazon purchased Audible in 2008 and it remains the top audiobook producer and 
seller, although Google, Overdrive, Downpour, Kobo, and other companies compete in the market.” 


Key Takeaways 


e Hardcover books are a direct descendant of the ancient codex. Because they are more 
durable and more expensive, they are considered more prestigious than paperback books. 
Traditionally, publishers order an initial print run in hardcover, followed by a paperback 
release. 


e Paperback books are popular because they are more portable and less expensive than their 
hardcover equivalents are. Books issued in paperback can be either mass market paper- 
backs or trade paperbacks, which are pricier and higher quality. To stay competitive and 
to attract customers, publishers are releasing some novels simultaneously in hardcover and 
paperback; other books skip hardcover and are released as paperback originals. 

e E-books looked to have the potential to transform the book market. But many people still 
prefer physical books. E-books have the advantage of being cheaper and more portable than 
even most paperbacks. Some concerns with e-books include the prevalence of piracy and 
the potential for digital decay. 


e Audiobooks have been around since the 1930s but the portability of audiobooks, which can 
be listened to in the car or through headphones or ear pods, has greatly increased their pop- 
ularity. 


Exercises 


Create a list of the book formats mentioned in this section, and then answer the following ques- 
tions: 
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e How do you use the different formats throughout the day or week? 
e What is your preferred format? 


3.5 Trends in Book Publishing 


Learning Objectives 


Determine the influence of the COVID-19 pandemic on book publishing. 


Indicate the effect of blockbuster syndrome on the publishing industry. 
Recognize how book superstores have changed the business of bookselling. 


a & PS 


Identify the causes and results of price wars in the book industry. 


The first decades of the 21st century have seen slow but steady changes in how Americans spend 
leisure time. In 2009, the average American spent 56 percent of their free time watching television 
and less than 7 percent of their free time reading.“ By 2015, out of 4 hours and 59 minutes of free 
time each day on average, Americans still spent more than half, 2 hour and 47 minutes, on televi- 
sion. Reading accounted for 19 minutes. Leisure computer use and games surpassed reading with 25 
minutes.“*! And not much had changed entering 2020.5" In a world full of diverting entertainments, 
each clamoring for people's time, book publishing must always strive to find its niche. 


Publishing and the Pandemic 


In 2020, of course, leisure time in America and around the world—indeed, time itself—was com- 
pletely upended by the COVID-19 pandemic. As we have discussed, media were essential in helping 
people navigate the tumultuous times. and yet each medium itself was upended. Book publishing 
has seen especial turbulence. 


A team of veteran publishing consultants produced a 2021 report that the influential Pub- 
lishers Weekly highlighted. “The implications of COVID-19 on the book publishing sector are both 
subtle and deep. Most trade publishers enjoyed strong revenues in 2020, but with hugely lopsided 
sales by category, reflecting short-term social realities more than structural industry develop- 
ments," the report states. "But what are publishers to learn when they lift their heads to survey the 
surrounding landscape?" 


For the short term, publishers were pleased to see increased sales as people bought books to 
pass the time during quarantine or to educate themselves, particularly on social issues such as 
Black Lives Matter or politics. However, the longer term has deep questions that will face many 
industries. People often were unable or unwilling to go to bookstores during the pandemic. They 
made purchases only, often through Amazon. "Still, it remains to be seen whether the reading- 
favorable environment of stay-at-home living has been just a short-term stimulant or represents a 
longer-term trend; and whether books can hold their share of consumers’ discretionary time and 
budgets versus the rapid growth of streaming media."* 


And the longer term has deep questions that will face many industries. People often were 
unable or unwilling to go to stores during the pandemic. They made purchases online. You will 
not be surprised to learn where they made their purchases: Amazon. The report stated: “On the 
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one hand, from now on publishers must treat bookselling as digital-first, physical-second. Pre- 
COVID-19 it was still valid for publishers to ponder ‘where does Amazon fit within our reseller 
channel strategy?’ The question henceforth is ‘how do our reselling channels align with an online- 
first strategy (particularly for Amazon)?! The future may decide if there can be books without 
bookstores. 


FIGURE 3.15 
Can there be books without bookstores? 


Source: Mike Mareen/Shutterstock.com 


Blockbuster Syndrome 


The 2020s will also see how book publishing can navigate what has come to be called the “block- 
buster syndrome.” Imagine this scenario: A young author has spent the last few years slaving over 
her novel, rewriting and revising until the whole thing is polished, exciting, and fresh. She sends 
out the manuscript and is lucky enough to find a literary agent eager to support the work. The 
agent sells the book to a publisher, netting the author a decent advance; the book goes on to get 
great reviews, win some awards, and sell 20,000 copies. To most people, this situation sounds like a 
dream come true. But in an increasingly commercialized publishing industry, with a focus on find- 
ing the next blockbuster, this new author might never find work again. She had not produced a 


blockbuster. 

In an industry increasingly dominated by large media corporations with obligations to stock- blockbuster 
holders, book publishers feel pressured to turn profits every quarter. As a result, they look not for syndrome 
the next great artist but the next great best seller, books that are expected to sell millions (or tens The publishing industry’s 
of millions) of copies, regardless of literary merit. The industry's growing focus on a few best-selling focus on books with 


tsell tential. 
authors, called blockbuster syndrome, often means less support and less money for the vast posteclleripotentia 


majority of writers who don't sell millions of copies. 


These days, most of the media attention is focused on the few books each year that earn their advance 
authors huge advances and go on to sell massive numbers of copies—the blockbusters. But the A sum of money paid to 
focus on blockbusters can have a damaging effect on emerging writers. Because publishing is a the author in expectation 


gamble, advances to new or unproven writers are generally low. The syndrome affects every part of Otfutúre royalties: 


the book-making process. Even before a book is written, an advance sum of money is paid to the 
author in expectation of future royalties. Royalties are a percentage of the book's sale price. So if a 
publisher gives an author a $10,000 advance, the author has immediate access to that money, but 
the first $10,000 worth of royalties goes to the publisher. After that, the author accumulates royal- 
ties for every book sold. In this way, an advance is a cross between a loan and a gamble. If the book 
doesn't sell well, the author doesn't have to pay back the advance; however, they won't earn any 
additional money from royalties. 


royalties 


A percentage of a book’s 
sales granted to its author. 
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However, as many as three-quarters of books don't earn back their advances, meaning that 
their authors aren't making any money from sales at all. And publishers are wary of giving 
advances to new authors and instead give advances to successful authors or famous figures, such 
as presidents, who do not actually need that money to write. The syndrome works against finding 
new talent. 


FIGURE 3.16 
Barack Obama’s A Promised Land was the top 2020 blockbuster, followed closely by Michelle Obama’s 
Becoming. 
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Source: Alena Veasey/Shutterstock.com 


Additionally, because a publishing house wants to recoup its initial investment, a book that 
earned an author a big advance will probably get a big publicity budget. Unfortunately, the flip side 
is also true; a small advance equals a small publicity budget, which can trap many authors in a 
vicious circle. In most cases, a book without much promotion won't have the chance to become a 
hit. If the book isn't a hit, the publisher can justify an even lower advance for the next book and a 
lower budget for promotion. 


The result again is that many books by emerging authors get lost in the shuffle. “It used to be 
that the first book earned a modest advance, then you would build an audience over time and break 
even on the third or fourth book,” Morgan Entrekin, the publisher of Grove/Atlantic, told The New 
York Times. “Now the first book is expected to land a huge advance and huge sales. ... Now we see 
a novelist selling 9,000 hardcovers and 15,000 paperbacks, and they see themselves as a failure.” 


Potential blockbusters come at a high price for the publisher as well. They threaten to eat up 
publicity budgets and dominate publishers’ attention. An extremely large advance will only pay off 
if a massive number of copies sell, which makes the publishing houses less likely to take a gamble 
on unconventional books. This can also lead to a glut of similar books being pushed by publish- 
ers. After Dan Brown's huge success with The Da Vinci Code in 2003, publishers rushed to capitalize 
on its success by releasing similar art history-conspiracy—mystery thrillers, few of which interested 
readers. 


To a certain extent, however, focusing on blockbusters has largely worked for the publishing 
industry. Today's best sellers sell more copies than best sellers did ten years ago and make up 
a larger share of the market. However, overall book sales have remained relatively flat. In other 
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words, it’s not that more books are being sold; it’s just that more of the sales are taken up by a 
few heavily promoted blockbusters. However, the blockbuster syndrome threatens to damage the 
industry in other ways. In a best seller-driven system, literature becomes a commodity, with little 
value placed on a book's artistic merit. Instead, the primary concern is whether or not it will sell. 


Some Authors Say “No” to Blockbuster Syndrome 


Discontented with the industry’s focus on blockbusters at the expense of other books, some 
authors are taking control of publishing their materials. John Edgar Wideman, a celebrated author 
who has been a finalist for the National Book Award and is the only writer to have twice won 
the International PEN/Faulkner Award, had published more than 20 books through the traditional 
publishing system. But by the time he was looking for a home for his new collection of short sto- 
ries, Briefs: Stories for the Palm of the Mind, he was ready for something new. Wideman had tired 
of the blockbuster approach. “It becomes not only publish or perish, but sell or perish.” 55 


Wideman eventually decided to self-publish, which meant that he gave up a traditional contract 
and advance payment in favor of greater control and a higher percentage of royalties. Other 
authors are turning away from the big publishers and seeking out independent publishing houses, 
which often offer a different model. McSweeney’s offers low advances and splits all profits with 
the author evenly. Vanguard offers no advances, but gives authors high royalties and guarantees 
a high marketing budget. These nontraditional systems allow authors more flexibility at a time 
when the publishing industry is facing rapid change. As Wideman puts it, “I like the idea of being 
in charge. | have more control over what happens to my book. And | have more control over 
whom | reach.”®* And in early 2022, writer Brandon Sanderson raised more than $20 million in a 
then-record Kickstarter campaign to publish four new novels. 


You won’t be surprised to learn that Amazon has become a dominant force in self-publish- 
ing.©8 Other companies include, Blurb, Lulu, and Draft2Digital. 


Rise and Fall and Rise of Independent Book 
Stores 


In the late 20th century, a new group of colossal bookstores reshaped the retail sale of books in 
the United States. Two of the most well-known and prevalent book retailers, Barnes & Noble and 
Borders (the largest and second-largest book retailers in the United States, respectively) expanded 
extensively by building book superstores in the late 1980s and early 1990s. These large retail outlets 
were different from traditional, smaller bookstores in several ways. They often sold many products 
other than books, including calendars, paper goods, and gifts. Many also housed in-store cafes, 
allowing patrons to browse books and sip lattes under the same roof. They were also physically big- 
ger, and such megastores drew customers because of their wide selection and their ability to offer 
books at deeply discounted prices. 
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FIGURE 3.17 
Small independent bookstores have to compete with multibillion-dollar corporations. 
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Source: Photomarine/Shutterstock. com 


Many small, independent bookstores couldn't compete with the large chains’ discounts, wide 
selection, and upscale atmosphere. According to Publishers Weekly, independent booksellers’ share 
of the book market fell during that time from 58 percent in 1972 to 15.2 percent in 1999. The Amer- 
ican Booksellers Association (ABA), a trade association of bookstores, noted that its membership 
peaked at 5,200 in 1991; that number kept declining into the 2010s. 


The decline of the independent bookstore coincided with the consolidation of the publishing 
industry, and some supporters of independent bookstores see a link between the two. Richard 
Howorth—owner of Square Books—an independent bookstore in Oxford, Mississippi, told Mother 
Jones magazine that “when the independent bookselling market was thriving in the '7os and '80s, 
more books were being published, more people were reading books, the sales of books were higher, 
and publishers’ profit margins were much greater. With the rise of the corporate retailing powers 
and the consolidation in publishing, all of those things have declined.”™! Book superstores empha- 
sized high turnover and high-volume sales, placing a higher emphasis on best sellers and returning 
some mass market paperbacks to publishers after only 6 weeks on the shelves. 


But book selling takes places in a highly competitive landscape. First, the book superstores 
came under threat from large retailers, such as Target, Walmart, and Costco. They sold more books 
than both independent and chain bookstores combined: nearly 45 percent of the market.” These 
stores didn't specialize in books and tended to offer only a few heavily promoted books—block- 
buster titles. Large discount stores were able to negotiate favorable deals with publishers, allowing 
them to discount books even further than the book superstores in some cases. 


In the 2010s, online book purchasing meant the end for many of the book superstores, which 
either moved online, such as Barnes & Noble, or went out of business, such as Borders. And, ironi- 
cally, independent book sellers have been on the rise. They are often the only place in town where 
people can roam the aisles looking for a book to buy.” As with many store-front businesses in 
the 2020s, the pandemic closed numerous independent booksellers but buyers and sellers remain 
determined to keep the stores alive. 
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Price Wars 


All the competition has benefited the consumer in some ways, most notably by making books less 
expensive and more widely available. Mega best sellers, such as the Harry Potter and Twilight series, 
were able to set sales records at least in part because the books were available for purchase in malls, 
convenience stores, supermarkets, and other nontraditional venues. 


Part of the reason book superstores were able to crowd out smaller, independent retailers 
was their ability to offer significant discounts on a book's cover price. Because the big chains sell 
more books, they can negotiate better deals with publishers and then pass the discounts to their 
customers. Not surprisingly, deep discounts appeal to customers, which is one reason the book 
superstores gained such a large share of the market in the 1990s. The superstores are able to sell 
books at such a sharp discount, sometimes even half of the listed price, because their higher sales 
numbers gives them bargaining power with the publishers. Independent bookstores buying the 
books at a normal wholesale rate (usually half the list price) are at a disadvantage; they can't offer 
deep discounts and, as a result, they must charge higher prices than the superstores. 


This deep discount policy is one reason best seller sales have risen over the past decade (book 
superstores usually slash the prices of best sellers and new releases only). However, large discounts 
encourage high-volume selling, and emphasizing high-volume selling encourages safe publishing 
choices. That is, the bookstores are able to make up for the big discounts only by selling tons 
of copies, and the books most likely to sell this well are blockbuster works by known-quantity 
authors. The threat of deep discounting to independent bookstores and its effect on the publishing 
industry has led some European countries to regulate prices. For example, bookstores in France are 
prohibited from discounting more than 5 percent, and in Germany, price slashing can only happen 
9 months after a book's release. 


FIGURE 3.18 Costs Associated with Publishing a Book 
Why do books cost so much? 


œ Publisher 

@ Royalties to author 

@ Distribution 

æm Costs of paper and binding 
œ Marketing 


æm Editors, copyeditors, graphic 
design, and write-offs of unearned 
author advances 


Source: Data from Ken Auletta, "Publish or Perish," The New Yorker, April 26, 2010, http://www.newyorker.com/magazine/2010/04/ 
26/publish-or-perish. 


The brick-and-mortar bookstores aren't the only book discounters in the mix. Walmart and 
other discount retailers sell more copies of the few books they offer at their stores, so they can 
negotiate even more favorable terms with publishers. Amazon, which dominates online book sales, 
routinely discounts books 20 percent or more. 
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Other online retailers have been battling with Amazon for online bookselling profits. For exam- 
ple, one holiday season, Amazon and Walmart were preparing to compete for sales. When Walmart 
announced that it would lower preorder prices for 10 highly anticipated hardcover books to only 
$10, Amazon responded by matching that price the next day. Walmart then lowered its price to $9, 
and Amazon followed. Unwilling to give up the fight, Walmart lowered its prices by a penny, listing 
the 10 books at $8.99. Then another online retailer, Target, joined the fray, matching Walmart's price. 
Walmart dropped its list prices again by a penny, listing the books at $8.98." 


While there's something almost comical about major retailers duking it out over pennies, it's 
also a situation that looked quite sobering to book retailers, from the independents to the large 
chains. The startling thing about the price wars among Amazon, Target, and Walmart was that no 
one involved expected to make any money from these deeply discounted books. At $9 or less, these 
books were almost certainly selling at below retail value, perhaps by quite a lot. 


wholesale price If a book's list price is $35, its wholesale price is usually around half of that, in this case $17. If 
The basic cost of a book that book is priced at $9, that means an $8 loss to the retailer per copy. Although at first this seems 
or other item to a retailer like blatantly bad business, it works because all of these retailers are in the business of selling much 


before the addition of any 


retall profi more than just books. Large online retailers use the deep discounts to lure customers to their web- 


sites in hopes that these customers will purchase other items. These book sales are valuable as a 
way to drive traffic to the retailer's website. However, booksellers whose main business is still sell- 
ing books, such as local independent bookstores, don't have this luxury. 


E-books have also entered into the retail struggle. Because there are no printing costs, e-books 
are relatively cheap to make, and consumers expect to see the savings on their end. However, book 
publishers still sell the books to distributors at wholesale prices—about half of the retail value of 
the hardcover version. To tempt buyers, companies such as Amazon charge only $9.99 for the aver- 
age e-title, once again taking a loss." Many hope to make up for it with device sales—consumers 
are more likely to spend hundreds of dollars on an inexpensive reader to access cheaper books. 
While major retailers may eventually profit from this method of sales, many wonder how long it 
will last. Author David Baldacci argues that a book industry based solely on profit isn't sustainable. 
In the end, he argues, “there won't be anyone selling [books] anymore because you just can't make 
any money.” 


The inclination to focus only on net profits is indicative of a larger trend in the book industry. 
Retailers are getting larger, consumer prices are getting lower, and popular books are receiving the 
majority of attention. While this has positive short-term results for consumers and large retailers, 
the effects are devastating for most authors and smaller bookstores. Although, in the end, the intro- 
duction of e-books may be no more harmful to the industry than the explosion of paperbacks was 
in the early 1900s, the larger emphasis on quantity over quality threatens the literary value of books 
and sustainability of bookstores." 


Key Takeaways 


e Blockbuster syndrome refers to the publishing industry's focus on books with best-seller 
potential at the expense of works that may not sell as well. Fueled by high advances that 
depend on high publicity budgets for high sales, less-popular authors often get lost in the 
shuffle. Such a system evaluates books on the basis of their commercial potential instead 
of their literary merit. Fed up with what they see as the industry’s exclusive focus on block- 
busters, some authors are turning away from the big publishers and are opting for different 
publishing models. 


e Book superstores rose to prominence in the 1990s because their low prices, large selection, 
and upscale atmosphere made them popular with book buyers. As a result, large numbers 
of independent bookstores closed. Eventually, however, the book superstores lost market 
share to large retailers such as Walmart and Costco. These stores don’t focus on selling 
books, and so they only have the shelf space for a few best sellers, thus helping to fuel 
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the blockbuster syndrome. Additionally, brick-and-mortar stores were decimated by Ama- 
zon and other online retailers. Independent bookstores thus far have been able to survive. 


e Stores that sell a large volume of books are able to negotiate favorable terms with book 
publishers and they are then able to pass along deep discounts to their customers. Smaller 
independent bookstores are not able to do this, and so are less economically competitive. 
Price wars have erupted among online retailers like Amazon, Walmart, and Target, who com- 
pete to sell books and e-books at prices so low they amount to a net loss per sale. Retailers 
used these sales to drive business to their websites and to encourage customers to buy 
other products. 


Exercises 


1. Examine a recent list of best sellers (some lists to consider include those by The New York 
Times, Publishers Weekly, or The Washington Post). Some questions to consider: 


e Are the authors famous people? 

e Are the books part of a series or novel franchise? 

e Do the books have film tie-ins? 

e What conclusions can you draw from your research? 


2. Try to determine if your hometown has an independent bookstore. By conversation or 
research, try to find the history of the store. Then consider the following questions. 


e What factors might account for its presence in your town? 
e How might prices have changed in recent years? 


3.6 The Future of Books—and 
Libraries—in the 2020s 


Learning Objectives 


1. Analyze the future of the book. 
2. Determine the benefits and drawbacks of digital libraries. 
3. Analyze the future of self-publishing. 


The book industry has changed enormously since its creation. From the invention of the papyrus 
scroll to the introduction of the e-book, new technologies continuously affect how people view and 
experience the written word. With the advent of digital media, older industries, such as the book 
industry, must find ways to adapt. Some fear that this new technology will destroy the industry, 
while others maintain that it works to the industry's advantage. However, one thing is clear—digi- 
tal technology promises to reshape the publishing industry as we know it. 
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The Future of Books 


In the last days of 2018, Craig Mod wrote a provocative essay for Wired magazine, “The 'Future Book' 
Is Here, but It's Not What We Expected.” Visionaries thought technology would change books and 
reading, Mod argues. Instead, technology has changed everything about publishing a book." 


Mod notes that every new medium seemed to spell the end of the book: newspapers, photogra- 
phy, radio, movies, television, video games, and especially the internet. Static, dull, bulky print media 
could not survive the flash and allure of interactive, social media. Mod quotes a New York Times 
essay by Robert Coover: “The print medium is a doomed and outdated technology, a mere curiosity 
of bygone days destined soon to be consigned forever to those dusty unattended museums we now 
call libraries.” 


And then the future seemed to be here. The first e-book readers were related to the personal 
digital assistant (PDA) devices, pocket-sized electronics that could store and display large amounts 
of text, that became popular in the 1990s. Early e-readers had minimal battery life and text that 
was difficult to read. Through the 2000s, however, technological advances allowed for smaller and 
sleeker models; the Apple iPhone and the iPad helped make readers more comfortable with reading 
on a small screen. Amazon put its money and technology behind Kindle. 


The technology got a boost when Oprah Winfrey praised the Kindle on her show in October 
2008. By that holiday season, e-book reader sales were booming, and it wasn't just the technologi- 
cally savvy individuals who were interested anymore. Despite being criticized by some as providing 
an inferior reading experience to dedicated e-readers, the more versatile Apple iPad became a dri- 
ving force behind e-book sales—more than 1.5 million books were downloaded on the Apple iPad 
during its first month of release in 2010." 


FIGURE 3.19 
Are e-books that much different from books? 


=n. 
1 a written or printed work consisting of pages 
glued or sewn together along one side and 
bound in covers: a book of selected poems. 
» a literary composition that is published or 
intended for publication as such a work: I'm 
writing a book. 
» a main division of a literary work or of the 
Bible: the Book of Genesis. 
> (also book of words) the libretto of a 
musical or opera, or the script of a play. 
» (one's books) used to refer to studying: he is 
so deep in his books he would forget to eat. 
* INFORMAL a magazine. 
» an imaginary record or list (often used to 
emphasize the comprehensiveness of 
someone's actions or experience): she felt 
every emotion in the book of love. 
2 [with modifier] a bound set of blank sheets for 
writing in: an accounts book. 
> (books) a set of records or accounts: a bid to 
Lec 79424 10% 


Source: A. Aleksandravicius/Shutterstock.com 


With access to a dazzling array of books available with just a few clicks, it's no wonder the con- 
sumer seemed enamored with the e-book. An e-book reader has the space to store thousands of 
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titles in an object smaller and lighter than the average hardcover novel. And though the devices 
themselves can be expensive, e-books are usually cheaper than their hardcopy equivalents; some- 
times they're even free. Thanks to efforts like the Gutenberg Project and Google Books (see Section 
6), more than a million public domain titles are available as free e-books. It seemed the future of 
the book had arrived. 


But as 2018 drew to a close, Mod found not much about the book had really changed. “Physical 
books today look like physical books of last century,” he writes. “And digital books of today look, feel, 
and function almost identically to digital books of 10 years ago, when the Kindle launched.”“*! Mod 
recognized that the book's future was actually being shaped by technology and culture. 


Yet here’s the surprise: We were looking for the Future Book in the wrong place. It’s not 
the form, necessarily, that needed to evolve—I think we can agree that, in an age of infi- 
nite distraction, one of the strongest assets of a “book” as a book is its singular, sustained, 
distraction-free, blissfully immutable voice. Instead, technology changed everything that 
enables a book, fomenting a quiet revolution.” 


For Mod, and it turns out for many people, the book had not changed much and did not need 
to change much. What had changed, as this chapter has made clear, is the production of books and 
the economics of the book publishing industry. 


The Future of Libraries 


The idea of a digitized library has been around since the early years of the internet. A digital library 
stores its materials in a digital format, accessible by computers. Some digital libraries can be 
accessed locally, such as your university library. Others can be accessed remotely through the inter- 
net. 


It is hard to imagine but Michael Hart conceived of a digital library in 1971—years before the 
internet was fully established. With Project Gutenberg, Hart wanted to make 10,000 of the most- 
consulted books publicly available and free by the end of the century. These were books in the 
public domain, which as we have discussed, are books that are no longer under a copyright in the 
United States. The forward-thinking Hart named his project, of course, after the inventor of the 
movable type printing press, perhaps suggesting that book digitization had the potential to revolu- 
tionize the way humans produce and read books as much as Gutenberg’s invention had centuries 
earlier. 


At first, the process was slow for Hart and his fellow book-digitizing volunteers. They were 
forced to copy text manually until 1989. In the early 1990s, scanners and text-recognition software 
allowed them to somewhat automate the process. By 2010. Project Gutenberg's free online library 
had more than 30,000 public domain works available for free download and by 2020, the collection 
had doubled to more than 60,000. 


Some liken the prospect of a widely accessible, easily searchable, free library to the prolifer- 
ation of free libraries in the 19th century, which led to a surge in literacy rates. One of Project 
Gutenberg's stated goals is “to break down the bars of ignorance and illiteracy” through its library 
of digitized books. Digital libraries make a huge selection of texts available to people with internet 
access, giving them the amazing potential to democratize knowledge. As Bill McCoy, the general 
manager of Adobe's e-publishing business, told The New York Times in 2006, “[s]ome of us have thou- 
sands of books at home, can walk to wonderful big-box bookstores and well-stocked libraries and 
can get Amazon.com to deliver next day. The most dramatic effect of digital libraries will be not on 
us, the well-booked, but on the billions of people worldwide who are underserved by ordinary paper 
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orphan works 


Works still protected by 
copyright, but the 
copyright owner is 
unknown or difficult to 
determine. 


FIGURE 3.20 


books.””! Digitized libraries can also make fragile materials available to browsers without damaging 
originals; academic libraries are also able to share important texts without shipping books across 
the country. 


Google has taken a different approach to the digital library. It started digitizing books in 2002, 
and in 2004 the company created Google Books. With its access to resources, technology, and work- 
ers, Google Books quickly became the largest online library. It is not connected to a non-profit 
or academic institution, though it does claim several as partners. Like Project Gutenberg, Google 
Books copies many books in the public domain. The company has made more than a million of 
these titles fully and freely searchable and downloadable. Other works in the Google Books digi- 
tal library include copyrighted books whose publishers have worked out a deal with Google. Some 
of these titles have their full text available online; others allow only a limited number of page pre- 
views. As part of its partnership with publishers, a Google Books search result will often provide 
links to the publisher's website and to booksellers. 


Google Books ran into trouble, however, when it began to digitize the millions of books with 
unclear legal status, such as out-of-print works that were not yet in the public domain. Many of 
these are considered orphan works, meaning that no one is exactly sure who owns their copyright. 
In 2004, the company announced plans to scan these texts and to make them searchable, but it 
would only show sentence-long snippets to searchers. Copyright holders could ask Google to 
remove these snippets at any time. Google claimed that this digitization plan would benefit 
authors, whose books would no longer linger in out-of-print limbo; it would also help researchers 
and readers, who would be able to locate (and perhaps purchase) previously unavailable works. 


Publishers and authors did not agree. Many objected to Google's plan to scan 
first and then look into copyright ownership later. Others saw Googles profiting 
from works still under copyright as a clear violation of intellectual property law. 
(Google sells ads on its pages and thus profits.) In 2005, the Authors Guild of 
America and the American Association of Publishers (AAP) sued Google for “mas- 
sive copyright infringement.” Google argued that it was essentially creating a 
massive online card catalog. But the Authors Guild and AAP alleged that Google 
was attempting to monopolize information and profit from it. 


In 2008, Google agreed to a $125 million settlement with the publishers and 
the Authors Guild. Some of that money would go directly to copyright holders; 
some would pay for legal fees; and some would go to found the Book Rights Reg- 


Source: Lets Design Studio/Shutterstock.com 


istry, an independent nonprofit association that would ensure content users (like 
Google) are paying copyright owners. Copyright owners would get money from Google and from 
potential book sales; Google would get money from advertisers, book sales, and institutional sub- 
scriptions by libraries. 


Still, not everyone agreed with the decision. The Open Book Alliance was a diverse partnership 
of organizations, including Amazon, the Internet Archive, and the National Writers Union, who 
feared that Google's proprietary control of so much copyrighted material was an antitrust viola- 
tion. Google then had copies of more than 25 million books. As the group stated on its website: 


Courts have ruled that Google is providing a public service with its copying efforts. However, 
the multiple attacks, copyright arguments, and varied opponents seem to have dampened the com- 
pany’s enthusiasm for creating the world's largest digital library. Though copying of some works 
continues, the profile of Google Books is much lower in the 2020s." Many organizations were con- 
cerned over the mass digitization of books. For example, the Open Book Alliance, which has since 
ended, offered this spirited response: “The Open Book Alliance will counter Google, the Association 
of American Publishers and the Authors [sic] Guild's scheme to monopolize the access, distribution 
and pricing of the largest digital database of books in the world.” 
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The Future of Publishing 


As we have seen, despite their many conveniences, printed books carry risks for authors and pub- 
lishers. Producing books in bulk means that publishers are taking a gamble, attempting to publish 
enough books to satisfy demand, but not so many that unwanted copies linger in warehouses. 
When a book doesn't sell as much as expected, the publisher may end up taking a loss if the costs 
of publishing the book exceed the revenue from its sale. Technology has provided some possible 
answers. 


Print-on-demand is a system in which a book is printed only after an order is received. Such a 
system never could work with old-time and even modern printing presses. But modern software 
and small, powerful printers have enabled print-on-demand in the 2020s. Indeed, the concept has 
become so accepted that print-on-demand has expanded far beyond books. As one article notes, 
“Print on demand sites let you customize white label products with your own designs. Sell t-shirts, 
bags, mugs, books and more. Simply upload your designs, connect your POD service of choice with 
your eCommerce website, and youre ready to start selling t-shirts, bags, and other items.”™! 

Self-publishing is another possible future. It is a system that involves an author, not a third- 
party company, being in charge of producing and publishing a work. It is not a new concept. Many 
authors self-published works in their lifetimes, including Virginia Woolf and Oscar Wilde. Popular 
books like The Joy of Cooking and the Chicken Soup for the Soul series had their origins in self-pub- 
lishing. Many authors also self-publish when they're unable to get support from the traditional 
publishing world. Daniel Suarez’s techno-thriller Daemon was rejected by 48 agents before he opted 
for self-publishing. After creating interest on blogs, Suarez eventually got a two-book deal with 
Dutton, an imprint of Random House.™ Additionally, self-publishing can be an attractive option for 
authors who want control over their own content. Instead of leaving decisions up to the publisher, 
authors can control their own editing, designing, and marketing. 


One major challenge for authors who choose to strike out on their own is the stigma that is 
still sometimes attached to self-published books. Until recent years, most self-published authors 
went through the so-called vanity presses, which charge writers a premium for published copies 
of their books. As the name implies, these types of self-publishing ventures were often seen as prey- 
ing on writers’ need to see their own work in print. 


To justify the cost of printing, a minimum order of a thousand copies was standard, and unless 
authors were able to find an audience, they had little hope of selling them all. Because there was no 
quality control and vanity presses would usually publish anyone with money, some readers were 
skeptical of self-published books. Major retailers and distributors generally refused to carry them, 
meaning that authors had to rely on their own marketing efforts to sell the books. Before the 
advent of the internet, this usually meant either selling copies in person or relying on mail-order 
catalogs, neither of which is a very reliable way to sell enough copies to recoup costs. 


However, beginning in the early 2000s, self-publishing changed dramatically. Advances made 
in publishing technology made it easier for self-published books to more closely resemble tradition- 
ally published ones. Free professional typesetting software allowed writers to format their text for 
the page; Adobe Creative Suite and similar programs have made image editing and graphic design 
feasible for amateurs and professionals. The internet has revolutionized marketing and distribu- 
tion, allowing authors of books about niche subjects to reach a worldwide audience. 


As a result, many internet-based self-publishing companies have sprung up, offering a variety 
of services. Some companies, such as Lulu Enterprises and CreateSpace, feature a low-cost service 
without many bells and whistles; others offered a package of services that may include professional 
editing, cover design, and marketing. The process has become streamlined as well. For example, to 
publish a book with Lulu, an author just has to upload a PDF of a properly formatted text file; 
decide what size, paper, and binding options to use; and make a cover using a pre-made template. 
Self-published books are generally quicker to produce and allow an author a higher share of the 
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print-on-demand 


A printing technology in 
which new copies of a 
book are not created until 
an order is received. 


FIGURE 3.21 

The famous chef Julia Childs 
owned a copy of The Joy of 
Cooking. 


Source: RadioFan, https:// 
commons.wikimedia.org/wiki/ 
File:Childs_Joy_of_Cooking.JPG. 
Available under CC BY-SA 3.0, 
https://creativecommons.org/ 
licenses/by-sa/3.0/deed.en. 


self-publishing 


A publishing system in 
which an author, not a 
third-party company, is in 
charge of producing and 
publishing a work. 


vanity press 


A pejorative term for a 
publishing house that 
publishes books at the 
author’s expense. 


106 Understanding Media and Culture in the 2020s 


royalties, though it usually costs more on a per-book basis. As a result, self-published books often 
have a higher list price. 


Whereas vanity publishers were stigmatized for charging authors sometimes thousands of 
dollars to publish their books, creating a book using the services of Lulu or CreateSpace doesn't cost 
the author anything. That's because users who upload their content aren't creating an actual, phys- 
ical copy of a book; instead, they're essentially making a potential volume. With print-on-demand 
technology, books aren't printed until an order is placed, which significantly lowers the financial 
risk for self-publishers. Print-on-demand is especially useful for books with a limited or niche audi- 
ence. Print-on-demand isn't only being used by self-publishers; both small presses and academic 
publishers are using the technology for older books without much of an audience. With print-on- 
demand, books that may only sell a few dozen copies a year can stay in print without the publisher 
having to worry about printing a full run of copies and being stuck with unsold inventory. 


Although some self-published authors manage to find a huge audience, most don't. Bob Young, 
the founder of Lulu, told the London Times that his goal is to publish 1 million books that each sell 
100 copies, rather than 100 books that sell 1 million copies each.’ Lulu and other enterprising self- 
publishers, however, have disrupted the traditional notion of the publishing house, which acted as 
a sort of gatekeeper for the book industry—which ushered a few talented, lucky writers in and kept 
others out. 


In the world of self-publishing, there are no barriers—anyone with a book in a PDF file can 
whip up a nice-looking paperback in under one hour. This has democratized the industry, allowing 
writers who had been rejected by the traditional publishers to find their own audience. But it has 
also meant that a lot of writing with little literary merit has been published as well. Additionally, if 
a bestseller in the Lulu world is a book that sells 500 copies, as Bob Young told the London Times, 
then few authors are going to be able to make a living through self-publishing. Indeed, most of the 
self-publishing success stories involve writers whose self-published efforts sold well enough to get 
them a book deal with one of the traditional publishing houses, a sign that for better or for worse, 
the traditional publishing model still has the social cachet and sales to dominate the industry. 


However, the COVID-19 pandemic again disrupted traditional models. As people sought out 
more books on more niche topics in quarantine, they found self-published books that fit their 
needs. A self-publishing site found that, “One of the consequences of COVID-19 is that trends that 
were already underway have accelerated. Commercially, 2020 was actually a good year for indie 
authors focussed on digital and global growth. The pandemic hit traditional bookselling hard but 
digital reading, writing and publishing stepped into the vacuum created by closed high-street book- 
stores.” 


Key Takeaways 


e Despite huge changes in media and culture, the book has not changed much and did not 
need to change much. What had changed, as this chapter has made clear, is the production 
of books and the economics of the book publishing industry. 


e Digital libraries began with Project Gutenberg in 1971. Digitized books allow anyone with 
an internet connection access to millions of volumes, and some advocates hope that digital 
libraries will lead to a rise in global literacy rates. Millions of books in the public domain are 
available for free download. Google Books, the largest digital library, has run into trouble 
with its plan to digitize as many books as possible, even books under current copyright. The 
Open Book Alliance accuses Google of monopolizing copyrighted content to make a profit. 

e Self-publishing used to carry a social stigma as well as a high cost. Thanks to print- 
on-demand services, self-publishing is an increasingly popular option for amateur and 
professional writers. It appeals to authors who may have a niche audience or who want more 
control over their work. Print-on-demand makes it possible for books to never go out of print. 
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Exercises 


Go to the website of a company that specializes in print-on-demand or self-publishing services 
and examine some of the books featured there. Then, answer the following questions: 


e How do these books look similar in form and content to books you’d expect to find in 
your local bookstore? How do they look different? 


e How do prices differ from some of the major retail chains? Are the prices more similar to 
e-book, paperback, or hardcover prices? 


e Would you be willing to purchase a book on one of these sites? Why or why not? 


3.7 End-of-Chapter Material 


End-of-Chapter Assessment 


le 


Questions for Section 2 


a. What ancient book form did the codex replace, and why was the codex an improvement 
on that form? 


b. What is mechanical movable type, and how did it lead to the Gutenberg Revolution? 

c. What is copyright, and how has its legal interpretation changed over time? 

d. How has the publishing industry evolved since the invention of the printing press? 

Questions for Section 3 

a. How was 18th-century literature affected by the changing role of women during this 
period? 

b. What are some of the ways that authors tried to create a distinctive American style in the 
19th century? 


c. What changes in American society were reflected by 20th-century literature? 
Questions for Section 4 

a. What are some of the advantages and disadvantages of hardcover books? 
b. What are the two kinds of paperback books, and how do they differ? 

c. What is an e-book, and how is it different from hardcopy books? 


. Questions for Section 5 


a. How has the COVID-19 pandemic influenced book publishing? 

b. What is blockbuster syndrome, and how does it affect the publishing industry? 
c. What factors led to the rise and decline of book superstores? 

d. How do price wars affect the publishing industry? 

Questions for Section 6 

a. How has the book changed and not changed in its long history? 

b. What are the benefits and drawbacks of digital libraries? 

c. What is self-publishing and how does it influence the book industry? 
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Critical Thinking Questions 


1. One of the initial intentions of copyright law was to protect artists while also allowing a free 
market of ideas. Is copyright a good way to protect authors and their control over their work? 
Do you think copyright law means the same now as it did in the past? What are some con- 
cerns that are changing the meaning of copyright protection? 

2. If the Gutenberg Revolution was a time when advances in technology led to rapid changes in 
culture and society, will e-books and digital libraries lead to a similarly revolutionary change 
in the way we live our lives? Why or why not? 

3. The publishing industry is facing a time of rapid change. What are some factors threatening 
the traditional publishing mode, and what are some ways the industry could respond to these 
potential dangers? 

4. What impact do blockbuster books have on the book industry? And on readers? 

5. Some people argue that e-books will destroy the publishing industry, while others think that 
they'll be its savior. How have e-books begun to transform the publishing industry, and what 
impact do you think they will have in the future? 


6. How has the COVID-19 pandemic affected almost every aspect of book publishing? 


Career Connection 


Publishing a book is no longer a simple thing. Authors have to contend with questions about 
copyright, movie rights, e-books, and social media. In confusing times, literary agents act as 
writers’ sidekicks. They discover new writers and then help those writers negotiate an increas- 
ingly complex market. 


Read this 2021 article in Writer’s Digest, “20 Literary Agents Actively Seeking Writers and Their 
Writing." Then answer the following questions. 


e |f you were interested in being a literary agent, what do you notice about the agents? 


e |f you were interested in being an author, what do you notice about the requests of the 
agents? 
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CHAPTER 4 


Newspapers in the 2020s 


4.1 Newspapers, Economics, 
Pandemics, and Politics 


The 2020s started off as a brutal decade for newspapers. Where to begin? Some long-standing eco- 
nomic problems continued and worsened. The internet had already crushed the economic model 
for newspapers. In particular, Google and Facebook had taken advertising dollars that once flowed 
to newspapers. Craigslist had taken classified advertising. And people were getting their news and 
information freely from various digital sources. The two pillars of newspaper profits—advertising 
and circulation—had completely eroded and newspapers closed across the country. Since 2004, at 
least 1800 newspapers have gone out of business, leaving so-called "news deserts" where people 
have limited information about their communities.” 


FIGURE 4.1 
The newspaper industry has been down-sizing rapidly. 


5 A 
And then came the COVID-19 pandemic. Like so many businesses, newspapers were crippled 

by the pandemic and resulting quarantines. Advertising, already low, was cut even more as many 

businesses closed or were unable to afford advertising. One study found, “For outlets covering state 


and local news, the drop in advertising revenue since the onset of COVID-19 has only exacerbated a 
preexisting financial crisis. A diminishing number of them can afford daily coverage of state gov- 


Source: © Shutterstock, Inc. 
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ernment.” The headline for the report: “COVID-19 Is Crushing Newspapers, Worsening Hunger for 
Accurate Information.””! 


The 2020s began with a U.S. presidential election, usually a time of increased interest in news 
and newspapers. But the U.S. political landscape, along with the economic landscape, had shifted 
against newspapers. The U.S. electorate was as polarized as it had ever been and that polarization 
was shown in its media choices. Cable television was the big winner. Republicans flocked to Fox 
News while Democrats chose MCNBC or CNN. Newspapers, many of which strive to remain neu- 
tral were left out. Big newspapers, such as The New York Times and the Washington Post, were 
derided by President Donald Trump as “the enemy of the people.” 


This troubling context sets the stage for this chapter. It provides historical background for the 
once-essential role of newspapers in this country. It looks more closely at the factors that have 
caused the decline of newspapers and the acute crisis facing local news.” And it considers the 
future of the U.S. newspaper in the 2020s. 


4.2 A History of Newspapers 


Learning Objectives 


Describe the historical roots of the modern newspaper industry. 


Understand the origins of the First Amendment. 
Explain the effect of the penny press on modern journalism. 
Define sensationalism and yellow journalism as they relate to the newspaper industry. 


S PS 


Over the course of its long and complex history, the newspaper has undergone many transfor- 
mations. Examining newspapers historical roots can help shed some light on how and why the 
newspaper has evolved into the medium that it is today. Scholars commonly credit the ancient 
Romans with publishing the first newspaper, Acta Diurna, or daily doings, in 59 BCE. Although 
no copies of this paper have survived, it is widely believed to have published chronicles of events, 
assemblies, births, deaths, and daily gossip. 


In 1566, another ancestor of the modern newspaper appeared in Venice, Italy. These avisi, or 
gazettes, were handwritten and focused on politics and the military conflicts. However, the absence 
of printing-press technology greatly limited the circulation for both the Acta Diurna and the Venet- 
ian papers. 


The Birth of the Printing Press 


As we have discussed, Johannes Gutenberg’s printing press drastically changed the face of publish- 
ing. In 1440, Gutenberg invented a movable-type press that permitted the high-quality reproduction 
of printed materials at a rate of nearly 4,000 pages per day, or 1,000 times more than could be 
done by a scribe by hand. This innovation drove down the price of printed materials and, for the 
first time, made them accessible to a mass market. It also led to literacy of the general population. 
Almost overnight, the new printing press created new possibilities and transformed the scope and 
reach of the newspaper, paving the way for modern-day journalism. 
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FIGURE 4.2 
Johannes Gutenberg’s printing press exponentially increased the rate at which printed materials could be 
reproduced. 


Source: Library of Congress, LC-USZ62-65195 


European Roots 


The first weekly newspapers to employ Gutenberg’s press emerged in 1609. Although the 
papers—Relations: Aller Furnemmen, printed by Johann Carolus, and Aviso Relations over Zeitung, 
printed by Lucas Schulte—did not name the cities in which they were printed to avoid government 
persecution, their approximate location can be identified because of their use of the German lan- 
guage. Despite these concerns over persecution, the papers were a success, and newspapers quickly 
spread throughout Central Europe. Over the next 5 years, weeklies popped up in Basel, Frank- 
furt, Vienna, Hamburg, Berlin, and Amsterdam. In 1621, England printed its first paper under the 
title Corante, or weekely newes from Italy, Germany, Hungary, Poland, Bohemia, France and the 
Low Countreys. By 1641, a newspaper was printed in almost every country in Europe as publication 
spread to France, Italy, and Spain. 


These early newspapers followed one of two major formats. The first was the Dutch-style 
corantos, a densely packed two- to four-page paper, while the second was the German-style pam- 
phlet, a more expansive 8- to 24-page paper. Many publishers began printing in the Dutch format, 
but as their popularity grew, they changed to the larger German style. 
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Areopagitica 


John Milton’s 1644 
treatise that criticized the 
British Parliament's 
regulation of texts, which 
paved the way for the 
freedom of the press and 
was considered by the 
writers of the U.S. 
Constitution. 


FIGURE 4.3 
Newspapers are the descendants of the Dutch corantos and the German pamphlets of the 1600s. 
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Source: Brunswyk, https://commons.wikimedia.org/wiki/File:Aviso_Nr.1_Januar_1609.jpg?uselang=de. 


Government Control and Freedom of the Press 


It might seem odd but because many of these early publications were regulated by the government, 
they did not report on local news or events. They were read often as novelty and entertainment 
with essays and news of other places. However, when civil war broke out in England in 1641, as 
Oliver Cromwell and Parliament eventually overthrew King Charles I, citizens turned to local 
papers for coverage of major events. In November 1641, a weekly paper titled The Heads of Severall 
Proceedings in This Present Parliament began focusing on the domestic news." The paper fueled a 
discussion about the freedom of the press. The debate was later articulated in 1644 by John Milton 
in his famous treatise Areopagitica. 


Although the Areopagitica focused primarily on Parliament's ban on certain books, it also 
addressed newspapers. Milton criticized the tight regulations on their content by stating, “[w]ho 
kills a man kills a reasonable creature, God's image; but he who destroys a good book, kills reason 
itself, kills the image of God, as it were in the eye.”" Despite Milton's emphasis on texts rather than 
on newspapers, the treatise had a major effect on printing regulations. In England, newspapers 
were freed from government control, and people began to understand the power of free press. 


Papers took advantage of this newfound freedom and began publishing more frequently. With 
biweekly publications, papers had additional space to run advertisements and market reports. This 
changed the role of journalists from simple observers to active players in commerce. Business own- 
ers and investors grew to rely on the papers to market their products and to help them predict 
business developments. Once publishers noticed the growing popularity and profit potential of 
newspapers, they moved from weekly to daily publications. In 1650, a German publisher began 
printing the world’s oldest surviving daily paper, Einkommende Zeitung, and an English publisher 
followed suit in 1702 with London's Daily Courant. Such daily publications, which employed the rel- 
atively new format of headlines and the embellishment of illustrations, turned papers into vital 
fixtures in the everyday lives of citizens. 
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FIGURE 4.4 
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John Milton’s 1644 Areopagitica, which criticized the British Parliament’s role in regulating texts and helped pave 


the way for the freedom of the press. 


Source: Library of Congress, https://commons.wikimedia.org/wiki/File:Areopagitica_1644_gobeirne.jpg. 


Colonial American Newspapers 


Newspapers did not get produced in Britain's American colonies until September 
25, 1690, when Benjamin Harris printed Public Occurrences, Both FORREIGN and 
DOMESTICK. Harris had been a newspaper editor in England. He was forced to 
flee to America for publishing an article about a purported Catholic plot against 
England. The first article printed in his new colonial paper stated, “[t]he Christian- 
ized Indians in some parts of Plimouth, have newly appointed a day of 
thanksgiving to God for his Mercy.” The other articles in Public Occurrences, 
however, were in line with Harris’s previously more controversial style, and the 
publication folded after just one issue, likely at the request of colonial authori- 
ties. 


Fourteen years passed before the next American newspaper, The Boston 
News-Letter, launched in 1704. Fifteen years after that, The Boston Gazette began 
publication, followed immediately by the American Weekly Mercury in Philadel- 
phia. Trying to avoid following in Harris's footsteps, these early papers carefully 


FIGURE 4.5 
Ben Franklin, seen here on the $100 bill, was an 
early American newspaper publisher. 
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eschewed political discussion to avoid offending colonial authorities. However, politics reentered 
American papers in 1721, when James Franklin published a criticism of smallpox inoculations in the 
New England Courant. The following year, the paper accused the colonial government of failing to 


protect its citizens from pirates. Franklin was sent to jail. 


Upon his release, Franklin again offended authorities for mocking religion. A court dictated 
that he was forbidden “to print or publish The New England Courant, or any other Pamphlet or 
Paper of the like Nature, except it be first Supervised by the Secretary of this Province.” Immedi- 
ately following this order, Franklin turned over the paper to his younger brother, Benjamin—and 
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Benjamin Franklin went on to become a famous statesman who played a major role in the Amer- 
ican Revolution and also had a substantial impact on the printing industry as publisher of The 
Pennsylvania Gazette and the conceiver of subscription libraries. 


The Trial of John Peter Zenger 


Boston was not the only city in which a newspaper discussed politics and displeased the authori- 
ties. In 1733, John Peter Zenger founded The New York Weekly Journal. Zenger’s paper soon began 
criticizing the newly appointed colonial governor, William Cosby, who had replaced members of 
the New York Supreme Court when he could not control them. In late 1734, Cosby had Zenger 
arrested, claiming that his paper contained “divers scandalous, virulent, false and seditious reflec- 
tions.” Eight months later, prominent Philadelphia lawyer Andrew Hamilton defended Zenger in 
an important trial. Hamilton compelled the jury to consider the truth and whether or not what was 
printed was a fact. Ignoring the wishes of the judge, who disapproved of Zenger and his actions, 
the jury returned a not guilty verdict to the courtroom after only a short deliberation. Zenger’s trial 
resulted in two significant movements in the march toward freedom of the press. First, the trial 
demonstrated to the papers that they could potentially print honest criticism of the government 
without fear of retribution. Second, the British became afraid that an American rebellious spirit for 
freedom was growing. 


FIGURE 4.6 
The New York Weekly Journal founder John Peter Zenger brought controversial political discussion to the New 
York press. 


“By no means," exclaimed Hamilton, in his clear, thrilling, silvery voice “Tt ie not the ban printing and publiening of a paper that will make 
is a libel: the words themeelves must be libelous. that ia, falas, scandalous, and seditious, else my client is not guilty." Page 559 


Source: Library of Congress, LC-USZ62-49739 


With Zenger'’s verdict providing more freedom to the press and as some began to call for 
emancipation from England, newspapers became a conduit for political discussion. More conflicts 
between the British authorities and the colonists forced newspaper publishers to pick a side to sup- 
port. While a majority of American papers challenged governmental authorities, a small number of 
“Loyalist” papers, such as James Rivington’s New York Gazetteer, gave voice to the pro-British side. 
Throughout the war, newspapers continued to publish information representing opposing view- 
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points, and the partisan press was born. After the revolution, two opposing political parties—the 
Federalists and the Republicans—emerged, giving rise to partisan newspapers for each side. People 
in the 2020s will sometimes look at our partisan, polarized media and point to these early roots. 


Freedom of the Press in the Early United States 


After the traumatic but successful revolution against Britain, the founders of this new United 
States of America put together their Constitution on how the nation would be governed. It was 
assumed that freedom of the press would always be part of the nation. But sage heads, such as 
Thomas Jefferson, urged the founders to write down each and every right and so the Constitution 
was immediately amended with a Bill of Rights. And the First Amendment to this Bill of Rights pro- 
tected not only the press but a number of essential liberties. 


Congress shall make no law respecting an establishment of religion, or prohibiting the 
free exercise thereof; or abridging the freedom of speech, or of the press; or the right of the 
people peaceable to assemble, and to petition the government for a redress of grievances. 


It did not take long for American authorities to realize how contentious a free press could be. 
And in less than ten years, despite the fact that “Congress shall make no law” against freedom of 
the press, Congress did just that. In 1798, as a reaction to partisan attacks, Congress passed the Sedi- 
tion Act, which declared that any “writing, printing, uttering, or publishing any false, scandalous 
and malicious writing or writings against the government of the United States” was punishable by 
fine and imprisonment." It was exactly the kind of law the First Amendment was designed to for- 
bid. 

When Thomas Jefferson was elected president in 1800, he allowed the Sedition Act to lapse, 
claiming that he was lending himself to “a great experiment ... to demonstrate the falsehood of the 
pretext that freedom of the press is incompatible with orderly government.” Jefferson indeed lent 
himself to the experiment. He was relentlessly attacked by the opposition political party but kept 
his promise not to create a sedition act. Entire classes exist to chart the fascinating field of First 
Amendment law. The free-press “experiment” continues to this day. 


Newspapers as a Form of Mass Media 


Any history of the American newspaper must account for the transition of the newspaper to a 
truly mass medium. As late as the early 1800s, newspapers were still quite expensive to print and to 
buy. Although daily papers had become more common and gave merchants up-to-date, vital trad- 
ing information, most were priced at about six cents a copy—well above what artisans and other 
working-class citizens could afford. As such, newspaper readership was limited to the elite. 
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The Penny Press 


All that changed in September 1833 when Benjamin Day created The Sun. Printed 


FIGURE 4.7 on small, letter-sized pages, The Sun sold for just a penny. With the Industrial 
Benjamin Day’s The Sun, the first penny paper. R iutionin tul swi D l dth t dř t lind 

The emergence of the penny press helped turn evolu ion in fu swing, ay emp oyet e new steam-driven, wo-cy inder press 
newspapers into a truly mass medium. to print The Sun. While the old printing press was capable of printing approxi- 


mately 125 papers per hour, this technologically improved version printed 
approximately 18,000 copies per hour. As he reached out to new readers, Day 
knew that he wanted to alter the way news was presented. He printed the paper's 
motto at the top of every front page of The Sun: “The object of this paper is to lay 
before the public, at a price within the means of every one, all the news of the 
day, and at the same time offer an advantageous medium for advertisements.” 


The Sun sought out stories that would appeal to the new mainstream con- 
sumer. As such, the paper primarily published human-interest stories and police 
reports. Additionally, Day left ample room for advertisements. Day's adoption of 
this new format and industrialized method of printing was a huge success. The 
Sun became the first paper to be printed by what became known as the penny 
press. Prior to the emergence of the penny press, the most popular paper, New 
York City's Courier and Enquirer, had sold 4,500 copies per day. By 1835, The 
Sun more than tripled that and sold 15,000 copies per day. 


Another early successful penny paper was James Gordon Bennett's New York 
Morning Herald, which was first published in 1835. Bennett made his mark on the 
publishing industry by offering nonpartisan political reporting. He also intro- 
duced more aggressive methods for gathering news, hiring both interviewers and 
foreign correspondents. His paper was the first to send a reporter to a crime scene 
to witness an investigation. In the 1860s, Bennett hired 63 war reporters to cover 

the U.S. Civil War. Although the Herald initially emphasized sensational news, it 
Pah eagle dente snes ie esa ote pe later became one of the country’s most respected papers for its accurate report- 
Lincolniana ing and set standards for modern journalism, including objectivity, which will be 
discussed in our next section. 


penny press 


A newspaper format 


popular in the 1830s, i 7 
ene af small paper Growth of Wire Services 


sizes with a fast printing 


press and sold for one . ; : : A 
penny. A major historical technological breakthrough for newspapers came when Samuel Morse invented 


the telegraph. Before the telegraph, news had to travel from one city to another by horseback or 
train. Newspapers turned to emerging telegraph companies to receive up-to-date news briefs from 
cities across the globe. But this telegraph service was expensive. Newspapers decided to cooperate 
and created the Associated Press (AP) in 1846. It was a cooperative arrangement among five major 
New York papers: the New York Sun, the Journal of Commerce, the Courier and Enquirer, the New 
York Herald, and the Express. The success of the Associated Press led to the development of “wire 
services” between major cities. According to the AP, this meant that editors were able to “actively 
collect news as it [broke], rather than gather already published news.”™” This collaboration between 
papers allowed for more reliable reporting and more news. And the increase in subject matter made 
the newspapers more appealing to readers. 
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Yellow Journalism 


Another marker in transition of newspapers to a mass medium is what came to be known as “yel- 
low journalism.” In the late 1800s, New York World publisher Joseph Pulitzer, looking to increase 
readership, developed a new journalistic style that relied on an intensified use of 
sensationalism—stories focused on crime, violence, emotion, and sex. Although he made major 
strides in the newspaper industry by creating an expanded section focusing on women and by pio- 
neering the use of advertisements as news, Pulitzer relied largely on violence and sex in his 
headlines to sell more copies. (Ironically, journalism’s most prestigious award is named for him.) His 
New York World became famous for such headlines as “Baptized in Blood” and “Little Lotta’s 
Lovers.” This sensationalist style served as the forerunner for today’s tabloids. Editors relied on 
shocking headlines to sell their papers, and although investigative journalism was carried out, edi- 
tors often took liberties with how the story was told. Newspapers often printed an editor's 
interpretation of the story without any sense of being objective. 


At the same time Pulitzer was establishing the New York World, William Ran- 
dolph Hearst—an admirer and principal competitor of Pulitzer—took over the 
New York Journal. Hearst's life partially inspired the 1941 classic film Citizen Kane. 
The battle between these two major New York newspapers escalated as Pulitzer 
and Hearst attempted to outsell one another. The papers slashed their prices 
back down to a penny, stole editors and reporters from each other, and filled their 
papers with outrageous, sensationalist headlines. 


FIGURE 4.8 


1896. 


Hearst also introduced an entertaining new element to newspapers: the 
comic strip. In 1896, Hearst's New York Journal published R. F. Outcault’s the Yel- 
low Kid in an attempt to “attract immigrant readers who otherwise might not 
have bought an English-language paper.”™ Readers rushed to buy papers featur- 
ing the successful yellow-nightshirt-wearing character. The cartoon “provoked a 
wave of ‘gentle hysteria, and was soon appearing on buttons, cracker tins, ciga- 
rette packs, and ladies’ fans—and even as a character in a Broadway play.” 
Another effect of the cartoon’s popularity was the creation of the term yellow 
journalism to describe the types of papers in which it appeared. 


Pulitzer responded to the success of the Yellow Kid by introducing stunt 
journalism. The publisher hired journalist Elizabeth Cochrane, who wrote under 
the name Nellie Bly, to report on aspects of life that had previously been ignored 
by the publishing industry. Her first article focused on the New York City Lunatic 
Asylum on Blackwell Island. Bly feigned insanity and had herself committed to 
the infamous asylum. She recounted her experience in her first article, “Ten Days 
in a Madhouse.” “It was a brilliant move. Her madhouse performance inaugu- 
rated the performative tactic that would become her trademark reporting 
style.”"” Such articles brought Bly much notoriety and fame, and she became 
known as the first stunt journalist. Although stunts such as these were consid- 
ered lowbrow entertainment and female stunt reporters were often criticized by more traditional 
journalists, Pulitzer's decision to hire Bly was a huge step for women in the newspaper business. 
Bly and her fellow stunt reporters “were the first newspaperwomen to move, as a group, from the 
women's pages to the front page, from society news into political and criminal news.” 


Howsho HUNSLEE & CO. 
E Publishers, New York. 


And yet the competition between Hearst and Pulitzer could have serious consequences. Some 
historians have suggested, for example, that sensationalized reporting and headlines in the popular 
New York newspapers helped push the United States into the 1898 Spanish-American War. Both 
Hearst and Pulitzer filled their papers with huge front-page headlines and gave bloody—if some- 
times inaccurate—accounts of the war. As historian Richard K. Hines writes, “The American Press, 
especially ‘yellow presses’ such as William Randolph Hearst's New York Journal [and] Joseph 
Pulitzer's New York World ...sensationalized the brutality of the reconcentrado and the threat to 
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sensationalism 


The use of crime, violence, 
emotion, and sex in 
headlines to sell papers. 


tabloids 


Weekly or biweekly 
journals that focus on 
entertainment or local 
issues. These papers 
typically sensationalize 
stories. 


R. F. Outcault’s the Yellow Kid, first published in 
William Randolf Hearst’s New York Journal in 


Source: Library of Congress, ppmsc 02829 


yellow journalism 


Made famous by Pulitzer 
and Hearst, this style of 
journalism uses 
sensationalism, misleading 
stories, and distorted 
images to boost sales. 
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American business interests. Journalists frequently embellished Spanish atrocities and invented 


others.”"*! 
A History of American l Despite the sometimes questionable tactics of both Hearst and Pulitzer, each man made signif- 
Journalism icant contributions to the growing journalism industry. By 1922, Hearst, a ruthless publisher, had 
This video goes over the created the country’s largest media-holding company. At that time, he owned twenty daily papers, 
history of American eleven Sunday papers, two wire services, six magazines, and a newsreel company. Likewise, toward 


Journalism the end of his life, Pulitzer turned his focus to establishing a school of journalism. In 1912, a year 


after his death and 10 years after Pulitzer had begun his educational campaign, classes opened at 
the Columbia University School of Journalism. At the time of its opening, the school had approxi- 
mately 100 students from twenty-one countries. Additionally, in 1917, the first Pulitzer Prize was 
awarded for excellence in journalism. 


” 


Heart and Pulitzer: 


The competition heats up. This brief history sets the foundation for American journalism. As we will see in the sections 
ahead, newspapers went from being the essential medium in American culture to one of many 
media fighting for economic survival in the 2020s. 


Key Takeaways 


e Although newspapers have existed in some form since ancient Roman times, the modern 
newspaper primarily stems from German papers printed in the early 1600s with Gutenberg’s 
printing press. Early European papers were based on two distinct models: the small, dense 
Dutch corantos and the larger, more expansive German weeklies. As papers began growing 
in popularity, many publishers started following the German style. 


e The First Amendment was added to the U.S. Constitution to assure that the right to freedom 
of the press, along with other rights, was written down and not assumed. 


e The Sun, first published by Benjamin Day in 1838, was the first penny paper. Day minimized 
paper size, used a new two-cylinder steam-engine printing press, and slashed the price of 
the paper to a penny so more citizens could afford a newspaper. By targeting his paper to a 
larger, more mainstream audience, Day transformed the newspaper industry and its readers. 


e Joseph Pulitzer and William Randolph Hearst were major competitors in the U.S. newspaper 
industry in the late 1800s. To compete with one another, the two employed sensational- 
ism—the use of crime, sex, and scandal—to attract readers. This type of journalism became 
known as yellow journalism. Yellow journalism is known for misleading stories, inaccurate 
information, and exaggerated detail. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 


View in the online reader 


1. Examine one copy of a daily newspaper. What stories make the front page? Why do you 
think those stories were selected? 


2. The First Amendment says, “Congress shall make no law” regarding freedom of the press. 
But Congress has passed many press laws, such as against inciting violence and obscenity. 
When do you think Congress should make laws against the press? 


3. Newspapers and other media still use comics today. Why do you think that is so? 
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4.3 Objectivity and Other Models of 
Journalism 


Learning Objectives 


Explain how objective journalism differs from story-driven journalism. 
Describe the effect of objectivity on modern journalism. 


Understand the difference between the news pages and opinion pages. 
Describe the unique nature of literary journalism. 


ae OR Ta 


Technology, economics, location, readership, political climate, and competition—all have 
led to transformations in journalistic models and writing styles. Over time, however, certain 
styles—such as sensationalism—have faded or become linked with less serious publications, like 
tabloid newspapers. Others, such as objectivity, have developed to become standards for modern- 
day reporting. Journalism, it turns out, can be done many ways. This section explores the nuanced 
differences among the most common models of journalism in newspapers. 


The Rise of Objectivity 


In the late 1800s, a majority of publishers believed that they would sell more papers as they almost 
always had—by reaching out to specific groups, usually political groups. As such, most major news- 
papers employed a partisan approach to writing, churning out charged, political stories and using 
news to attract attention and sway popular opinion. Bias was expected. Why would you go through 
the trouble of publishing a newspaper unless you had something to say? This began to change in 
1896 when a then-failing paper, The New York Times, took a radical new approach to reporting: 
employing objectivity, or impartiality, to reach a wide range of readers. 


objectivity 


Impartiality in writing. 


The Economic Roots of Objective Journalism 


At the end of the 19th century, The New York Times found itself competing with the highly-success- 
ful papers of Pulitzer and Hearst. The Times’ publishers were learning that it was nearly impossible 
to stay afloat without using the sensationalist headlines popularized by their competitors. The New 
York Times publishers decided to raise prices to pay the bills. The higher charge led to declining 
readership, and soon the paper went bankrupt. 


Adolph Ochs was the owner of the once-failing Chattanooga Times. He thought perhaps he 
would work his magic again. He took a gamble and bought The New York Times in 1896. After sur- 
veying the New York competitive landscape, Ochs made a bold move and announced on August 18 
of the same year that the paper would no longer follow the sensationalist style that made Pulitzer 
and Hearst famous, but instead would be “clean, dignified, trustworthy and impartial.” Its new 
motto would be, ‘All the News That's Fit to Print.””” 
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Objectivity in 
Journalism with Dan 
Rather 

In this video, legendary CBS 
news anchor, Dan Rather, 
discusses objectivity in 
journalism. 


View in the online reader 


inverted pyramid 
style 


A journalistic style in which 
the most important 
information is placed in the 
lead paragraph, with 
additional information 
appearing in order of 
importance. 


FIGURE 4.9 
“All the News That’s Fit to Print” remains the logo of The New York Times. 


This dramatic change proved to be a success. It turns out many people just wanted to know 
what was going on in the world—not get opinions about it. The New York Times became the first of 
many papers to demonstrate that the press could be “economically as well as ethically successful.” 
With the help of managing editor Carr Van Anda, the new motto, and lowered prices, The New York 
Times quickly turned into one of the most profitable, impartial papers of all time. Since the news- 
paper's successful turnaround, publications around the world have followed The New York Times’ 
objective journalistic style, demanding that reporters try to maintain a neutral voice in their writ- 
ing. 

In the bruising, polarized 2020s, scholars, journalists, and citizens wonder if “the age of objec- 
tivity” has run its course. Conservatives decry what they call “lamestream” media and seek out 
news with a more conservative take. Progressives charge that objectivity has led to “bothsidesism,” 
in which false claims and lies on one side are given equal status as to facts and reality.” And 
philosophers question whether anyone can truly be objective. The debate will last through the 
decade and beyond. 


The Inverted Pyramid Style 


One interesting aspect of objectivity has been its effect on the writing style of journalists. A com- 
monly employed technique, for example, is the inverted pyramid style. This style requires 
objectivity because it involves structuring a story so that the most important details (not a 
reporter's interpretation) are listed first for ease of reading. In the inverted pyramid format, the fun- 
damental facts of a story—typically the who, what, when, where, and why—appear at the top in the 
lead paragraph, with nonessential information in subsequent paragraphs. Although the style is 
well suited to objectivity, the inverted pyramid actually arose as a product of the telegraph. The 
inverted pyramid proved useful when telegraph connections failed in the middle of transmission; 
the editor still had the most important information at the beginning. Similarly, editors could 
quickly delete content from the bottom up to meet time and space requirements.” 
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The reason for such writing is threefold. First, the style is helpful for writers, as this type of 
reporting is somewhat easier to complete in the short deadlines imposed on journalists, particu- 
larly in today’s fast-paced news business. Second, the style benefits editors who can, if necessary, 
quickly cut the story from the bottom without losing vital information. Finally, the style keeps in 
mind traditional readers, most of whom skim articles or only read a few paragraphs, but who can 
still learn most of the important information from this quick read. 


FIGURE 4.10 The Inverted Pyramid Style of Writing 


Most important information 
leads the story 


Subsequent paragraphs 
give additional facts 


The least important 
information 
closes the 
story 


Source: Jack Lule 


Interpretive Journalism 


As early as the 1920s, objective journalism fell under critique as the world became more complex. 
Even though The New York Times continued to thrive, readers craved more than dry, objective sto- 
ries. Readers needed journalism to interpret and explain the news. In 1923, Time magazine launched 
as the first major publication to step away from simple objectivity to try to provide readers with a 
more analytical interpretation of the news. As Time grew, people at other publications took notice, 
and slowly editors began rethinking how they might reach out to readers in an increasingly inter- 


related world. 

During the 1930s, two major events increased the desire for a new style of journalism: the Great interpretive 
Depression and the Nazi threat to global stability, which eventually led to World War II. Readers journalism 
were no longer content with the who, what, where, when, and why of objective journalism. Instead, A style of writing that goes 
they craved analysis and a deeper explanation of the chaos surrounding them. Many papers beyond providing basic 


facts to include context 
and analysis of an event or 
issue. 


responded with a new type of reporting that became known as interpretive journalism. 


Interpretive journalism, following Time's example, has continued in popularity since its incep- 
tion in the 1920s and 1930s. Journalists use it to explain issues and to provide readers with a broader 
context for the stories that they encounter. According to Brant Houston, the executive director of 
Investigative Reporters and Editors Inc., an interpretive journalist “goes beyond the basic facts of 
an event or topic to provide context, analysis, and possible consequences.”™! When this new style 
was first used, readers responded with great interest to the new editorial perspectives that news- 
papers were offering on events. 
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op-ed 


An abbreviation of 
opposite the editorial 
page. An op-ed is an 
article written by an 
unaffliated journalist that 
expresses opinions. 


byline 


The credit line identifying 
the author of the article. 


In response, paper publishers increased opinion-based articles, and many added what became 
known as op-ed pages. An op-ed page—short for opposite the editorial page—features opinion- 
based columns typically produced by a writer or writers unaffiliated with the paper's editorial 
board. As op-ed pages grew, so did interpretive journalism. Distinct from news stories, editors and 
columnists presented opinions on a regularly basis. By the 1960s, the interpretive style of reporting 
had begun to replace the older descriptive style." 


But interpretive journalism and op-ed pages posed a new problem for the field: How would 
readers understand the difference between straight objective news reports and more opinionated 
interpretation and analysis? In response, many papers in the 1930s and 1940s “introduced weekend 
interpretations of the past week's events ... and interpretive columnists with bylines.””’ Bylines 
were originally a way to distinguish an objective report from an interpretation. As explained by 
Stephen J. A. Ward in his article, “Journalism Ethics,” the goal of these weekend features was to “sup- 
plement objective reporting with an informed interpretation of world events.””” 


Once again, we see that issues that arose decades ago still trouble us today in the 2020s. Read- 
ers often claim a newspaper or story is biased when the newspaper feels it is plainly offering an 
opinion or interpretation, not an objective report. Journalists argue that “the method is objective, 
not the journalist.””” But the distinction is often lost. 


Competition From Broadcasting 


We will devote an entire chapter each to radio and television. But here we want to consider their 
influence on newspapers and their reporting style. The 1930s saw the rise of broadcasting as radios 
became common in most U.S. households and as sound-picture recordings for newsreels became 
increasingly common. The emergence of television during the 1950s complicated things even more. 
This broadcasting revolution introduced new dimensions to journalism. Readers were no longer 
reading the facts for themselves. Someone on the radio and eventually the television was “telling 
them stories.” Scholar Michael Schudson has noted that broadcast news “reflect[ed] ... a new jour- 
nalistic reality. The journalist, no longer merely the relayer of documents and messages, hald] 
become the interpreter of the news.””” 


But broadcasting brought more than a change in style. It brought competition. Free news 
from the radio and television (supported by advertising) offered competition to newspapers, which 
required a purchase. Media historian Robert W. McChesney has observed that, in the 1930s, “many 
elements of the newspaper industry opposed commercial broadcasting, often out of fear of losing 
ad revenues and circulation to the broadcasters.”*" This fear led to a media war as papers claimed 
that radio was stealing their print stories and reading them on the air. Radio outlets, however, 
believed they had equal right to news stories. According to McChesney, “commercial broadcasters 
located their industry next to the newspaper industry as an icon of American freedom and cul- 
ture.” 


The debate became urgent for newspapers in the 1950s and 1960s when the evening television 
news became a part of American culture. Newspapers were affected in many ways, with afternoon 
and evening newspapers going out of business or switching to morning publication. But style was 
affected as well. Newspapers starting using smaller stories to compete with the short, dramatic 
news of television. When the national newspaper USA Today was started, it was sold in newspaper 
boxes that looked like televisions. 
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Literary Journalism 


Literary journalism, sometimes called narrative journalism, has been used to various effects for 
decades. Some date the style back to the 1800s and the journalistic work of Mark Twain and Daniel f l 

Defoe. The style, at its best, retains strict adherence to factual reporting but portrays events with E iret 
the scenes and drama of fiction writing. Literary journalism follows neither the formulaic style of fictional styles. 
reporting of objective journalism nor the opinion-based analytical style of interpretive journalism. 

Instead, this art form—as it is often termed—brings voice and character to historical events, focus- 

ing on the construction of the scene rather than the simple reporting or retelling of the facts. 


literary journalism 


In Cold Blood, a non-fiction book written by Truman Capote in 1965, is often 


FIGURE 4.11 
credited with starting a real wave of literary journalism in the 1960s. Gay Talese The non-fiction writing of Mark Twain showed 
and Tom Wolfe also worked with the style, which sometimes went by the term the influence of his fiction writing. 


New Journalism. Magazines, with their longer stories and different expectations 
from readers, seemed to be a more fitting home for literary journalism. Print pub- 
lications such as Harper's, The New Yorker, Esquire, Rolling Stone, and The Village 
Voice are also welcome homes to narrative journalists. (formerly a strictly nonfic- 
tion writer) and Truman Capote, is often referred to as New Journalism and 
combines factual reporting with sometimes fictional narration. 


Although literary journalism certainly affected newspaper reporting styles, 
it had a much greater impact on the magazine industry. Because they were 
bound by fewer restrictions on length and deadlines, magazines were more likely 
to publish this new writing style than were newspapers. Indeed, during the 1960s 
and 1970s, authors simulating the styles of both Wolfe and Capote flooded magazines such as 
Esquire and The New Yorker with articles. 


Source: Kits Pix/Shutterstock.com 


Literary journalism also significantly influenced objective journalism. Many literary journal- 
ists believed that objectivity limited their ability to critique a story or a writer. Some claimed that 
objectivity in writing is impossible, as all journalists are somehow swayed by their own personal 
histories. Still others, including Wolfe, argued that objective journalism conveyed a “limited con- 
ception of the ‘facts,” which “often effected an inaccurate, incomplete story that precluded readers 
from exercising informed judgment.”®” 


Important Literary Journalists 


Tom Wolfe was the one of the most famous reporters to write in the literary jour- 
nalistic style. In 1963, while his newspaper, New York's Herald Tribune, was on FIGURE 4.12 

trike E ; ine hired Welfet it ticl tömizėd Wolf The works of Tom Wolfe are some of the best 
strike, Esquire magazine hired Wolfe gwri! ean artic e on cus omize cars. Yo e examples of literary journalism of the 1960s. 
gathered the facts but struggled to turn his collected information into a written 


RINI 
piece. His managing editor, Byron Dobell, suggested that he type up his notes so idi | 
that Esquire could hire another writer to complete the article. Wolfe typed up a | l 

y i ee A 


49-page document that described his research and what he wanted to include in 
the story and sent it to Dobell. Dobell was so impressed by this piece that he sim- 
ply deleted the “Dear Byron” at the top of the letter and published the rest of 
Wolfe's letter in its entirety under the headline “There Goes (Varoom! Varoom!) 
That Kandy-Kolored Tangerine-Flake Streamline Baby.” The article was a great 
success, and Wolfe is sometimes called the father of new journalism. When he 
later returned to work at the Herald Tribune, Wolfe brought with him this new 


style, “fusing the stylistic features of fiction and the reportorial obligations of Í 
journalism.””? Source: White House Photo by Susan Sterner 


As noted earlier, Truman Capote's In Cold Blood, which Capote termed a “nonfiction novel,” is 
another celebrated work of literary journalism.™! The tale of an actual murder that had taken place 
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advocacy journalism 


A style of journalism that 
expresses a biased 
position to generate 
support for a cause. 


on a Kansas farm some years earlier, the novel was based on numerous interviews and painstaking 
research. Capote claimed that he wrote the book because he wanted to exchange his “self-cre- 
ative world ... for the everyday objective world we all inhabit.”*! The book was praised for its 
straightforward, journalistic style. New York Times writer George Plimpton claimed that the book 
“is remarkable for its objectivity—nowhere, despite his involvement, does the author intrude.” 
After In Cold Blood was finished, Capote criticized Wolfe's style in an interview, commenting that 
Wolfe “[has] nothing to do with creative journalism,” by claiming that Wolfe did not have the appro- 
priate fiction-writing expertise.” Despite the tension between these two writers, today they are 
remembered for giving rise to a similar style in varying genres. 


Advocacy Journalism 


Journalism, of course, attracts many writers for many reasons. Some come to journalism because 
they see it as a way to advocate for change. And though it is not as common as other models, 
advocacy journalism can be found in numerous countries, including the United States. In this 
model, journalists promote a particular cause and intentionally adopt a biased, non-objective view- 
point to do so effectively. The most serious advocate journalists adhere to strict guidelines, as “an 
advocate journalist is not the same as being an activist,” according to journalist Sue Careless."" In 
an article discussing advocacy journalism, Careless contrasted the role of an advocate journalist 
with the role of an activist. She encourages future advocate journalists by saying: 


A journalist writing for the advocacy press should practice the same skills as any journal- 
ist. You don't fabricate or falsify. If you do you will destroy the credibility of both yourself 
as a working journalist and the cause you care so much about. News should never be pro- 
paganda. You don't fudge or suppress vital facts or present half-truths.” 


Despite the challenges and potential pitfalls inherent to advocacy journalism, this type of jour- 
nalism has increased in popularity over the past several years. Said one reporter, “[iJncreasingly, 
journalists and talk-show hosts want to ‘own’ a niche issue or problem, find ways to solve it, and be 
associated with making this world a better place.”"“" In this manner, journalists across the world are 
employing the advocacy style to highlight issues they care about. 


Oprah Winfrey: Advocacy Journalist 


Television talk-show host and owner of production company Harpo Inc., Oprah Winfrey is one of 
the most successful, recognizable entrepreneurs of the late-20th and early-21st centuries. Many 
people do not know that Winfrey has long been a news reporter, beginning in the late 1970s as 
a co-anchor of a local television program. She began hosting her own show in 1984, and as of 
2010, the Oprah Winfrey Show is one of the most popular television programs on the air. 


Winfrey has long used her show as a platform for issues and concerns, making her one of 
today’s most famous advocacy journalists. While many praise Winfrey for using her celebrity 
to draw attention to causes she cares about, others criticize her techniques, claiming that she 
uses the advocacy style for self-promotion. One critic charges Oprah with "endless self-promo- 
tion" of her support for a school in South Africa and that she is attempting to own "education 
niche."Regardless of the arguments about the value and reasoning underlying her technique, 
Winfrey unquestionably practices a form of advocacy journalism. In fact, thanks to her vast pop- 
ularity, she may be the most compelling example of an advocacy journalist working today." 
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Precision Journalism to Data Journalism 


Precision journalism is a style of journalism that consciously employs social and behavioral science 
and research, with an emphasis on factual reporting through statistics, polls, and data. Emerging in 
the 1970s, precision journalism might be seen as a response to the more free forms of interpretive 
and literary journalism. Philip Meyer, commonly acknowledged as the father of precision journal- 
ism, says that his intent is to “encourage my colleagues in journalism to apply the principles of 
scientific method to their tasks of gathering and presenting the news.”*” 


This type of journalism adds a new layer to objectivity in reporting, as articles no longer need 
to rely solely on quotations or anecdotal evidence. Journalists can employ hard facts and figures to 
support their assertions. An example of precision journalism would be an article on voting patterns 
in a presidential election that cites data from exit polls. 


Precision journalism became more popular as computer software and hardware became more 
powerful and available. Indeed, in the 2020s, the more common term is data journalism and it is 
one of the fastest growing parts of the field. Writing in the Data Journalism Handbook 2, Paul Brad- 
shaw says, “What makes data journalism different to the rest of journalism? Perhaps it is the new 
possibilities that open up when you combine the traditional ‘nose for news’ and ability to tell a com- 
pelling story, with the sheer scale and range of digital information now available.”*? 


FIGURE 4.13 
In the 2020s, data journalism is a fast-growing field. 
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Source: © Shutterstock, Inc. 


Niche Publications 


Niche newspapers represent one more model of newspapers. These publications, which reach out 
to a specific target group, continue to rise in popularity as people seek news that is relevant to their i 

z s 7 . Newspapers designed to 
group. Ethnic and minority papers are some of the most common forms of niche newspapers. In reach a specific target 
the United States—particularly in large cities such as New York—niche papers for numerous ethnic group. 
communities flourish. Some common types of U.S. niche papers are papers that cater to a group 
that speaks a particular language or to a specific ethnic or cultural group. For example, The Advo- 
cate has been published since 1967 and has an editorial focus on news, politics, opinion, and arts 
and entertainment of interest to lesbians, gay men, bisexuals, and transgender people. 


niche newspapers 
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Some niche papers are part of the underground press. Popularized in the 1960s and 1970s as 
; individuals sought to publish articles documenting their perception of social tensions and inequal- 
Papers that are typically a : a 
printed with a small budget ities, the underground press typically caters to alternative and countercultural groups. Most of 
and that cover stories and these papers are published on small budgets. Perhaps the most famous underground paper is New 
events of interest to York's Pulitzer Prize-winning Village Voice. The newspaper was founded in 1955. As the nation's first 
Hoel ees as 2 and largest alternative weekly publication, the paper declared it helped introduce "passionate jour- 
nalism" into public discourse. It has struggled financially throughout the 2010s, even closing at one 
point, but is attempting a comeback in the 2020s. 


underground press 


Despite their at-times shoestring budgets, underground papers serve an important role in 
the media. By offering an alternative perspective to stories and by reaching out to niche groups 
through their writing, underground-press newspapers fill a unique need within the larger media 
marketplace. As journalism has evolved over the years, newspapers have adapted to serve the 
changing demands of readers. 


Key Takeawa 


e Objective journalism began as a response to sensationalism and has continued in some 
form to this day. However, some media observers have argued that it is nearly impossible 
to remain entirely objective while reporting a story. One argument against objectivity is that 
journalists are human and are, therefore, biased to some degree. Many newspapers that 
promote objectivity put in place systems to help their journalists remain as objective as pos- 
sible. 


e Literary journalism combines the research and reporting of typical newspaper journalism with 
the writing style of fiction. While most newspaper journalists focus on facts, literary journal- 
ists tend to focus on the scene by evoking voices and characters inhabiting historical events. 
Famous early literary journalists include Tom Wolfe and Truman Capote. 


e Other journalistic styles allow reporters and publications to narrow their editorial voice. Advo- 
cacy journalists encourage readers to support a particular cause. Precision journalism and 
data journalism allow reporters to tell stories with polls, surveys, statistics, and databases. 


e Niche newspapers—such as members of the underground press and those serving specific 
ethnic groups, racial groups, or speakers of a specific language—serve as important media 
outlets for distinct voices and views. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 


1. Find what you feel is an objective newspaper article that includes several factual details. 
Rewrite the story in a literary journalistic style. How does the story differ from one genre to 
the other? 


2. Was it difficult to transform an objective story into a piece of literary journalism? Explain. 
8. Do you prefer reading an objective journalism piece or a literary journalism piece? Explain. 
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4.4 The Role of Newspapers in 
American Culture 


Learning Objectives 


1. Explain how The New York Times engages in agenda setting. 
2. Explain troubles that have arisen around the Times’ agenda-setting role. 


8. Define watchdog journalism. 


As mentioned in the previous section, since 1896, The New York Times has printed the phrase “All 
the News That’s Fit to Print” as its masthead motto. The phrase itself seems innocent enough, and 
it has been published for such a long time now that many probably skim over it without giving it a 
second thought. The Times itself has noted, "The phrase has been debated, and endlessly parodied, 
both inside and outside the Times for more than a century." Yet, the phrase represents an interest- 
ing observation about the newspaper industry: influence. After all, just who is deciding what is “fit 
to print”? 


Even in the 2020s, as many newspapers suffer huge economic losses and too many go out of 
business, newspapers still hold a privileged and powerful position among media. They wield influ- 
ence. 


“All the News That’s Fit to Print” — Agenda 
Setting 


In our section on media theories, we discussed “agenda setting’—the ability of the news to tell us 
what to think about, to set an agenda of what is important for people to consider. That is a pretty 
powerful influence. Is a medical breakthrough worthy of front-page coverage? Does the decision 
to go to war seem correct? Were the killers “terrorists” or “freedom fighters”? Is the Broadway show 
worth seeing? 


Of all the media in 21st century America, The New York Times has long been understood as 
setting the agenda for many of the other agenda setters. Editors and producers for newspapers, 
broadcast stations, magazines, and other media start their day with the Times.“*! And thus the 
Times often can come under fire for determining what stories are told and how. For example, during 
the 1993 debate over the North American Free Trade Agreement (NAFTA), the Times often wrote in 
support of the agreement. In doing so, the newspaper exercised editorial control over its publica- 
tion and the information that went out to readers. Critics wonder how a non-governmental entity 
has that influence. Other critics wonder if the paper's publishers choose articles to print based on 
personal financial gain. Or more subtly, scholar Edward S. Herman suggests that the issue is that 
The New York Times “defin[es] public welfare in a manner acceptable to their elite audience and 
advertisers.’ 


An example of the complications involved with agenda setting arose in June 2020 when the 
editorial director of the Times, James Bennet, accepted and published an opinion column by USS. 
Senator Tom Cotton about how to address Black Lives Matter protests in the nation’s cities. 
Titled “Send in the Troops,” the column called for the U.S. military to be used against the nation’s 
own citizens. In the days following its publication, Times journalists criticized the decision to run 
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it. The newspaper took the unusual step of adding a note to the essay, saying it “fell short of our 
standards and should not have been published.” And not long after, Bennet resigned his posi- 
tion.” Setting an agenda in tense times is not easy. 


However, The New York Times is not the only newspaper to face accusations of abusing its 
power to set an agenda. In his review of Read All About It: The Corporate Takeover of America’s 
Newspapers, Steve Hoenisch, editor of Criticism.com, offers these harsh words about what drives 
the stories printed in today’s newspaper: 


I've always thought of daily newspapers as the guardians of our—meaning the pub- 
lic's—right to know. The guardians of truth, justice, and public welfare and all that. But 
who am I fooling? America’s daily newspapers don't belong to us. Nor, for that matter, do 
they even seek to serve us any longer. They have more important concerns now: appeasing 
advertisers and enriching stockholders." 


Editorial control does not end with story selection. As we noted above with the Times’ coverage 
of NAFTA, journalists determine not only what stories are told but also how those stories are pre- 
sented. This issue is perhaps even more delicate than that of selection. Most newspaper readers 
still expect news to be reported objectively and demand that journalists present their stories in this 
manner. However, careful public scrutiny can burden journalists, while accusations of controlling 
information affect their affiliated newspapers. However, this scrutiny takes on importance as the 
public turns to journalists and newspapers to learn about the world. 


Journalists are also expected to hold themselves to high standards of truth and originality. 
Fabrication and plagiarism are prohibited. If a journalist is caught using these tactics, then their 
career is likely to end for betraying the public's trust and for damaging the publication's reputation. 
For example, The New York Times reporter Jayson Blair lost his job in 2003 when his plagiary and 
fabrication were discovered, and The New Republic journalist Stephen Glass was fired in 1998 for 
inventing stories, quotes, and sources. 


The New York Times Revisits War Coverage 


Despite the criticism of The New York Times, the famous newspaper has been known to revisit its 
decision-making, as we saw with the paper’s response to the 2020 “Send in the Troops” column. 
Another high-profile and consequential example occurred over Times reporting leading up to the 
U.S. invasion of Iraq war in the early 2000s. The paper had faced much criticism for its coverage 
of the reasons for war, especially over whether Iraq had “weapons of mass destruction.” After a 
review, the Times offered a statement of apology. The apology read: 


We have found a number of instances of coverage that was not as rigorous as 
it should have been. In some cases, information that was controversial then, 
and seems questionable now, was insufficiently qualified or allowed to stand 
unchallenged. Looking back, we wish we had been more aggressive in re- 
examining the claims as new evidence emerged —or failed to emerge.” 


It wads an extraordinary admission of error. Although the apology was risky —it essentially admit- 
ted guilt in controlling a controversial story — The New York Times demonstrated a commitment 
to ethical journalism. 
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Watchdog Journalism 


Another way that journalists can influence politics and cultureis by engaging in watchdog 
journalism. This form of journalism provides the public with information about government offi- 
cials or business owners and holding those officials to high standards of operation. Watchdog 


watchdog journalism 


Independent scrutiny by 
the press of the activities 


journalism is defined as “(1) independent scrutiny by the press of the activities of government, busi- of government, business, 
ness and other public institutions, with an aim toward (2) documenting, questioning, and ete ane : 
investigating those activities, to (3) provide publics and officials with timely information on issues NE e ne 


; »[50] question, and investigate 
of public concern. those activities to provide 


; : ; the public and officials with 
One of the most famous examples of watchdog journalism is the role that Bob Woodward and ee OMEIA 


Carl Bernstein of The Washington Post played in uncovering information about the Watergate issues of public concern. 
break-in and scandal that ultimately resulted in President Richard Nixon's resignation. Newspa- 

pers and journalists often laud watchdog journalism, one of the most important functions of 

newspapers, yet it is difficult to practice because it requires rigorous investigation, which in turn 

demands more time. Many journalists often try to keep up with news as it breaks, so journalists are 

not afforded the time to research the information—nor to hone the skills—required to write a 

watchdog story. “Surviving in the newsroom—doing watchdog stories—takes a great deal of per- 

sonal and political skill. Reporters must have a sense of guerilla warfare tactics to do well in the 

newsroom.” ™ 


To be successful, watchdog journalists must investigate stories, ask tough questions, and face 
the possibility of unpopularity to alert the public to corruption or mismanagement while elevating 
the public's expectations of the government. At the same time, readers can support newspapers 
that employ this style of journalism to encourage the press to engage in the challenging watchdog 
form of journalism. As scholars have observed, “not surprisingly, watchdog journalism functions 
best when reporters understand it and news organizations and their audiences support it.”” 


For example, the 2020 Pulitzer Prize for investigative reporting was awarded to Brian M. Rosen- 
thal of The New York Times for an investigation that took months to complete. His Pulitzer citation 
read: “For an exposé of New York City's taxi industry that showed how lenders profited from preda- 
tory loans that shattered the lives of vulnerable drivers, reporting that ultimately led to state and 
federal investigations and sweeping reforms.”"™! The work is long, and arduous, but rewarding. 


Key Takeaways 


e Newspapers influence culture by setting an agenda, selecting which articles make it to print. 
They also control how stories are told by determining the way in which information is pre- 
sented to their readers. 


e The New York Times remains the most influential newspaper in the United States, but 
because of that status, the paper comes under scrutiny and criticism. 


e Watchdog journalism is an investigative approach to reporting that aims to inform citizens of 
occurrences in government and businesses. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 
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1. Study the front-page stories of The New York Times or the stories that lead their website. 
Compare those stories to stories inside the newspaper or lower on the site. Why were some 
stories given more prominence? 


2. Find an investigative newspaper report on a subject you are interested in. How did the 
reporter or reporters go about getting that story? 


4.5 Trends in Newspaper Publishing: 
News Deserts 


Learning Objectives 


1. Identify the reasons behind the demise of local newspapers. 


2. Define news deserts. 
8. Discuss the implications of news deserts. 


As the 2020s got underway, a new term entered the journalism lexicon: the “news desert.” The trou- 
bling trends we have noted in discussing newspapers today—the erosion of the two main sources 
of revenue, circulation and advertising, to the internet and social media—are heightened at the 
local level. Around the country, small towns and cities have seen their local newspapers go out of 
business. So many newspapers disappeared that when officials and scholars looked at a map, they 
realized vast swaths of the country no longer had access to a local newspaper. They called these 
swaths, “news deserts.” Let’s look closely at the development and implications. 


Local News 


Let's be clear first about what “local news’ is. Just as it sounds, local news refers to reporting and 
coverage about a place, reporting that would not be of much interest to people in another place. 
News about taxes going up in Bethlehem, Pennsylvania, is local news. News about taxes going up 
for U.S. corporations is national news. News about the opening of a hit Broadway show in New York 
City can be national news. News about the closing of beloved corner delicatessen in New York City 
is local news. 


Local news, of course, does not need to be reported by newspapers. Television offers local 
news. But the 30-minute local TV news program—with weather, sports, news headlines, and happy 
talk—does not often provide much in-depth reporting. Radio too can offer local news. But, here 
again, we find that amidst music, traffic, weather, and more, in-depth news is not often pursued. 


As one scholar said, “But it’s not their job to cover the routine occurrences of community 
life—that is, what's going on at city or town hall, schools, police, fire, and why isn't anyone fixing 
that huge pothole on Main Street? Nor is such news in the wheelhouse of city dailies or of public 
radio. Rather, community news is uniquely the purview of local newspapers.” 


Most of the time, when people talk about local news, they are talking about the local newspa- 
per. 
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FIGURE 4.14 
Local TV news programs usually can report just a few stories every day. 


Source: Leonard Zhukovsky/Shutterstock.com 


The Slow Death of Local Newspapers 


As we have noted, the troubles affecting American newspapers can be traced back to the coming of 
television. Upon its arrival in the 1950s, this medium seemed to offer a less expensive alternative to 
paying for the newspaper. Why pay for the newspaper when television, supported by advertisers, 
offered news for free? (Never mind that television offered six or seven stories while the newspaper 
offered one hundred.) In the late 1900s, newspaper circulations stopped growing. And with the 
coming of the internet, newspaper circulations began to decline. And with the advent of Google, 
Facebook, Craigslist, and internet news sites, the decline became disaster. 


In 2016, researcher Penelope Muse Abernathy found that the ruinous effects of losing adver- 
tisers and subscribers on local newspapers was being exacerbated by another phenomenon, what 
she called, “the rise of a new media baron.”™ You already have been introduced to these “new media 
barons.” Abernathy was referring to the private equity funds, hedge funds, and other investment 
groups that buy greatly weakened newspapers at greatly reduced costs to scour, cut, and extract 
every last profit from the paper before selling it or closing it. Abernathy saw that hedge funds were 
ruthless managers of newspapers. 


Newspapers represent only a fraction of their vast business portfolios—ranging from golf 
courses to subprime lenders—worth hundreds of millions, even billions, of dollars. Their 
mission is to make money for their investors, so they operate with a short-term, earnings- 
first focus and are prepared to get rid of any holdings—including newspapers—that fail 
to produce what they judge to be an adequate profit.*” 
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Abernathy predicted that many small cities and towns could lose their local newspapers, often 
the only source of local news and integral to a community's economy, government, and culture. She 
predicted “news deserts” across entire regions of the United States with dire political, social, and 
economic consequences. It took only two more years. 


FIGURE 4.15 
Local newspapers report on area colleges and companies that would not be of interest to national news 
organizations. 


Source: | and J Photography/Shutterstock.com 


News Deserts 


In 2018, Abernathy was back with another report. “The Expanding News Desert” documented the 
continued demise of local newspapers. How bad had it gotten? In 2004, there were about 9,000 
small metro and community newspapers in the United States. In less than 15 years, Abernathy's 
team found that 20 percent of them—about 1,800—had gone out of business or merged." A map 
included with the report showed the many cities and towns with no local newspaper. A journalism 
organization placed this heading over its report of Abernathy’s finding: “Extent of the Desicca- 
tion.” 


“The stakes are high,” Abernathy wrote. “Our sense of community and our trust in democracy 
at all levels suffer when journalism is lost or diminished. In an age of fake news and divisive politics, 
the fate of communities across the country—and of grassroots democracy itself—is linked to the 
vitality of local journalism.”®” 


Yet the dark news continued. At the end of 2019, the writers and artists group, PEN America, 
also took up the cause. “Losing the News: The Decimation of Local Journalism and the Search for 
Solutions,” was another devastating chronicle. One source in the report called the situation a “mass 
extinction event.”*! Pulitzer Prize-winning playwright and novelist Ayad Akhtar offered the fol- 
lowing view of the stakes: 
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A healthy local news ecosystem provides communities with the information they need to 
live safe, healthy lives and participate in the democratic life of their communities. Robust 
local news drives voter turnout, holds officials and corporate leaders accountable, makes 
people aware of nearby opportunities and dangers, and, perhaps most importantly, works 
against the now-widespread breakdown in social cohesion by narrating the life of a place 
and its inhabitants, telling the daily stories that form the basis for shared communal 
experience.) 


A Pew Trust study told the tale: “COVID-19 Is Crushing Newspapers, Worsening Hunger for 
Accurate Information.” The report said: “All the closures, asset sales, furloughs and layoffs come at a 
time when quality information is crucial, whether it's about the immediate health concerns of the 
pandemic, how local and state governments spend federal COVID-19 relief money or when schools 
will reopen. All are generally the kind of stories covered by local news outlets, typically newspa- 
pers.” 


As the 2020s continue, the challenges of local news only get more complex. Researchers are 
alarmed not only by the continued loss of local newspapers but also issues such as technological 
and financial access to information, the dearth of digital outlets, the consolidation of broadcast 
outlets, and more.®” 

Slowly, fitfully, solutions are beginning to emerge as citizens and communities try to find new 


fee : ae Growing Local News 
ways to gather and report local news. In some cities, a locally run, community-focused organization 


Deserts Threaten 


reports on particular areas of interest, from education to health care. In other towns, philanthropic Democracy 


foundations support media. In still other towns, wealthy benefactors or even tech giants fund This video reports on news 
deserts and American 
democracy. 


reporting. They all realize the crucial role of local news in our lives. 


Key Takeaways 


e Local newspapers are closing in dramatic rates around the country. 
e So many newspapers have closed that the United States has seen the rise of “news 
deserts,” large regions of the country that have no local news provider. 


e News deserts mean that many cities and towns do not have newspapers to watch over gov- View in the online reader 
ernment officials, report on education, health, and other issues, and provide a community 
forum. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 
1. Research your hometown. What are the local news options? 


2. Make a list of topics that might be covered by a local newspaper that would not be covered 
by national news. 


3. Can you think of how you might solve the problem of news deserts? 
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4.6 The Future of Newspapers in the 
2020s 


Learning Objectives 


1. Determine the status of top American newspapers. 


2. Identify how those newspapers exemplify the many challenges and possibilities facing the 
newspaper industry in the 2020s. 


It is difficult to keep track of the many competitors who have forever changed the newspaper 
industry: social media, such as Facebook and Google; popular media, such as television and maga- 
zines; streaming services, such as Netflix and HBO Max; digital services, such as Craigslist; digital 
news outlets, such as Politico and Vox, and the list could go on. 


Each of those competitorshas taken one of the newspaper’stwo main sources of rev- 
enue—advertisers and subscribers—sometimes both. In some ways, it is remarkable that news- 
papers have survived at all into the 2020s." An interesting way to fully understand the current 
state of the newspaper industry is to review the status of once-legendary American newspapers 
that ruled the media world in the mid-2oth century. Their troubles—and they have all had trou- 
bles—will help us identify the problems facing newspapers and, perhaps, suggest a few solutions. 


People in the future might marvel at the amount of intense labor required to deliver one news- 
paper: You need to chop down trees and truck them to a paper mill to be processed, milled, and 
rolled, and then those rolls of paper need to trucked into large, congested American cities, where the 
news is reported, written, designed, printed, and cut into individual newspapers, sometimes hun- 
dreds of pages long, and then shipped by trucks back out around the city and suburbs to be picked 
up in piles by people in cars or on bicycles and delivered one at a time to homes in the area. And 
that same process occurs day after day. 


The Roots of the Trouble: “Goodbye, 
Colorado” 


But before we look to the status of today’s newspapers, let's return to 2009, a time when the long 
and successful run of the American daily newspaper was just coming to an end. We will look closely 
at the demise of one newspaper and find the challenges that faced every newspaper. 


On February 27, 2009, Denver's Rocky Mountain News published its final issue after nearly 150 
years in print. The front-page article “Goodbye, Colorado’ reflected on the paper's long-standing his- 
tory with the Denver community, observing that “It is with great sadness that we say goodbye to 
you today. Our time chronicling the life of Denver and Colorado, the nation and the world, is over.”"™ 


The story of Rocky Mountain News was neither unique nor entirely unexpected. For nearly a 
half-century, predictions of the disappearance of print newspapers had been an ongoing refrain. 
The fear of losing print media began in the 1940s with the arrival of the radio and television. Indeed, 
the number of daily papers has steadily decreased since the 1940s; in 1990, the number of U.S. dailies 
was just 1,611. By 2008, that number had further shrunk to 1,408." 


But the numbers were not as clear-cut as they appear. As one report observed, “The root prob- 
lems go back to the late 1940s, when the percentage of Americans reading newspapers began to 
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drop. But for years the U.S. population was growing so much that circulation kept rising and then, 
after 1970s, remained stable.”*! During the 1970s when circulation stopped rising, more women were 
entering the workforce. By the 1990s when “circulation began to decline in absolute numbers” in 
Denver and elsewhere, the number of women in the workforce was higher than had ever been 
previously experienced.” With women at work, there were fewer people at home with leisure 
time for reading daily papers. This, combined with television journalism’s rising popularity and 
the emergence of the internet, meant a significant decrease in newspaper circulation at the Rocky 
Mountain News and other newspapers. With newer, more immediate ways to get news, the discon- 
nect between the newspaper and consumers deepened. 


Compounding the problem was newspapers’ continuing struggle to attract younger readers. 
Many of these young readers simply did not grow up in households that subscribed to daily papers 
and so they do not turn to newspapers for information. However, the problem seems to be more 
complex “than fewer people developing the newspaper habit. People who used to read every day 
now read less often. Some people who used to read a newspaper have stopped altogether.” 


Yet the most significant challenge to newspapers like the Rocky Mountain News was certainly 
the coming of the internet. As print readership declined, online readership grew; fast, free access to 
breaking information contributed to the growing appeal of online news. And people did not expect 
to pay for it. Thus, despite the increase in online news readers, that growth did not offset the drop 
in print readership. In 2008, the Pew Research Center conducted a news media consumption survey 
in which only 39 percent of participants claimed to having read a newspaper (either print or online) 
the day before, showing a drop from 43 percent in 2006. Meanwhile, readership of print newspapers, 
including the Rocky Mountain News, fell from 34 percent to 25 percent in that time period. 


The study also observed that younger generations are primarily responsible for this shift 
to online reading. “The changes in reader habits seem to be similar amongst both Generation X 
and Y demographics,” the study found. There were significant increases in consulting online news 
sources.” Baby boomers and older generations, for the most part, still relied on printed newspapers 
for information. And that was changing fast. Perhaps this distinction between generations is not 
surprising. Younger readers grew up with the internet and have developed different expectations 
about the speed, nature, and cost of information than have older generations. However, this trend 
even suggested that online readership along with the general decline of news readers may make 
printed newspapers all but obsolete in the near future. 


And the internet took away another source of revenue for papers like the Rocky Mountain 
News—advertising. As Google and Facebook grew in prominence, advertisers—especially big, 
national advertisers—moved their money from newspapers to social media. Sometimes overlooked 
is the huge influence of Craigslist. Newspapers used to be filled with local classified ads for jobs, 
garage sales, items for sales and more. Those disappeared almost overnight, to Craigslist. 


Like most newspapers, the Rocky Mountain News tried to cut costs and stay afloat. Wages were 
frozen, staff members were let go. But that proved to be a death spiral. As the newspaper grew 
smaller with less news and less coverage of Denver, more readers left. And on February 27, 2009, it 
was “Goodbye, Colorado.” 


This is the context facing American newspapers in the 2020s. How have they responded? 


The Status of Major U.S. Newspapers 


The status of most U.S. major newspapers in the 2020s is fairly tenuous. The loss of advertising dol- 
lars to internet sites such as Craigslist, Google, and Facebook was devastating. The loss of readers to 
internet sites was equally devastating. Many U.S. newspapers, especially smaller newspapers, were 
not able to survive. But we will see below that some major U.S. newspapers have figured out ways 
to survive, if not prosper. 
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The New York Times 


We have discussed The New York Times often in this book. As you have seen, the Times not only is 
one of the largest newspapers in the country, it is also the most influential, read by world leaders, 
politicians, and those who produce other media. Based in New York City, sometimes called the 
media capital of the world, the paper can be understood as one of the few national, even interna- 
tional newspapers. 


Founded in 1851 but purchased out of bankruptcy by Adolph Ochs in 1896, the Times is owned 
by the New York Times Company, whose stakeholders are primarily Ochs's descendants. As we have 
seen, the Times found success throughout much of the 20th century by becoming America's “paper 
of record,” guided by its motto, “All the News that's Fit to Print.” publishes several smaller regional 
papers. 


The Times found such early success that Ochs quickly expanded and in 1905 selected a highly 
visible location, between Broadway and Seventh Avenue and 42nd Street, to build the Times Tower, 
then the second tallest building in the city. The area became known as Times Square and has 
retained that name even though 100 years later the Times moved into imposing new quarters just 
outside the Square.” 


FIGURE 4.16 
The New York Times moved from Times Square into its new building in 2007. 


| 


Source: Osugi/Shutterstock.com 


Success was journalistic as well as financial. Throughout much of the 2oth century, the news- 
paper had the largest staff of any newspaper with correspondents around the globe. But the 
Times was not spared the loss of advertisers and subscribers in the late 20th century and early 21st 
century. Its worth was cut in half, staff were let go, and foreign bureaus were closed. 


paywall In 2011, the paper introduced a paywall. It seemed like “a roll of the dice.” People had grown 
A digital feature that used to not paying for internet content, from music to news. And yet, it worked. Year after year, the 
requires a reader or viewer Times increased its number of subscribers. In 2015, the paper reached 1 million digital subscribers. 


to pay for content after a 


$ n By 2021, the paper had 7.5 million subscribers.” The Times had shown the newspaper world that 
certain number of visits. 


people would be willing to pay for content. 
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The Wall Street Journal 


Established in the late 1800s, The Wall Street Journal, as it name suggests, is focused on business 
and financial news.” An international paper, The Wall Street Journal primarily uses in-depth 
reporting with few images. It runs between 50 and 96 pages per issue and gives its readers up-to- 
date information on the economy, business, and national and international financial news. 


The newspaper world was startled in 2007 when media mogul Rupert Murdoch's News Corpo- 
ration, known primarily in America for owning the conservative Fox network, bought Dow Jones, 
the owner of the Journal in an unsolicited $5 billion bid. Murdoch promised to “pour money into 
the Journal and its website and use his satellite television networks in Europe and Asia to spread 
Journal content the world over.””! But the paper retained its reputation for blanket coverage of the 
business world and conservative editorial policies. 


Bolstered by its large, niche business audience, the paper often competed with USA Today in 
circulation, at times topping 2 million a year in print circulation, before falling throughout the 2010s 
to under 1 million in the 2020s." However, the paper was the first to implement a successful pay- 
wall. And the Journal has seen steady growth in digital subscribers.®" 


The Washington Post 


First published in 1877, The Washington Post is Washington, DC's oldest and 
largest paper but has often strived for a circulation outside of the famed Beltway. 
In particular, The Washington Post has developed a strong investigative journal- 
ism style, perhaps most exemplified by its prominent investigation of the 1974 
Watergate scandal and the subsequent resignation of President Richard Nixon, 
which also resulted in perhaps the most famous movie on journalism, “All the k 
President’s Men.” For a paper in a relatively small metro area, The Washington an SE NN 
Post has won a large number of Pulitzer Prizes for journalism, second only to The 
New York Times. 


FIGURE 4.17 
The Washington Post has found success with a 
digital-first strategy. 


n Dark 


The Washington Post 


The paper had long been owned by the Graham family. But the loss of adver- 
tisers and subscribers left the paper in a precarious position and in 2013 the 
family sold the Post to Jeff Bezos, the billionaire founder of Amazon. It turns out 
that being bought by a billionaire is one way forward for newspapers. Bezos 
promised to use his riches to provide “a runway” and enough time for the Post to 
transition to a digital era. One of the nation’s top editors, Marty Baron, helped lead the transition. 


ott Brown Einstein Bı 
House narrowly 


approves budget, 
Paving path for $1,5 E 
trillion in tax euts 

¢ 


Source: chrisdorney/Shutterstock.com 


The result: The Post is another success story in the digital age. Bezos helped shape the paper's 
digital strategy, while reportedly leaving editorial matters alone.™! The paper increased the loading 
speed of its stories. It relied heavily on metrics and engagement. It kept the paywall relatively inex- 
pensive to attract more viewers and thus more advertising. And the Post topped 3 million digital 
subscribers in 2021, putting the paper in the same league as the Wall Street Journal and The New 
York Times. 


USA Today 


USA Today has a history quite different from The New York Times and the other papers above. As its 
title suggests, the paper was designed from the start to be a rarity in the United States—a national 
newspaper as opposed to one based in a metropolitan area. And compared to most newspapers, it 
is quite new, founded in 1982 by the Gannett Company. 


The economic concept is to distribute the paper widely, such as at hotels, airports, and train 
stations, which pay substantially reduced rates, and make money not from subscribers but from 
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purchases and advertising. The paper thus often has the top print circulation of any newspaper 
in a given year. The paper's short, easy-to-read content, infographics, and visually focused layout, 
including a full-color weather map, contribute to its high readership numbers. Although the paper 
does not formally publish on weekends, it does have a partner paper titled USA Weekend. 


Without a firm, metro-subscriber base, USA Today was vulnerable in the digital era. Travelers 
can easily access online news while traveling. They do not need to pick up the newspaper. Circu- 
lation for USA Today fell through the 2010s. In 2019, Gannett was rumored to be shutting down 
the print edition of USA Today, which was becoming less and less profitable." The COVID-19 pan- 
demic, with the resulting cutback in business travelers, also hurt the paper. Job cuts and furloughs 
have kept the paper afloat while, like the Times and other papers, it hopes to build a digital circula- 
tion 24185) 


Chicago Tribune 


A major newspaper in the heartland of America is the Chicago Tribune.” First established in 1847, 
the paper has had a storied history, although the paper is often remembered for famously miscall- 
ing the 1948 presidential election with the headline of “Dewey Defeats Truman.” 


FIGURE 4.18 
The Chicago Tribune’s inaccurate declaration of the results of the tight 1948 presidential election has become one 
of the most famous headlines of all time. The paper is displayed here by winner, Harry Truman. 


Source: Harry S. Truman Library & Museum 


Despite this error, the Chicago Tribune became known for its watchdog journalism, including 
a specific watchdog section for issues facing Chicago, like pollution, politics, and more. Led by 
editors such as Joseph Medill and Robert McCormick, the Tribune company became a powerful, 
national media operation, owning papers around the country, such as the Los Angeles Times and 
Long Island's Newsday. 


However, in the 2020s, Tribune Publishing exemplifies the complex challenges facing newspa- 
pers. Like most newspaper companies, Tribune was dramatically affected by the loss of advertisers 
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and subscribers in the 2010s. Each year brought layoffs, buyouts, and reduced coverage. Tribune 
sold off many of its newspapers. In Chicago, in a move that would ultimately be seen in many cities, 
the Tribune's iconic midtown building, the Tribune Tower on the Miracle Mile, was sold to develop- 
ers. Sadly, as newspapers diminish in value, their most valuable aspect is often their building and 
real estate. 


In 2021, in another illustrative development, Tribune Publishing, which still owned the Chicago 
Tribune, the Hartford Courant, and the Orlando Sentinel, was bought by a privately-held hedge 
fund, Alden Global Capital. The fund has a reputation for buying media properties as devalued 
investments in order to wring whatever profits are left in them with huge cuts in personnel and 
coverage and with little interest in journalism.®” More newspapers face those dark prospects every 
year. 


Key Takeaways 


e The Rocky Mountain News went out of business, exemplifying the challenges facing news- 
paper. 

e Although readership has been declining since the invention of the radio, the internet has had 
the most profound effect on the newspaper industry as readers turn to free online sources 
of information and advertisers move online. 


e Some key players in the U.S. newspaper market have battled these factors, with different 
results, including USA Today, The Wall Street Journal, The New York Times, The Washing- 
ton Post, and the Chicago Tribune. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 

1. What were the key challenges facing the Rocky Mountain News? 

2. Compare the differing paths for success in the 2020s taken by some American newspapers. 
3. What are the challenges facing papers such as the Chicago Tribune? 


4.7 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 
a. What are the European roots of American newspapers? 
b. Why was the Zenger trial important? 
c. What rights are protected by the First Amendment? 
d. What was the penny press? 
2. Questions for Section 3 
a. What are the “economic roots” of objectivity? 
b. What is “both-sides-ism?” 
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c. Why is the inverted pyramid useful to readers as well as editors? 
d. What is literary journalism? 
e. What is literary journalism? 
3. Questions for Section 4 
a. How does The New York Times exemplify agenda setting? 
b. What was the controversy surrounding Times coverage of the U.S. invasion of lraq? 
c. What is watchdog journalism? 
4. Questions for Section 5 
a. What factors led to the closing of the Rocky Mountain News? 
b. What is the economic status of The New York Times? 
c. How does a paywall work? 
d. What factors have led to the current economic status of the Washington Post? 
5. Questions for Section 6 
a. What factors have led to the closing of local newspapers in the United States? 
b. What is a news desert? 
c. In what ways do news deserts hurt communities? 


Critical Thinking Questions 


1. The First Amendment says Congress shall “make no law” regarding freedom of the press. 
Yet Congress has passed numerous laws to limit the press. Do you think that is necessary? 
Why or why not? 


2. Why do some critics say that providing “both sides” can be harmful? 


3. What are some of the topics that news media, such as The New York Times, can set an 
agenda for the country? 


4. How can local towns overcome the closing of a local newspaper? 


Career Connection 


As you have seen in this chapter, American newspapers can be challenging places in which to 
find and keep employment. Yet journalism graduates continue to find employment. But where? 


1. Look at the job ads on LinkedIn, Monster, Indeed, and other sites. What kinds of jobs are 
you seeing? 

2. Investigate newsletter platforms such as Substack and Revue. Writers get paid directly from 
subscribers. It can be liberating to work for oneself. But how does one build a subscriber 
list? 
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CHAPTER 5 


Magazines in the 2020s 


5.1 Pay Cuts, Sublets, and 
Survival: Condé Nast 


In October 2020, in the midst of the COVID-19 pandemic, the magazine publisher 
Condé Nast announced that pay cuts and furloughs would take place among its FIGURE 5.1 j 

many famous titles, from Vogue to Vanity Fair to Wired. It should not have been HEME COXON DIRCK OF Me CONE Nast i6go 
surprising news. Many businesses had to do the same during the pandemic. But 
The New York Times took note. “Condé Nast, the most glittering of all magazine 
publishers, is the latest media casualty of the coronavirus pandemic,” its story 
began." But Condé Nast, like all magazines companies, does what it must do to 
survive. 


Founded in 1909 by Condé Montrose Nast, the company, as the Times sug- 
gested, has always carried an aura of fashion and high society. Its first magazine 
was Vogue; indeed, the company was called the Vogue Company until 1923. It 
attracted glamorous readers—and advertisers. Eventually, the company would 
come to publish well-known titles, such as The New Yorker, GQ, Architectural 
Digest, Wired, Glamour, Bon Appetit, and Vanity Fair. In 1959, long after the death of Nast, Samuel I. 
Newhouse had bought the company and merged it with his Advance Publications. Magazines such 
as Self and Brides were added. 


Source: 360b/Shutterstock.com 


However, the magazine industry took a dramatic hit from the financial crisis that began in the 
fall of 2007. Many advertisers went out of business or no longer could afford to advertise. Some pub- 
lications folded. Others tried to move to then-new online publication, and nearly all implemented 
mass layoffs to cut costs.” Despite its glittering history, Condé Nast also faced danger. The financial 
crisis had forced the high-end retailers that supported Condé Nast magazines to slash their adver- 
tising budgets, and the subsequent decline in advertising revenue put the Condé Nast publications 
in jeopardy.” 


Even as that crisis was unfolding, the magazine world was confronting the revolution caused 
by the internet and social media. Condé Nast clawed for survival. Google, Facebook, and internet 
sites devoted to fashion and food took its readers and advertisers and by 2009, hard times had come. 
In October 2009, the publisher announced that the November 2009 issue of respected food maga- 
zine Gourmet would be its last. In those times, the decision came as a shock to many readers who, 
since 1941, had believed that “Gourmet was to food what Vogue is to fashion, a magazine with a 
rich history and a perch high in the publishing firmament.” Although Condé Nast folded three 
other publications—parenting magazine Cookie and bridal magazines Elegant Bride and Modern 
Bride—the elimination of Gourmet received the most attention because of the publication's long 
history and popularity. 


By the mid-2010s, the company seemed to have righted itself. In a much-publicized move, 
Condé Nast moved from Times Square to swanky quarters at One World Trade Center. Hard times 
were not over. For example, in 2016, the company ended the print edition of Self magazine and 
moved it solely online.” 
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And then came 2020 and the COVID-19 pandemic. As businesses stopped advertising or closed, 
the drop in advertising was breathtaking. More than most companies, Condé Nast depended on 
high-end advertisers. And the company had other problems. It was paying sky-high rents for floors 
of empty offices in One World Trade Center because many editors and staffers had been laid off and 
others worked from home. The company had signed a 25-year lease for 21 floors and, even before the 
pandemic, the company was subletting floors to help its bottom line. The company even suggested 
it would like to break its lease and leave entirely." 


The story of Condé Nast is the story of magazines in America—adaptation and change, glam- 
our and pain. This chapter will review the storied and varied history of American magazines, 
including some historic publications, such as Life, Time, People, Sports Illustrated—and Vogue. And 
it will contemplate the future of this medium, which has held a special place in American culture. 


FIGURE 5.2 
Condé Nast has had to sublet floors in One World Center to help it survive. 


Source: © Shutterstock, Inc. 


5.2 A History of Magazines 


Learning Objecti 


1. Describe the European roots of the modern magazine. 
2. Identify the changes that took place in magazine printing in the 1830s United States. 
8. Describe the trends in journalism that arose during the 20th century. 
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Like the newspaper, the magazine has a complex history shaped by the cultures in which it devel- 
oped. Examining the industry's roots and its transformation over time can contribute to a better 
understanding of the modern industry. 


Early Magazines 


After the printing press became prevalent in Europe, early publishers of the 1600s began using the 
invention not only for newspapers but for one-time brochures, pamphlets, and almanacs. Soon, 
publishers realized that irregular publication schedules required too much setup, time, and energy. 
A gradual shift then occurred as publishers sought returning readers with specific interests who 
could be convinced to purchase the publication regularly. 


The content of the early magazines was unlike any other previous publication of that time. It 
was not enough of a news source to be a newspaper, but it could not be considered pleasure read- 
ing like a book either. Instead, it was a... magazine, occupying the middle ground between the 
two.” The word itself might derive from early French, magasin, for a warehouse that stored var- 
ied goods, especially military equipment, or the Italian, maggazino, or Arabic, makhazin, for a large 
store with multiple offerings.” 


Germany, France, and the Netherlands Lead the Way 


German theologian and poet Johann Rist published the first true magazine between 1663 and 
1668. Titled Erbauliche Monaths-Unterredungen, or Edifying Monthly Discussions, Rist's publication 
inspired a number of others to begin printing literary journals across Europe: Denis de Sallo’s 
French Journal des Scavans (1665), the Royal Society’s English Philosophical Transactions (1665), 
and Francesco Nazzari's Italian Giomale de'letterati (1668). In 1684, exiled Frenchman Pierre Bayle 
published Novelles de la République des Lettres in the Netherlands to escape French censorship. 
Profoundly affected by a general revival of learning during the 1600s, the publications inspired 
enthusiasm for education.” 


Another Frenchman, Jean Donneau de Vizé, published the first “periodical of amusement,” Le 
Mercure Galant (later renamed Mercure de France), in 1672, which contained news, short stories, 
and poetry. This combination of news and pleasurable reading became incredibly popular, causing 
other publications to imitate the magazine." This lighter magazine catered to a different reader 
than did the other, more intellectual publications of the day, offering articles for entertainment and 
enjoyment rather than for education. 


With the arrival of the 18th century came an increase in literacy. Women, who enjoyed a con- 
siderable rise in literacy rates, began reading in record numbers. This growth affected the literary 
world as a whole, inspiring a large number of female writers to publish novels for female readers.” 
This influx of female readers also helped magazines flourish as more women sought out the publi- 
cations as a source of knowledge and entertainment. In fact, many magazines jumped at the chance 
to reach out to women. The Athenian Mercury, the first magazine written specifically for women, 
appeared in 1693. 


British Magazines Appear 


As in newspaper publishing, Great Britain closely followed Continental Europe's lead in producing 
magazines. During the early 18th century, three major influential magazines were published regu- 
larly in Great Britain: Robinson Crusoe author Daniel Defoe's the Review, Sir Richard Steele's the 
Tatler, and Joseph Addison and Steele's the Spectator. 
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All three of these publications were published either daily or several times a week. While they 
were supplied as frequently as newspapers, their content was closer to that of magazines. The 
Review focused primarily on domestic and foreign affairs and featured opinion-based political arti- 
cles. The Spectator replaced the Tatler, which published from 1709 to 1711. Both Tatler and Spectator 
emphasized living and culture and frequently used humor to promote virtuous behavior. Tatler 
and Spectator, in particular, drew a large number of female readers, and both magazines eventually 
added female-targeted publications: Female Tatler in 1709 and Female Spectator in 1744.” 


FIGURE 5.3 
Great Britain’s first magazines emerged during the early 18th century, shortly after publishers had popularized the 
format in Europe. 


ies 


Source: Saddhiyama, https://commons.wikimedia.org/wiki/File:The_Spectator_1788.jpg. 


American Magazines 


The first American magazines debuted in 1741, when Andrew Bradford's American Magazine and 
Benjamin Franklin's General Magazine began publication in Philadelphia, a mere 3 days apart from 
each other. Neither magazine lasted long. American Magazine folded after only three months and 
General Magazine after six. The short-lived nature of the publications likely had less to do with the 
outlets themselves and more to do with the fact that they were “limited by too few readers with 
leisure time to read, high costs of publishing, and expensive distribution systems.” Regardless of 
this early setback, magazines began to flourish during the latter half of the 18th century, and by the 
end of the 1700s, more than 100 magazines had appeared in the nascent United States. Despite this 
large publication figure, typical colonial magazines still recorded low circulation figures and were 
considered highbrow titles for elite readers. 


circulation 


The number of copies of a 
magazine distributed. 
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Mass-Appeal Magazines 


All this changed during the 1830s when publishers began taking advantage of a general decline 
in the cost of printing and mailing publications and started producing less-expensive magazines 
with a wider audience in mind. Magazine style also transformed. While early magazines focused on 
improvement and reason, later versions focused on amusement. No longer were magazines focused 
on the elite class. 


Publishers took advantage of their freshly expanded audience and began offering titles for 
niche audiences, such as family magazines, children’s magazines, and women's magazines. Women's 
publications, as in Britain, proved to be a highly lucrative market. One of the earliest American 
women's magazines was Godey’s Lady's Book, a Philadelphia-based monthly that printed between 
1830 and 1898. The magazine reached out to female readers by its content and by letting it be known 
that it employed nearly 150 women. You can still read copies of Godey’s Lady's Book at Project 
Gutenberg’s online library.” 


The Saturday Evening Post 


The first truly successful mass circulation magazine in the United States was The 


Saturday Evening Post. This weekly magazine first began printing in 1821 and 
remained in regular print production until 1969, when it briefly ceased circula- 
tion. However, in 1971 a new owner remodeled the magazine to focus on health 
and medical breakthroughs. It still can be found today.” 


From the time of its first publication in the early 1800s, The Saturday Evening 
Post quickly grew in popularity; by 1855, it had a circulation of 90,000 copies per 


FIGURE 5.4 

The Saturday Evening Post popularized artwork 
on its cover, setting a standard for other 
publications. 


THE SATURDAY 
EVENINGS 


OST 


An Ilustrated Weekly Magazine 
Founded A? D! 1728 éy Benj. Franklin 


NOVEMBER 28, 1903 FIVE CENTS THE COPY 


year. Widely recognized for transforming the look of the magazine, the publica- 
tion was the first to put artwork on its cover, a decision that The Saturday 
Evening Post has said “connected readers intimately with the magazine as a 
whole.” Certainly, The Saturday Evening Post took advantage of the format by 
featuring the work of famous artists such as Norman Rockwell. Using such rec- 
ognizable artists boosted circulation as ‘Americans everywhere recognized the 
art of the Post and eagerly awaited the next issue because of it.”™” 


But The Saturday Evening Post did not only feature famous artists; it also 
published works by famous authors including F. Scott Fitzgerald, Sinclair Lewis, 
and Ring Lardner. The popularity of these writers contributed to the continuing 
success of the magazine. 


THE STOLEN INTERVIEW 


THE CURTIS PUBS OM PANY, PHILADELPHIA 


Youth’s Companion 


Source: "Saturday Evening Post", November 28th, 
1908, https://commons.wikimedia.org/wiki/ 
File:Saturday_evening_post_1903_11_28_a.jpg. 


Another early U.S. mass magazine was Youth's Companion, which was published 
between 1827 and 1929, when it merged with The American Boy. Based in Boston, 
this periodical featured fairly religious content and developed a reputation as a wholesome maga- 
zine that encouraged young readers to be virtuous and pious. Eventually, the magazine sought to 
reach a larger, adult audience by including tame entertainment pieces. Nevertheless, the magazine 
in time began featuring the work of prominent writers for both children and adults and became “a 
literary force to be reckoned with.””®” 


Price Decreases Attract Larger Audiences—and Advertisers 


While some magazines such as The Saturday Evening Post and Youth's Companion were fairly 
popular, most publications struggled to achieve widespread circulation. The publications cost the 
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then-hefty sum of 25 or 35 cents per issue, limiting readership to the relative few who could afford 
them. This all changed in 1893 when Samuel Sidney McClure began selling McClure’s Magazine, 
originally a literary and political magazine, at the bargain price of only 15 cents per issue. It found 
immediate success. 


The trend caught on. Soon, Cosmopolitan (founded 1886) began selling for 12.5 cents, while Mun- 
sey Magazine (1886-1929) sold for only 10 cents. All three of these periodicals were widely successful. 
Frank A. Munsey, owner of Munsey Magazine, estimated that between 1893 and 1899 the ten-cent 
price increased readership from 250,000 to 750,000."*! Publishers learned that, supported by adver- 
tising, magazines could be sold for less than they cost to produce. Because of greater circulation, 
publications could charge more for advertising space and decrease the cost to the customer. 


By 1900, advertising had become a crucial component of the magazine business. In the early 
days of the industry, many publications attempted to keep advertisements out of their issues 
because of publishers’ natural fondness toward literature and writing. However, once circulation 
increased, advertisers sought out space in magazines to reach the larger audience. Magazines 
responded by raising advertising rates, ultimately increasing their profitability. By the turn of the 
20th century, advertising became the norm in magazines, particularly in some women's magazine, 
where advertisements accounted for nearly half of all content. 


Early Twentieth-Century Developments 


The embrace of advertising, which lowered the price of a magazine, increasing its circulation, 
helped usher in a prosperous 20th century for magazines. Bolstered by the economics, publishers 
experimented with new types of magazines, including news, business, and picture magazines. In 
time, these types of publications came to dominate the industry and attract vast readerships. 


Newsmagazines 


One of the great success stories in 20th century publishing was the rise of the newsmagazine. As 

l ATA publishers saw the advantages of summarizing and digesting the explosion of worldwide informa- 
A journal that specializes in : h nal d lable duri hel hand | h : Keydesi dth 
reporting and commenting tion that technology made available during the late 19th and early 20th centuries, they designed the 
on current events. newsmagazine. In 1923, Time became the first newsmagazine that focused on world news. 
Time began publication with the proposition that “people are uninformed because no publication 
has adapted itself to the time which busy men are able to spend simply keeping informed.””” 
Although the periodical struggled during its early years, Time hit its stride in 1928 and its readership 
grew. The magazine's signature style of well-researched news presented in a succinct manner con- 
tributed greatly to its eventual success. 


newsmagazine 


Several other newsmagazines came onto the market during this era as well. Business Week was 
founded in 1929 with a focus on the global market. Forbes, currently one of the most popular finan- 
cial magazines, began printing in 1917 as a biweekly publication. In 1933, a former Time foreign editor 
founded Newsweek, which eventually attained a circulation of nearly 4 million readers. Through- 
out the 1900s, Newsweek and Time continued to compete with each other. We will see in the section 
below, that the 2000s would not be kind to the newsmagazine. 
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Picture Magazines 


Photojournalism, or the telling of stories through photography, also became popular during the 
early 20th century. Although magazines had been running illustrations since the 19th century, as 
photography grew in popularity so did picture magazines. The most influential picture magazine 
was Henry Luces Life, which regularly published between 1936 and 1972. Within weeks of its initial 


photojournalism 


The telling of stories 
through photography. 


publication, Life had astoundingly gained a circulation of 1 million. In Luces words, the publication picture magazine 
aimed “to see life; to see the world; to witness great events; to watch the faces of those living in A journal that specializes in 
poverty and the gestures of the proud; to see strange things.” It did not disappoint. Widely cred- photography and typically 
ited with establishing photojournalism, Life captured the attention of many on first read. With 96 features large spreads of 


photos with short captions 


large-format glossy pages, even the inaugural issue sold out. The opening photograph depicted an anal taw arides. 


obstetrician holding a newborn baby with the caption “Life begins.””” 


FIGURE 5.5 
Taking advantage of people’s interest in photojournalism, Life magazine gained a circulation of 1 million in a matter 
of weeks. 


z 
= preg 


Source: Ralf Liebhold/Shutterstock.com 


While Life was the most influential picture magazine, it was certainly not the only photo-cen- 
tric publication. Popular biweekly picture magazine Look, printed between 1937 and 1971, claimed to 
compete with Life by reaching out to a larger audience. Although Look offered Life stiff competition 
during their almost identical print runs, the latter magazine is widely considered to have a greater 
legacy. Several other photo magazines—including Focus, Peek, Foto, Pic, and Click—also took their 
inspiration from Life. 


Into the 2020s: “Who Killed Time Inc.?” 


The 2000s have not been kind to magazines.™! During the late 20th and early 21st centuries, the 
access to online information began to greatly affect both the magazine industry and the print 
media as a whole. Much like newspaper publishers, magazine publishers have tried to rethink their 
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structure and their ability to reach out to an increasingly online market. Even the idea of appealing 
to niche audiences was taken over by online media. 


We will devote an entire section to the fate of individual, popular American magazines later in 
this chapter. This quote, however, will help us conclude this brief history. “It's just one shattering 
body blow after another. Ninety-five years, and down it went at last.” The lines are taken from the 
article, “The Dismal Tale of the Wretched Decline of Time magazine."™! Though it is a tale that can 
be told of numerous magazines, we will see that some magazines have survived. Indeed, the quote 
was taken from a magazine—Wired. 


Key Takeaways 


e The first magazine was published in Germany during the 17th century. The success of this 
publication led to the introduction of magazines across Europe. During the 17th and 18th 
centuries, publishers founded several different types of periodicals aimed at diverse audi- 
ences, including the upper class and women. 

e The 1880s triggered the arrival of mass circulation magazines in the United States. Publish- 
ers found that advertisers could support them and began offering less expensive magazines 
to a wider audience, promoting greater consumption of the print media. 

e The introduction of newsmagazines and picture magazines dramatically changed the U.S. 
magazine industry during the early 20th century. However, newsmagazines, such as Time 
and Newsweek, faltered as people moved to online sources of information. 


Exercises 


Does your town have a bookstore or magazine stand? If so, visit the site and study what publi- 
cations have survived in paper format. Then answer the following questions. 


e Why do you think these magazines have survived into the 2020s? 

e Select one of the magazine titles and do some research. How has the magazine changed 
over time? 

e Based on the way the magazine has adapted to the 2020s, how do you predict the magazine 
will evolve in the future? 


5.3 The Role of Magazines in 
American Culture 


Learning Objectives 


1. Identify how magazines helped usher in a change to national audiences and advertising in 
the early 1900s. 


2. Describe how magazines were sites for popular literature and pulp fiction and nonfiction. 
8. Identify how magazines focused on teenagers and the backlash against that focus. 
4. Describe how magazines helped create a celebrity culture in the United States. 
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Although magazines are now fighting to find their niche in the media landscape of the 2020s, they 
have—and continue to have—great influence on American popular culture. Magazines, of course, 
are different from newspapers. In general, the format, the physical appearance, and organization of 
most magazines allows for a more in-depth discussion of a topic than is possible in the relatively 
constrained space available in newspapers. Most large newspapers, such as The Washington Post or 
the Los Angeles Times, generally cap even their longest articles at 1000 words. Magazines, however, 
frequently allow for double that word count when publishing articles of great interest. They can 
publish large, in-depth stories that can greatly influence social and political life. 


The influence of magazines also includes the large role of advertising in American media—a 
role that other countries have limited. Magazines get more than half their revenue from adver- 
tisers. Other influences of magazines on American culture include impacts on popular literature, 
pulp culture, entertainment, teen culture, and celebrity culture. Magazines deserve their place in 
the pantheon of American media. 


Magazines Highlight National Advertising as a 
Way to Survive 


As we saw, the late 19th century brought with it an increase in mass circulation for the U.S. mag- 
azine industry. Helped by low postal rates designed to support journalism and the education of 
citizens, magazines that had once targeted only a small part of the country suddenly began reach- 
ing a nationwide audience. In addition to the obvious benefit of increased magazine revenue, this 
shift to broad circulation caused an interesting phenomenon: the introduction of national trends. 
For the first time in U.S. history, mass circulation allowed news, stories, consumer goods, and fash- 
ions to be diffused and advertised to widespread, rather than regional, audiences. Mass circulation 
of magazines united the country as geographically diverse consumers read the same stories and 
saw the same advertisements. 


Due to this growth in readership, advertisements became increasingly vital to the magazine 
industry. Advertisers sought to reach a large audience, and magazines willingly afforded them that 
opportunity, selling advertising space at higher rates. One business manager of Scribner's Monthly, 
an early popular magazine, solicited advertisements by discussing the readership boom: 


The publishers of Scribner’s Monthly will insert in each number of the magazine certain 
pages devoted to advertisements of a character likely to interest magazine readers. These 
will not increase the postage, while they will add materially to the ability of the publishers 
to render their magazines readable and attractive. The press of advertisements upon our 
first number shows how quickly the claims of the new monthly upon the business public 
are recognized. Our edition will be very large, and it will have a national circulation. It is 
now well understood that a first-class popular magazine furnishes to all men who seek a 
national market the very best medium for advertising that exists.”"! 


That national market was an entirely new one for publishers and advertisers. By the 1930s, 
market research had become the norm for periodicals as magazines—and advertisers—worked to 
better understand what readers wanted in their publications. However, markets can also be cre- 
ated. Many publishers embraced the potential of magazines to simply tell or show people what they 
wanted or even needed, thus solidifying the role of the magazine as a driver of popular culture. As 
one editor said, if marketers need to find out what people want, it is already too late.” 
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literary magazine 


A magazine that 
specializes in the 
publication of fictional 
stories. 


Magazines Create Sites for Popular Literature 


Magazines offered a place not only for advertisers but also for authors and poets to reach a large 
audience. Previously, authors had to sell books or small pamphlets. There was little in between. Sev- 
eral publications regularly hired both new and established authors to write stories. As circulation 
increased, so did the desire for these authors to publish their work. 


Literary magazines enjoyed a boom during the 19th century, publishing some of the period's 
most important fiction. At one point or another, nearly every important American writer con- 
tributed to literary magazines, such as Harper's or the The Atlantic. For example, Edgar Allan Poe, 
Mark Twain, Walt Whitman, and Ernest Hemingway all published in periodicals throughout their 
careers. Even writers working outside the country, such as Ezra Pound and James Joyce, sought out 
U.S. magazines to publish works, some of which had been banned elsewhere.”” 


FIGURE 5.6 
The Atlantic has been publishing literary work since 1857. 


p \ 


Source: dennizn/Shutterstock.com 


Just as magazines offered authors a chance to display their writing to a large audience, they 
also allowed readers a taste of available literature. Even today, magazines print portions of books, 
which give readers a preview of the complete text. Portions of literary classics including Uncle Tom's 
Cabin, Walden, Moby Dick, Tom Sawyer, Huckleberry Finn, and Ulysses all made their debuts in mag- 
azines. Some novels—such as Edgar Rice Burroughs's Tarzan of the Apes, John Hersey’s Hiroshima, 
and Ernest Hemingway's The Old Man and the Sea—even appeared in magazines in full before 
being published in book form. 


The opportunity to publish in magazines has been invaluable for authors, but literary publi- 
cations have also proved essential for the development of American culture. By publishing literary 
texts, journals have promoted now-classic stories that have defined American literary history and 
have shaped the U.S. story. 
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Magazines Help Foster Pulp Culture 


During the late 1800s, a new type of publication was established: the pulp magazine, an inexpen- 
sive, all-fiction publication named for its rough wood-pulp paper. At the time, dime novels did not ee 

: ; À ; ; . er A publication that 
qualify for the same inexpensive postal rates that magazines did—but the pulps did. Suddenly, indi- specializes in genre-fiction 
viduals had the opportunity to read popular genre fiction in these cheap magazines, like Adventure, stories. 
Horror Stories, Startling Stories, and Weird Tales. 


pulp magazine 


Commonly acknowledged to be the invention of Frank Munsey, the pulps got 


FIGURE 5.7 
their start as adventure magazines, but they eventually diverged into several cat- Although pulp magazines first began publishing 
egories such as love, detective, and western. The fiction stories did remarkably in 1896, they truly gained popularity during the 


early 20th century. 


well until the mid-1930s, when newspaper comics first offered competition by 
printing collections on the same pulp paper. In 1937, however, the two genres 
came together in Detective Comics (where Batman made his first appearance), 
and the industry experienced a major boom. Although intended for children, the 
violent, horror-soaked comics drew a large adult audience. However, the graphic 
content of the pulp strips caused a stir, with the public divided on the nature of 
this new media. Defenders of the comics called them harmless, while critics 
thought they would provoke people to mimic the violent subject matter.” Just 
as legislators struggle today with debates over censorship of television, music, 
and the internet, they did so with pulp comics as well. Negative backlash against 
pulp comics was encouraged through several articles published by child psychol- 
ogist Fredric Wertham, who alleged that comics were leading children into lives 
of crime.” In response to the controversy, an industry group known as the Asso- 
ciation of Comics Magazine Publishers established a Publishers Code in 1948 with 
the aim of regulating the content of pulp comics. The Publishers Code was not 
well enforced, however; many publishers chose to ignore the code, and thus the 
controversy continued to rage. When Senate hearings raised the threat of gov- 
ernment regulation in 1954, the pulp comics industry opted for self-censorship, 
and as a result the much stricter Comics Code Authority was established to con- 
trol what material reached consumers. Source: Wikimedia Commons; httos://commons. 


wikimedia.org/wiki/File: New_Nick_Carter_Weekly_698_- 
_The_Master_Crook's_Match.jpg. 


In spite of (or perhaps because of) the controversy surrounding the maga- 
zines, the industry flourished, and eventually new forms of pulp magazines 
emerged. Amazing Stories offered science fiction. Pictures of hand-drawn women, on pages called 
pinups (to be pinned on walls), filled so-called Girlie Pulps, which found an audience despite experi- 
encing a setback in 1934 when police seized 10,000 copies and burned them. Even though both new 
genres attracted outcry from the public for their indecency, the pulps continued to grow in popu- 
larity. Many have argued that the difficulties of the Great Depression and the uncertainty of a 
looming world war made 1930s audiences ripe for the entertainment offered by fictional heroes, giv- 
ing the pulp genre a ready audience." 


Magazines Foster Entertainment in Other 
Media 


The success of the pulps encouraged another major transformation in mainstream journalism: the 
rise of entertaining fan magazines. Typically focused on television, film, and music, fan magazines we A 

: : : i : A publication that provides 
emerged as national entertainment during the early 20th century. During the early years of motion audere uina 
pictures, magazines such as Photoplay, Picture Play, Movie Mirror, and Movieland began publica- behind-the-scenes look at 
tion, offering subscribers behind-the-scenes glimpses of well-known films. These periodicals were the entertainment industry. 
so successful that, as radio and television became popular, similar magazines came into existence 


fan magazine 
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to cover these new media. Television- and radio-focused magazines also provided weekly timetables 
of programs for their viewers and listeners. Although the emphasis of the fan magazine has 
changed over the years, even today the magazine industry has its share of entertainment pub- 
lications, such as Entertainment Weekly, Rolling Stone, and TV Guide. In addition to providing 
entertainment news to readers, these publications are also useful to celebrities and media produc- 
ers as a platform to market their new products." 


Teen Magazines 


During the 1940s, many publishers began pursuing teenage readers, a previously 


FIGURE 5.8 ignored demographic. Seventeen magazine hit shelves in 1944, setting the stage 
First popularized during the 1940s, teen for lat blicati h Ti Beat and K P le. Th . t 
magazines today target both tween and or later publications suc as iger eat an leen eople. These magazines ar- 
teenage audiences, bringing popular culture to geted young women, offering stories on fashion, makeup, celebrity news, and 
the young. lifestyles. Since their beginnings, teen magazines have kept their articles rela- 
And tively brief, instead reaching their target audiences with bright and bold photos. 


Tiger Beat, for example, was known for its collaged covers featuring a popular 
teen celebrity of the moment. Teen magazines influenced popular culture not 
only through their reporting on celebrities, but also through their articles on 
celebrity fashion, which readers used to adopt fashion trends worn by celebrities. 
Like entertainment magazines, teen magazines were also useful marketing tools 
for celebrities and other media producers. 


During their early years, most teen magazines sought out readers in their 
ne. late teens, even offering articles on colleges. As the market expanded, however, to 
reach a wider audience, these same magazines intentionally targeted the preteen market by featur- 
ing younger actors and including more teenage celebrity gossip. In doing so, the magazine industry 
continues to influence younger and younger audiences, thus making a greater impact on American 

popular culture. 


Source: © Shutterstock, 


Do Magazine Images Negatively Influence Teenage Girls? 


In 2006, the Madrid fashion show made headlines by banning overly thin models to project 
an image of beauty and health. According to fashion show organizers, “models had to be 
within a healthy weight range. That means a 5-foot-9 woman would need to be at least 125 
pounds.”®*! This debate over body issues on TikTok was previously discussed in Chapter 2 Sec- 
tion 1. Indeed, the debate over thin models has been around since the 1960s when model Twiggy 
entered the field. Since then, extremely thin models have ruled the runway despite claims to the 
contrary: Most American runway models measure within an inch or two of 6 feet tall, but weigh 
between just 120 and 124 pounds. With images of these models everywhere, many are growing 
concerned about their effect on American youths, especially teen girls. 


Studies have shown that images of ultra-thin models distort women’s views of health and beauty, 
leading to depression, extreme dieting, and eating disorders. In one study, 69 percent of girls 
said that fashion models influence their idea of the perfect body shape, despite the fact that most 
models weigh 23 percent less than the average female.*! Another study showed that 68 percent 
of Stanford University undergraduate and graduate students felt worse about themselves after 
looking through a women’s magazine.®! Even more worrisome is the fact that young girls are 
being negatively affected by magazine images. “The number one wish for girls 11 to 17 is to be 
thinner, and girls as young as 5 have expressed fears of getting fat. Eighty percent of 10-year-old 
girls have dieted.”®*! 


Some companies are fighting the trend of using super-thin models in their advertising. The com- 
pany, Dove, maker of soap and beauty products, has been an industry leader on the issue of 
body images. In 2004, Dove launched its Dove Campaign for Real Beauty; the company claims 
the goal of the ad campaign is to “help free ourselves and the next generation from beauty stereo- 
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types.”°5 Dove’s ads feature women of many shapes, sizes, and ethnicities in little more than 
their undergarments. Dove stated that it planned to continue using “real women” in marketing 
campaigns.” 


In the 2020s, Dove’s campaign is titled the “Dove Self-Esteem Project.” It offers young girls and 
their parents tips on how to counteract the the deluge of advertising that only uses beautiful, flaw- 
less people. Tips include, “Look at media with a critical eye,” “Use humor to take back control,” 
and “Remember: airbrushing isn’t just about covering acne.” 893 


Magazines Help Create Celebrity Culture 


As magazines promoted entertainment for television, radio, film, and music, they also helped high- 
light individual artists and stars. It was not long before magazines were created that were devoted ae: A 

: : i A publication that provides 
specifically to those people. One of the most famous of these magazines is called People. A stroll mie aA oe wes 
through a corner drugstore or supermarket checkout lane will reveal the vast assortment of of popular celebrities. 
celebrity magazines—also known as gossip magazines—that celebrate these people. 


celebrity magazine 


First popularized during the 1970s, these celebrity magazines promise readers an inside per- 
spective on the lives of the famous. Though we will discuss individual titles, such as People, in the 
following section, the broader point here is that the magazines helped create a celebrity culture 
in which people could be famous for being famous. Often the coverage in the magazines is lauda- 
tory, even adoring. But sometimes celebrity culture can have a dark side, when magazines publish 
gossip stories that feature celebrities in a negative light. Despite the best efforts of celebrities and 
their agents, placement in these magazines can make or break celebrities' reputations and foster 
much drama within the celebrity community. Because of intense competition for stories, celebrity 
magazines may pay large sums of money to celebrities or other sources for exclusive stories and 
photos.” 


Inside the Great Magazines: Inciting Social Change 


Watch this long, but excellent, video on how magazines have created social change. 


Key Takeaways 


e When magazines began distributing nationwide, advertising underwent significant changes. 
Advertisers took advantage of the widespread audience and started marketing national 
trends. Advertising costs skyrocketed, as individuals across the country would now see and 
be influenced by the ads in magazines. 


e During the 20th century, new types of magazines — such as literary magazines, pulp maga- 
zines, fan magazines, teen magazines, and celebrity magazines —all contributed to shared 
pop culture. 


e [een magazines have been a special source of concern, especially over advertising that 
causes body image issues for young girls. 
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Exercises 


Look through a teen magazine like Teen, Seventeen, or CosmoG/RL! and examine the models 
present in them. Then, answer the following writing prompts. 


e Do you see any images that might negatively affect young readers? Do you see any images 
that promote a healthy body image? How might magazines alter their advertisements and 
articles to more positively affect young audiences? 

e How does this magazine differ from the magazines in the early 1900s? What advertising dif- 
ferences do you see? 


5.4 The Specialization of Magazines 


Learning Objectives 


1. Identify different types of specialized magazines. 
2. Trace the history of comic books. 


Section 5 will consider the high-profile titles that people often associate with magazines, from Peo- 
ple to National Geographic to Sports Illustrated. Too often, however, a large segment of the the 
industry can be overlooked in studies of media—specialized magazines. In some ways, all maga- 
zines are specialized, even if the topics are broad, such as sports and celebrities. But over the last 
century and into the 2020s, magazines have increasingly moved into ever more specialized group- 
ings. 

This transformation from general-interest to niche publications took up in earnest with the 
popularization of television. To survive the threat posed by the success of the truly mass medium 
of television, print publications worked to stand out from their competitors by developing market 
niches, targeted to particular audiences. During this transition, magazine editors found that by spe- 
cializing they were also appealing to advertisers hoping to reach specific audiences. No longer were 
ads just going out to the general public. Instead, advertisers could target groups by gender, age, race, 
class, and social and cultural interests. And in the 2020s, the fastest growing magazines are those 
devoted to niche topics, from cannabis to crafts.” 


Professional Trade Publications 


Nearly every trade group produces some sort of professional publication for its members. Many 
trade organizations even have their own libraries that house publications solely dedicated to their 
specific groups. For example, if a person wishes to find information on agriculture, forestry, fishing, 
and hunting organizations, the National Agricultural Library in Beltsville, Maryland, near Wash- 
ington, DC, might offer a starting point. This library is one of five national libraries of the United 
States. It has one of the world's largest agricultural information collections and links a nationwide 
network of state land-grant and U.S. Department of Agriculture field libraries.“ 


This is but one example of the array of trade-group publications available. A list of top trade 
publications includes numerous successful titles.“” 
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1. Publishers Weekly 
Interior Design 

U.S. Banker 
Communication Arts 
Successful Farming 
Editor & Publisher 
Oil and Gas Investor 


on On WN 


Furniture Today 


Scholarly Publications 


Academic journals have, in some form, been around since the early years of magazine publication. 
During the 17th century, the Universal Historical Bibliothéque became the first journal to invite 
scholarly contributions. Today, hundreds of scholarly journals exist, such as the American Eco- 
nomic Review and The Journal of Marriage and Families, and every academic field has its own array 
of journals to which scholars can contribute. 


In the journalism and communication field, top journals include Journal of Communication, 
Communication Theory, Journalism and Mass Communication Quarterly, Journalism Practice, New 
Media and Society, and many more. Most university libraries allow students and faculty access to 
these journals via library databases. 


In every academic field, journals are ranked based on the types of articles they publish, their 
selectiveness, citation metrics, and impact factor. Most academic journals use a peer-reviewing 
process to determine which articles are printed. During this process, a panel of readers reviews an 
anonymous article and then decides whether to accept the paper, accept with changes, or reject it 
altogether. Scholarly publication is essential for graduate students and university faculty members 
alike as they seek to disseminate their ideas and progress in their careers.“* 


Religious Groups 


With faith at the center for many people, it is hardly surprising that there are hundreds of mag- 
azines dedicated to religious groups. From Christianity Today to Catholic Digest, Christian publi- 
cations make up the largest group of religious magazines. But Christianity is not the only faith 
represented in periodicals. Forward, published since 1897, targets the Jewish community, and Tri- 
cycle: The Buddhist Review is affiliated with that belief. Additionally, certain magazines, such as 
CrossCurrents, are designed for people of all faiths. The magazines publishers state that Cross- 
Currents serves as “a global network for people of faith and intelligence who are committed to 
connecting the wisdom of the heart and the life of the mind.” 
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Political Groups 


FIGURE 5.9 Numerous mainstream magazines cover politics, of course. But this specialization is different and 
Close up of Mother Jones includes magazines devoted to particular political groups or beliefs. Whether liberal, progressive, 
online. libertarian, or conservative, most people can find a publication that reflects their political opinions. 
Mother Jones and The Progressive are long-standing magazines on the American left. National 
Review and The American Conservative are aimed at the American right. 


It is interesting that the specialization of political magazines by party or ideology has been 
mirrored by television. Once a truly mass medium, with people around the country watching the 
same three networks, television—with the coming of cable—broke into smaller, specialized chan- 
nels, which now include politics. Fox attracts a conservative audience while MSNBC attracts a 
liberal audience. We will take up this issue in Chapter 9 but the links to political magazines are 
interesting.“ 


Source: Sharaf Maksumov/ 
Shutterstock.com 


Pulp Magazines and Comic Books 


Although pulp magazines are not as widespread as they were at the style'’s height 


FIGURE 5.10 ; of popularity, during the 1930s, this unique niche still plays an important role in 
Colorful graphic of Captain America flying 


foward the reader. He wears-a blue-unifonh the magazine industry, with titles surviving through the field's many changes. 
with the signature “A” on the helmet. His cape One such example is Asimov's Science Fiction, a science fiction magazine founded 
and weapons can be seen behind him. in 1977 and still popular today. It was founded because “one of science fiction's 


most influential and prolific writers, Isaac Asimov, wanted to provide a home for 
new SF (science fiction) writers—a new magazine that young writers could break 
into.“ The magazine continues to support writers and has published some of 
the genre's most well-known authors. True to its original intention, the magazine 
publishes stories of varying lengths for the avid science fiction fan. 


Another modern example of a genre magazine is Ellery Queen's Mystery Mag- 
azine. First launched in 1941 to “raise the sights of mystery writers generally to a 
genuine literary form,” the journal has published a large number of now 

oe À famous writers including Rudyard Kipling, William Faulkner, Ernest Hemingway, 
Source: Anton_Ivanov/Shutterstock.com Norman Mailer, and Alice Walker. Today, the publication prides itself on being “on 
the cutting edge of crime and mystery fiction, offering readers the very best stories being written in 
the genre anywhere in the world.”“*! 


No discussion of pulp magazines would be complete without reference to comic books. Comics 
became part of print media in the late 1800s but the explosive popularity of newspaper cartoons 
during the Depression of the 1930s laid the groundwork for the pulp comic book. The launch of 
“Superman” in 1938 is often seen as a touchstone for comics.” Created by Jerry Siegel and Joe Shus- 
ter, Superman—flying across the sky with his red cape flapping—is possibly the most recognizable 
comic book figure ever created. 


Superman's success naturally spawned a new genre of similar characters with secret identities, 
superhuman powers, and colorful outfits and leggings, such as Batman and Robin, Wonder 
Woman, Green Lantern, and Flash. Though the Depression gave birth to the comic book, World War 
II heightened its popularity. 
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Captain America 


“The sales of comic books increased markedly during World War Il. They were cheap, portable 
and had inspirational, patriotic stories of good triumphing over evil. The tales very much reflected 
the events and values of the time.”®°! Pro-American characters were popular, especially during 
wartime. For example, in his very first issue, Captain America was portrayed battling Adolf Hitler. 


Each era seems to find its own comics. The 1960s gave birth to the Marvel Universe, which 
includes characters like Spider-Man, Iron Man, Captain America, the Hulk, Thor, Wolverine, Ant- 
Man, the Wasp, Black Widow, Captain Marvel, Black Panther, Doctor Strange, and the Scarlet Witch. 
The 1980s saw the rise of Manga, which means comic book or comic strip in Japanese. Developed in 
Japan, manga became a global sensation. The 2020s have seen the comic book heroes move to the 
movie screen in some of the world’s most popular films. 


Hobby and Interest Magazines 


Perhaps the most popular classification is that of hobby and special-interest magazines, a reflection 
of the wide array of hobbies and interests that different individuals enjoy. These titles soared 
in popularity during the COVID-19 pandemic. With people forced to stay home in quarantine, 
many developed new hobbies and interests." Within this classification of journals, one can find 
magazines on such topics as sports (Bicycling), wellness (Prevention), cooking (Bon Appétit), home 
decoration and renovation (This Old House), and travel and geography (Southern Living). 


Readers interested in specific hobbies can generally find a magazine that caters to them. Pho- 
tographers, for example, can subscribe to the British Journal of Photography, the world’s longest- 
running photography magazine, in publication since 1854. This journal prints “profiles of emerging 
talent alongside star names, a picture-led Portfolio section, business analysis and detailed technol- 
ogy reviews.” Music enthusiasts can choose from an array of publications ranging from general 
ones such as Rolling Stone and Billboard to highly specific such as the Journal of the International 
Double Reed Society and Just Jazz Guitar. There are also magazines entirely devoted to crafting, 
such as Creating Keepsakes for scrapbook enthusiasts, and for pet ownership, such as Dog Fancy 
and Cat Fancy. 


Key Takeaways 


e Niche publications include magazines that cater to trades, political and religious groups, 
scholars, and hobbyists in such diverse fields as sports, crafts, music, and even pets. 


e Comic books, with their roots in newspaper comics and pulp magazines, have remained 
popular for almost 100 years. 


Exercises 


Specialized magazines are often a media form overlooked by college graduates in their job 
search. Look at the various specializations outlined in this chapter. Choose one of interest to 
you and investigate some of the possible titles. Then, answer the following writing prompts. 


e What do you learn about the magazine from its digital edition? 
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e How do the articles reach out to the target demographic? 
e How are the advertisements doing the same? 


5.5 Trends in Magazine Publishing 


Learning Objectives 


1. Identify the American magazines with the highest circulations. 


2. Determine the fate of many, once iconic, magazines. 


Magazines have evolved significantly since their beginning centuries ago. Magazines have shaped 
the world by bringing news, entertainment, literature, and photography to their readers. In par- 
ticular, the magazine industry has profoundly affected America, home to so many of the world’s 
most popular magazines. Yet some of the most iconic magazines titles have not survived the digital 
era. This section explores a number of popular magazines and how they have fared entering the 
20208. 


High-Circulation Magazines 


The highest circulating magazines in the United States differ greatly in style and audience. The list- 
ing can change from year to year, even from month to month. But the top magazines are actually 
ones that many people never consider, such as AARP The Magazine, AARP Bulletin, Parade, and 
Costco Connection. They are part of a subscription or membership and thus are regularly in the top 
tier of U.S. magazines. They deserve our attention. 


AARP The Magazine and AARP Bulletin 


Some may be surprised to learn that the top two magazines with the highest circulation in the 
United States are not ones readily available to buy at a newsstand or grocery store: AARP The Mag- 
azine and AARP Bulletin. Published by the nonprofit organization AARP (formerly known as the 
American Association of Retired Persons), both are automatically sent to the organization's more 
than 35 million members.™! 


AARP The Magazine publishes lifestyle articles and includes sections dedicated to health, 
money, work, relationships, and travel, among others, for people over 50. Its mission statement 
shows how hard the magazines works to serve its market: 


AARP The Magazine provides three editorial versions targeted to different life stages 
(50-59, 60-69, 70+) to empower readers with editorial written just for them. Annual editor- 
ial packages, strong service journalism, and celebrity profiles will be presented in a warm, 
vibrant and inviting format to encourage readers to reflect, engage and enjoy.*“! 
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The focus of AARP Bulletin is on social and political issues facing Americans over 50, especially 
in the arenas of health care, finance, and consumer protection.” Rather than presenting lifestyle 


stories, this publication focuses on news stories of interest to its target audience. 


AARP Bulletin chronicles and interprets important social issues that affect 50+ Amer- 
icans. News, balanced analysis, and concise stories, in an accessible format, motivates 
these influential readers to engage in public policy on health care, financial well-being, 


and consumer protection.”"! 


Parade 


Parade Magazine is another different take on high-circulation magazines. It is a free “insert,” inside 
Sunday newspapers across the United States. Parade's circulation of 22 million puts it behind the 
AARP titles but Parade claims to be “the most widely read magazine in America,” with 54.1 million 
readers. The thinking is that numerous family members pick up and read the magazine once it is 


in the house. 


First published in 1941 as a Chicago print publication, Parade found its success with the Sunday 
insert formula. More than 700 newspapers now include the magazine on Sundays. The stories are 


light. Parade’s mission statement is . . . lively. 


PARADE needs no introduction to its 74 million readers, who value it for the fun and infor- 
mation of Personality Parade, for the challenge and wit of Ask Marilyn, the currency of 
ideas in Intelligence Report and, above all, for its relevance. PARADE begins with a sin- 
gle, powerful image that draws readers in and then holds them with stories that educate, 
entertain and empower. Joining the right writer to the right idea, PARADE consistently 
provides its readers with quality stories. That quality itself is defined by three elements: 
clarity, authority and substance. Each article must be clear in design and content and well 
researched and written with a voice of authority. It must also have substance, telling read- 
ers something they didn't know before and giving them an opportunity to effect change.” 


Costco Connection 


Costco Connection is another membership-driven magazine. The magazine is 
included as part of the Costco Executive program, the top tier of membership in 
Costco, the large member-based shopping emporium. It claims 14.3 million copies. 


Costco mails out the magazine each month to executive members for free. 
It features product reviews, electronics, recipes, offers from Costco's travel and 
auto services, and numerous ads for its Kirkland Signature products. 


Reporting on the success of Costco Connection, CNN says, “The magazine is 
no stunt. Like Costco's popular $4.99 rotisserie chickens and $1.50 hot dogs at 
food courts, the Connection is emblematic of Costco's strategy to stand out 
against Amazon and Walmart by offering members distinct services and prod- 
ucts,” 
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FIGURE 5.11 

The Costco Connection is not only a 
high-circulation magazine but a successful app 
for its members. 


" 


The Costes “anne tion 


Source: PREMIO STOCK/Shutterstock.com 
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Reader’s Digest 


With more than 10 million subscribers, Reader's Digest can boast it is the highest paid circulation 
magazine in the country behind the three membership-based magazines. First published in 1922 by 
DeWitt and Lila Acheson Wallace, Reader's Digest was built on the same premise as the news mag- 
azine—that people were being overwhelmed by information. But rather than report and write the 
news, the Wallaces collected and condensed the news. Each issue contained 31 articles (one to read 
each day of the month). 


FIGURE 5.12 
Collections of Reader’s Digest covers are shown displayed on a table. The headlines mostly show family or medical 
stories. 


How To Ket 
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Everyone Sn e adı 
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Source: Alistair McLellan/Shutterstock.com 


It was an immediate success and was often the top-ranked magazine in America. It also had 
a significant international circulation, published in more than a dozen languages. The magazine 
eventually began producing its own journalism and found continued success. Like many magazines 
in the 2010s, Reader's Digest faltered in its digital transition, almost foundered, but righted itself by 
the 2020s.” 


The magazine wrote this in 2021: “Heading into its 100th anniversary, Reader's Digest is Amer- 
icas fourth largest-circulation magazine brand, standing out more than ever in today’s cultural 
landscape due to its themes of optimism, faith, heroism, trust, humor, and wellness.”®! 


Newsmagazines 


As we have discussed earlier, newsmagazines became hugely popular during the 1920s as people 
sought vehicles that could summarize and analyze increasing amounts of information. One hun- 
dred years later, people still have that need but newsmagazines are not often how people fill that 
need. Email newsletters, alerts from Twitter, Facebook, and various news organizations, and many 
other news sources have greatly eroded the popularity of newsmagazines. We will take a look at 
some of the once-formidable titles, including Time, Newsweek, and U.S. News & World Report. 
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Time 


As we saw in our history of magazines, Time was the forerunner of newsmagazines. Founded in 
1923, Time created a model for reporting, aggregating news from others, and creating distinctive fea- 
tures, such as “Man of the Year” and then “Person of the Year.” At times, it was the biggest-selling 
magazine in the country. Its parent company, Time Inc, eventually oversaw other popular titles, 
such as Sports Illustrated and People. 


But the digital age, with its multiple sources of often-free information, was hard on Time. In 
2012, at the dawn of the digital age, Time's circulation was over 3 million. In just five years, the mag- 
azine lost 1 million of those readers!” The magazine continued to lose readers (and advertisers). In 
2017, Time Inc. was forced to sell Time (along with its sister magazines, Fortune, Money, and Sports 
Illustrated) to Meredith Corporation, which, within months, sold the magazine to Marc Benioff, the 
billionaire owner of Salesforce, and his wife, Lynne. Since then, the magazine has changed to a bi- 
weekly, stabilized with circulation over 1 million, and supports its online edition. 


Benioff tweeted: “The power of Time has always been in its unique storytelling of the people 
& issues that affect us all & connect us all. A treasure trove of our history & culture. We have deep 
respect for their organization & honored to be stewards of this iconic brand." 


FIGURE 5.13 
Array of Time magazine covers laid out side by side showing he wide variety of topics covered. 


Source: Elnur/Shutterstock.com 


Newsweek 


Newsweek's initial February 1933 issue was called News-Week. The magazine was a deliberate and 
skilled imitation of Time. Yet, displaying the power of the newsmagazine concept in the 1900s, the 
magazine found success. The weekly found success with comprehensive coverage of world events 
and a global network of correspondents covering national and international affairs, business, sci- 
ence and technology, society, and the arts and entertainment. It thrived in the late 1900s after its 
purchase by the Washington Post Co. in 1961. 
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Like Time and other magazines, however, Newsweek floundered in the digital age. The U.S. 
recession of 2008, with the resulting cut in advertising by national companies, proved too much. In 
2010, the Washington Post Company sold the magazine to Sidney Harman for one dollar (Harman 
took on the debts of the magazine). Newsweek then lurched through changes. The print edition 
ended in 2012 and the magazine tried to survive as a digital-only publication. The magazine was sold 
again and the print edition relaunched in 2014.°" In 2018, Dev Pragad took over the magazine and, 
though Newsweek continues to publish in the 2020s, the magazine has lost its reach and power. 
One scathing reviewer wrote, all that is left is “clickbait” and “a general sense of drift.” He contin- 
ued: “While the name Newsweek still carries a certain authority—remnants of its status as a legacy 
outlet—and the magazine can still bag an impressive interview now and then, it serves an opaque 
purpose in the media landscape.” 


U.S. News & World Report 


Created through the merger of a newspaper and a magazine, U.S. News & World Report joined Time 
and Newsweek as a leading newsmagazine in the 1900s. In 1933—the same year that Newsweek 
debuted—journalist David Lawrence began publishing a weekly newspaper called the United States 
News. Six years later, he founded a weekly magazine titled World Report. In 1948, the two weeklies 
merged to create the new U.S. News & World Report. The magazine's focus was similar to those 
of Time and Newsweek, but U.S. News & World Report concentrated more on political, economic, 
health, and education stories, perhaps in part because it was based not in New York but in Wash- 
ington, DC" 


Although for most of its long history the magazine published weekly, in 2008, battered by the 
recession and the internet, it announced a transition to a monthly printing schedule, vowing to 
concentrate on its website. And by 2010, the magazine was primarily digital with its paper products 
devoted to special issues. The magazine is perhaps best known for its annual ranking of U.S. col- 
leges. This ranking began in 1983 and has since evolved to include newsstand books of America's 
Best Colleges and America's Best Graduate Schools. Since the ranking system began, parents and 
students turn to the publication for information about the strengths and weaknesses of various 
schools, which in turn worry about their placement in the rankings." 


Women’s Magazines 


Female readers have been important to the magazine industry since the early 19th century, initially 
because women were not traditionally part of the work force and were believed to have more 
leisure time to read. This lucrative market has grown over time but has also seen increasing 
upheaval. In an increasingly online era, many magazines have sought ways to expand their scope to 
reach a larger audience. Three archetypal publications, Ladies’ Home Journal, Good Housekeeping, 
and Better Homes and Gardens, part of the “Seven Sisters,” a group of titles traditionally targeted at 
women, show the changes faced by women's magazines in the 2020s. 
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Ladies’ Home Journal A History of Women’s 


Magazines 
This video covers the history 
Ladies’ Home Journal began in 1879 as a column for women published in the Tribune and Farmer of women’s magazines. 


newspaper. The column grew in popularity so rapidly that, by 1883, Louisa Knapp Curtis published 
asupplement, the Ladies’ Home Journal and Practical Housekeeper. For more than 100 years, Ladies’ 
Home Journal focused on style, health, relationships, and food. Perhaps its most recognizable fea- 
ture was a column titled “Can This Marriage Be Saved?,” which made its debut in 1953. The regular 
column featured stories of real-life couples struggling in their marriages, offered advice from mar- 
riage and family therapists, and projected the outcomes. But the magazine could not survive the 
2008 recession, changes in reader habits and lifestyles. In 2014, the magazine said it would stop pub- 
lication." It tried to survive for two years as a quarterly publication available on newsstands but view in the online reader 
closed for good in 2016. 


Good Housekeeping 


In May of 1885, Good Housekeeping began publishing with the intention of providing “information 
about running a home, a broad range of literary offerings, and opportunities for reader input.” 
Fifteen years later, the magazine founded the Good Housekeeping Research Institute. The research 
institute includes a product-evaluation laboratory where a staff of scientists, engineers, nutrition- 
ists, and researchers evaluate a wide variety of products. The magazine then reports their findings 
to its readers to “improve the lives of consumers and their families through education and product 
evaluation.” Despite the challenges faced by many magazines, Good Housekeeping consistently 
ranks in the top 10 of U.S. magazine circulation as readers find useful the combination of research, 
reviews, and entertainment.” 


Better Homes and Gardens 


Making its print debut in 1922, Better Homes and Gardens entered the industry 
later than many of its counterparts. But the magazine found its niche and is often 
ranked in the top 10 in circulation in the United States.! Since its inception, the 
publication has focused on home and gardening style and decorations. Similar to 
Good Housekeeping, the magazine has been able to survive into the 2020s by 
offering readers a combination of entertaining features but also useful tips and 
reviews for... homes and gardens. 


FIGURE 5.14 
Close-up of two Better Homes and Gardens 
covers showing the focus on the home. 


Other Specialized Magazines 


Although women’s magazines have existed, and even thrived, for much of the his- Source: digitalreflections/Shutterstock.com 
tory of the medium, other magazine specializations, such as titles devoted to wine, bowling, 

yachting, health, fitness, and many more, have been developed. Some have flourished and some 

have seen their moment pass. In particular, two specializations—sports and celebrities—have 

endured. 


Sports Illustrated 


When Time co-creator Henry Luce launched Sports Illustrated in 1954, his staff was doubtful about 
its chances. Spectator sports had not yet reached the level of popularity they have today, and the 
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new magazine failed to make a profit for its first 12 years of publication. As television brought spec- 
tator sports to the growing suburbs, however, their popularity quickly rose, and Sports Illustrated 
became a success. Managing editor Andre Laguerre assembled a staff of talented, loyal writers and 
instituted the extensive use of color photographs, developing the basis for the format the magazine 
still uses. 


In 1964, Laguerre initiated the Sports Illustrated Swimsuit Edition as a way of increasing sales 
during the winter months when there are fewer developments in sports. Putting model Babette 
March on the cover in a bikini helped the magazine sell, and the swimsuit edition became an 
annual tradition. Filled with pictures of models in revealing swimwear, the issue generates its share 
of controversy but is consistently the best-selling issue of the magazine each year. 


FIGURE 5.15 However, the digital age has not been kind to Sports Illustrated. Sports fan 
Close up of the Sports Illustrated logo on their have instant access to a plethora of news, photos, and videos. Circulation and 
app. advertising dropped. It began cutting back on issues in the mid-2010s 
before becoming a biweekly in 2018. That same year, Time Inc. sold the ailing 
magazine to Meredith and, within a year, Meredith sold it to Authentic Brands, 
which in turn licensed a company called The Maven to run print and digital oper- 
ations. The result has been a sometimes acrimonious organization between the 


mien owner and operator. 
In 2020, the magazine went from bi-weekly publication to monthly. Said one 


reporter, “SI undoubtedly would have faced challenges in the 21st century no mat- 
ter how it handled the last few years of the 2oth, but it was relatively slow to 
embrace the digital revolution and was left behind.”"™ 


Sports Illustrated Maqasing 


Source: PREMIO STOCK/Shutterstock.com 
ESPN the Magazine 


ESPN, the cable news channel totally devoted to sports, was a dominant force on television for 
decades. Trying to capitalize on that success, ESPN the Magazine was launched in 1998 to compete 
with Sports Illustrated. It attempted to add humor and features to sports coverage that built on the 
reputation of television anchors. It published every other week and initially found success, often 
landing in the top ten magazines list by circulation."! Like many magazines, ESPN the Magazine 
found trouble in the 2010s and scaled back to 24 issues a year in 2016, then became a monthly in 
2018. Unlike other publications, the magazine was an important but not essential element of the 
company. As hard times continued, the magazine closed in September 2019." 


People 


Despite being criticized at times for their less-than-sophisticated approach to journalism, celebrity 
magazines bring in enormous profits and help shape U.S. pop culture. They fuel the obsession some 
Americans have with the mundane day-to-day details of the lives of celebrities, from movie stars to 
musicians to British royals. 


People has been the most prominent and successful of the celebrity magazines. It is a rele- 
taively recent publication. It first began publishing as a spin-off of Time magazine's “People” section 
in 1974. The publication sets itself apart from other celebrity gossip magazines by publishing 
human-interest stories alongside photos and articles about celebrities. Time Inc. eventually sold 
the magazine to Meredith. The publishers of People state that they try to follow journalistic stan- 
dards and avoid pure Hollywood gossip articles. They also state they refuse to publish stories 
without some sort of verification.” This editorial slant is unique among celebrity magazines, and, 
possibly as a result, the publication frequently receives exclusive interviews and photo shoots with 
celebrities. The somewhat more respectful relationship between the publishers and some celebri- 
ties has helped People become the most popular celebrity magazine in circulation, often in the top 
10 of U.S. magazine circulation.” 
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National Geographic 


National Geographic was founded in 1888 by the National Geographic Society and has been pub- 
lished continuously since then, making it one of the most successful magazines ever. Proceeds from 
the magazine helped support the society’s scientific expeditions. Its topics are a broad interpreta- 
tion of its geographic roots and include culture, science, history, and exploration. Unlike its name, 
the magazine is decidedly not national but global in scope. The magazine's distinctive appearance 
adds to its familiarity. It sports a thick, yellow rectangular border and makes plentiful use of dra- 
matic photography, especially for its covers. 


At its zenith, National Geographic was perhaps the most well-read magazine in the world as 
it was translated into dozens of language and available worldwide. But it was not immune to the 
changes brought by the digital age. Its circulation and advertising fell in the 2010s and the National 
Geographic company was forced to partner with Rupert Murdoch's 21st Century Fox.'"! The mag- 
azine changed hands again when Disney bought 21st Century Fox and it has stabilized under 
Disney's ownership.**! 


FIGURE 5.16 
Several National Geographic magazines showing their focus on nature and the world. Titles include “Why We 
Explore” and “Cuba”. 


Source: JuliusKielaitis/Shutterstock.com 


Key Takeaways 


e AARP The Magazine, AARP Bulletin, and Costco Connection boast three of the four highest 
U.S. circulations among contemporary magazines. They are delivered to members of an 
organization. 


e The fourth largest magazine is included free in many Sunday newspapers. 


e Paid circulation magazines, such as Reader’s Digest, women’s magazines, and other spe- 
cialized titles, have been challenged by the loss of advertisers and readers to the internet. 
But many have found a way to survive. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


170 Understanding Media and Culture in the 2020s 


Exercises 


Study the top-10 highest circulating magazines, many of which are outlined here. Then, answer 
the following writing prompts. 


e Why might these magazines rank higher in circulation than others? What themes, audiences, 
and differences set these apart? 


e What do you think magazines need to do to survive in the digital age? 


5.6 The Future of Magazines in the 
2020s 


Learning Objectives 


1. Discuss how the question “Is print dead?” has continued to hang over magazines. 
2. Determine how print magazines have successfully adapted to an online future. 


In researching this section, I used the search term, “the future of magazines.” One of the results 
seemed promising: an article in The New York Times, “What Future for Magazines?” The date, how- 
ever, was April 27, 1969. I was curious. It was available only through the Times archive, the aptly 
named, “timesmachine.” And so: what future for magazines in 1969? 


The Times reporter, Philip H. Dougherty, patiently explained: “A magazine, despite the romantic 
aura that may surround it, is a product—like a bar of soap. To succeed it must be strong in four 
areas—editorial, circulation, advertising and business.”™ And by all those measures, in 1969, maga- 
zines were thriving. 


Dougherty spoke to “media men” and “magazine men” to divine the future of magazines. The 
only cloud on the horizon, Dougherty noted, was the increasing influence of television, which was 
taking away circulation and advertising, with effects on editorial and business. To remain strong, 
the “media men” said, magazines must “prove their vitality, their efficiency, their immediacy, and 
their uniqueness as an editorial force.”®” 


And now, more than 50 years later, with the internet taking away circulation and advertising, 
with effects on editorial and business, what future for magazines? 


Is Print Dead? 


At the start of the 2000s, the question of the future of magazines took on a more ominous note. The 
question became: Is print dead? 


The question has now dominated the magazine (and newspaper) industries for decades, fueled 
by the explosion of non-paper devices to consume information, from computers to laptops to 
tablets to cellphones." In a 2005 published debate on the topic, former print editor-turned-blogger 
Jeff Jarvis squared off against John Griffin, president of the National Geographic Society's maga- 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 5 Magazines in the 2020s 171 


zine group. Jarvis claimed, “Print is not dead. Print is where words go to die.” But Griffin countered, 
“Actually print is where words go to live—were still reading the ancient Greeks.”*! 


In 2008, The New York Times printed an article titled, “Mourning Old Media's Decline,” in which 
author David Carr described multiple announcements of job loss in the print industry. Thousands 
of individuals working at magazines and newspapers faced layoffs because of reduced subscriber 
and advertiser demand. “Clearly the sky is falling,” he wrote, “The question now is how many peo- 
ple will be left to cover it.”*? Carr articulated the shift in readership from print to web, saying, “The 
paradox of all these announcements is that newspapers and magazines do not have an audience 
problem—newspaper websites are a vital source of news, and growing—but they do have a con- 
sumer problem.”** It seemed that people like to read the stories of newspapers and magazines—but 
not on paper. 


But. Print is still alive. After the decades of gloomy introspection, it may not be surprising that 
surviving magazines and other media now have triumphantly turned the phrase around: Print 
is not dead, they proclaim. “Stop Saying Print Journalism Is Dead. 60 Magazines Launched Dur- 
ing This Crazy Year,” Forbes wrote at the end of 2020.5” Said another: “Print Isn't Dead, It's Dead 
Sexy.”**! Although competition is becoming more and more fierce, the total number of magazine 
readers in the U.S. has actually seen a slight increase in the last decade. The number of magazines 
in the U.S. has also grown steadily each year." Magazines have survived. How? 

America’s Magazine 


This is a promotional but 
interesting look at the survival 


Memberships and Subscriptions of the Saturday Evening Post. 
. MOENG? : ; ; re THE SATURDAY 
As we saw in our discussion of top circulation magazines, an increasingly important factor for suc- EVENING POST 


cess in the 2020s is paid subscriptions. From the inception of magazines, subscriptions were 
important. But advertising was more important. However, television and the internet have taken 
away the ads that once filled magazines. Magazines in the 2020s now rely heavily upon subscribers. 


Some publications, as we saw the previous section, amass huge numbers of sub- 
scribers because they are tied to membership in an organization, such as AARP or Costco. People View in the online reader 
pay indirectly for the publication by paying their dues to the organization. Yet other magazines, 
even in the age of seemingly free information on the internet, have convinced people to pay directly 
for a magazine subscription. Reader's Digest, Good Housekeeping, People, and other titles have 
found the right mix for the right audience. 


At a conference, “Future of Magazine Media,” speakers agreed that the ad-funded model is bro- 
ken and cannot be relied on as a sustainable revenue source. British publisher Colin Morrison 
argued, “The stronger businesses are those who are clear about exactly how they are funded and 
what they offer their readers.” He said the magazines that are doing well are those which have pay- 
ing readers that the magazine serves properly, in print as well as online. He noted, “When it comes 
to digital, you can give readers exactly what they want.” 


Writing in 2021, analyst Amy Watson said, “Data on magazine readership by format shows that 
U.S. consumers still prefer print magazines to digital.”"" Although for some, print is considered less 
appealing than digital alternatives, for others, it is perhaps the unique appeal of print that has 
helped magazines to survive, if the magazines can meet the needs of certain readers. Said Watson: 
“magazines do have certain advantages over blogs, notably their reputation for producing regu- 
lated, trustworthy, high-quality content. The magazine market will need to capitalize on this in 
order to inspire audiences to purchase physical copies or sign up to print or digital subscriptions.” 
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FIGURE 5.17 
Hand holding a special edition of People magazine, featuring the British Royals. A magazine stand can be seen in 
the background. 


Source: dennizn/Shutterstock.com 


Focus and Niche 


Recall the Forbes magazine headline, written at the end of 2020: “Stop Saying Print Journalism Is 
Dead. 60 Magazines Launched During This Crazy Year.” It seems improbable that even one mag- 
azine would launch in the middle of a pandemic and the resulting economic distress. What kind of 
publication would do that? How about: cannabis magazines? Throughout 2019 and 2020, the fastest 
growing category of magazine indeed was devoted to cannabis. The drug was recognized for its 
medicinal properties and became legalized in numerous states. And more than a dozen print mag- 
azines sprang up to meet the curiosity of a new audience.™! 


The phenomenon points to a crucial aspect of magazine media in the 2020s: the recognition 
of, and commitment to, specific rather than generic content. Unlike newspapers, many magazines 
focus solely on one topic, for example, travel, fashion, health—or cannabis. The magazine is 
designed to attract a niche audience. 


Other magazines that were created during the pandemic show how magazines adapt to their 
times. As quarantines kept people home, magazines were developed for home improvements, home 
workouts, home schooling, crafts, games, and fitness. And people found they liked ... print. 


Forbes wrote: “Their covers are thicker. The paper is of better quality, and reading them feels a 
little like the affordance of a luxury. And to think, all it took was a pandemic to clear out the chum- 
infested waters of an industry nearly bled dry by the evaporation of ad dollars. Who would have 
thought?” 
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FIGURE 5.18 
Speciality magazines appeal to a variety of people 


DIFFERENT WAYS TO TAKE 


CBD HEMP OIL 


IN YOUR SUPPLEMENT REGIMEN 


ORAL APPLICATORS 


EDIBLES 


Source: © Shutterstock, Inc. 


Key Takeaways 


e People have been asking about the future of print and magazines for decades. And maga- 
zines survive. 


e Magazines succeed in the 2020s by attracting subscribers and by focusing on specific niche 
areas, from fitness to cannabis. 


Exercises 


Explore the website of one of your favorite magazines. Consider how the site maintains the look 
and feel of its print edition, and how the site distinguishes itself from its print version. Answer the 
following writing prompts. 


e What focus area or niche does your favorite magazine cover? 
e What do you like about the online version? The print version? 
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5.7 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 


a. Why did magazines become the medium that came to occupy the middle ground 
between the book and the newspaper? 


How did magazines first evolve? 
How and why did early magazines target women? 
What was the first truly successful U.S. mass magazine? 


ooo 8c 


Describe one early successful newsmagazine and one successful picture magazine. 
2. Questions for Section 3 
a. How did the coming of nationwide magazine circulation affect American culture? 
b. Describe the controversy surrounding early pulp magazines. 
3. Questions for Section 4 
a. List four specializations in the magazine industry. 
b. How do advertisers benefit from magazine specialization? 
4. Questions for Section 5 


a. What are the three highest circulating magazines in the United States today? How do 
they achieve those circulations? 


b. What are some long-running, influential women’s magazines? 

c. What are some iconic magazines that have not survived into the 2020s? 
5. Questions for Section 6 

a. Why did so many commentators say, “Print is dead”? 

b. What has been the changing role of advertising in the magazine industry? 


c. What are the factors that have allowed some magazines to survive, even thrive, in the 
2020s? 


Critical Thinking Questions 


1. What major contributions did The Saturday Evening Post offer to the magazine industry? 


2. How did pulp magazines move the U.S. journalism industry forward? Are there any modern 
examples in digital media that are doing the same? 


8. Describe the differences among current women magazines. How might so many journals of 
similar style and quality remain competitive in today’s declining market? 


4. Discuss the changing role of advertising for magazines. 
5. Why did some magazines die and some thrive in the early 2000s? 
6. Discuss the debate over the question /s print dead? Explain both sides of the argument. 
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Career Connection 


Specialization in the magazine industry has provided magazines and advertisers the ability to 
seek out target audiences. That focus increases a publication’s chances of remaining compet- 
itive in a declining market. Choose a specialization that interests you. Select two magazines 
where you might like to work within that specialization. Look through the website or paper ver- 
sion for each magazine, looking specifically at bylines and staff positions. Use the information 
you find to answer the following questions. 


e What positions might be available at each magazine? 
e Who produces much of the content for the magazine? 


e Does the company have a mission statement or “About Us” page that gives you insight into 
the publication? 


e What tools might you need to acquire before applying for a position? 
e What surprised you in your research? 


19. Encyclopaedia Britannica, s.v. “History of Publishing,” http://www.britan- 
nica.com/EBchecked/topic/482597/publishing/28679/Magazine-publish- 
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ing. 
21. Encyclopaedia Britannica, s.v. “History of Publishing,” http://www. britan- 
nica.com/EBchecked/topic/482597/publishing/28679/Magazine-publish- 
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CHAPTER 6 


Music tn the 2020s 


6.1 Billie Eilish and the Making of 
Modern Music 


We don't often think of music in terms of media. Music is a cultural form brought 


to us by media. But for a book dedicated to “understanding media and culture,” FIGURE 6.1 . a 

aie A A j Musician Billie Eilish posing in front of a 
music is essential. Music has been a part of every culture. And music has shaped backdrop 
and been shaped by media. 


In the 2020s, musician Billie Eilish exemplifies the blending of music, media, 
and culture. Born Billie Eilish Pirate Baird O'Connell in 2001, Eilish grew up in Los 
Angeles, the daughter of a teacher/songwriter and construction worker/actor. 
Both parents were also musicians and taught music and songwriting to Eilish 
and her brother. The siblings wrote and performed songs throughout their teen 
years.” 


Media now enter the picture. In earlier decades, the two would have had to 
record in a professional studio and try to attract the attention of a music label 
that would publish their songs on a vinyl record, tape, or CD. In 2015, however, 
Eilish recorded a song her brother wrote, “Ocean Eyes,” and uploaded it to Sound- 
Cloud, an audio distribution and sharing website. Improbably, the song quickly attracted hundreds 
of thousands of listeners. Eilish's potential was evident. Apple Music signed Eilish and the follow- 
ing year a music video of “Ocean Eyes” appeared on Eilish's YouTube channel. A second single and 
music video followed. 


Source: DFree/Shutterstock.com 


More modern media come into play. Eilish signed to a record label that arranged for her music 
to be available through digital downloads and streaming services such as Pandora and Spotify. 
More songs and videos were followed by more acclaim, livestream performances, Grammy awards 
and, by the 2020s, Billie Eilish was established as one of the most popular musicians in the world. 
Media alone cannot create art nor can it turn an ordinary person into an artist. But media are essen- 
tial for a talented person to find an audience. The sections to come will trace the evolution of music 
and media and their interaction with culture.” 


6.2 A History of American Music 


Learning Objectives 


1. Assess the impact of technologies that changed the face of the American music industry. 
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phonograph 


A 19th-century sound 
reproduction machine that 
originally recorded onto a 
tinfoil sheet wrapped 
around a cylinder. 


gramophone 


The U.S. brand name for 
the phonograph; the 
gramophone used a disc 
instead of a cylinder. 


Tin Pan Alley 


A term used to refer to the 
area in Manhattan in which 
singer-songwriter and 
publisher teams worked in 
the early 20th century. 


vaudeville 


A popular form of variety 
entertainment in the early 
20th century that included 
singing acts, magicians, 
comedians, and acrobats. 


ragtime 


A jazzy style of piano 
music characterized by a 
syncopated melody that 
was influenced by offbeat 
dance music and music. 


2. Determine the influences and characteristics of each genre of popular music. 
8. Describe the evolution of American pop music throughout the last century. 


The first stirrings of distributed American popular or pop music—any genre of music that appeals 
to a wide audience or subculture—began in the late 19th century, with discoveries in media technol- 
ogy by Thomas Edison and Emile Berliner. In 1877, Edison discovered that sound could be 
reproduced using a strip of tinfoil wrapped around a rotating metal cylinder. Edison's phonograph 
provided ideas and inspiration for Berliner's gramophone, which used flat discs to record sound. 
The flat discs were cheaper and easier to produce than were the cylinders they replaced, enabling 
the mass production of sound recordings. 


This would have a huge impact on the popular music industry, enabling members of the mid- 
dle class to purchase technology and hear music that was previously available only to an elite few. 
Berliner founded the Berliner Gramophone Company to manufacture his discs, and he encouraged 
popular operatic singers such as Enrico Caruso and Dame Nellie Melba to record their music using 
his system. Opera singers were the stars of the 19th century, and their music generated most of the 
sheet music sales in the United States—sheet music was how other performers could see how the 
music was played. Although the gramophone was an exciting new development, it would take 20 
years for disc recordings to rival sheet music in commercial importance.” 


Composers and musicians wanted to take advantage of this new technology, but how? Profits 
from their records would go to the company that produced the record. In the late 19th century, the 
lax copyright laws that existed in the United States were strengthened, providing an opportunity 
for composers, singers, and publishers to work together to earn money by producing as much music 
as possible. Numerous publishers began to emerge in an area of New York that became known as 
Tin Pan Alley. Allegedly named because the cacophony of many pianos being played in the pub- 
lishers’ demo rooms sounded like people pounding on tin pans, Tin Pan Alley soon became a prolific 
source of popular music, with its publishers mass-producing sheet music to satisfy the demands of 
a growing middle class. 


America’s Musical Journey 


Watch this long, yet creative, video that takes you on a road trip through America’s musical his- 
tory. 


Whereas classical artists were exalted for their individuality and expected to differ stylistically 
from other classical artists, popular artists were praised for conforming to the tastes of their 
intended audience. Popular genres expanded from opera to include vaudeville—a form of variety 
entertainment containing short acts featuring singers, dancers, magicians, and comedians that 
opened new doors for publishers to sell songs popularized by the live shows—and ragtime, a style 
of piano music characterized by a syncopated melody. 


The Tin Pan Alley tradition of song publishing continued throughout the first half of the 20th 
century with the show tunes and soothing ballads of Irving Berlin, Cole Porter, and George Gersh- 
win, and songwriting teams of the early 1950s, such as Jerry Leiber and Mike Stoller. By hiring 
songwriters to compose music based on public demand and mainstream tastes, the Tin Pan Alley 
publishers introduced the concept of American popular music as we know it. 
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The Roaring 1920s: Radio versus Records 


In the 1920s, Tin Pan Alley’s dominance of the popular music industry was threatened by two new FIGURE 6.2 
technological developments: the advent of electrical recording and the rapid growth of radio. For most of the 20th century, 


; : ; ; : amophone records were 
During the early years of its development, the gramophone was viewed as a scientific novelty ie Me ia cain tse {or 


that posed little threat to sheet music because of its poor sound quality. However, as inventors commercial music 
improved various aspects of the device, the sales of gramophone records began to affect sheet reproduction. 
music sales. The Copyright Act of 1911 had imposed a royalty on all records of copyrighted musical 
works to compensate composers and authors. This law became even more prominent during the 
mid-1920s, when improvements in electrical recording drastically increased sales of gramophones 
and gramophone records. The greater range and sensitivity of the electrical broadcasting micro- 
phone further revolutionized gramophone recording to such an extent that sheet music sales 
plummeted as records flourished. 


More complications from media awaited. When radio broadcasting emerged in the early 1920s, 
both gramophone sales and sheet-music sales began to suffer. Radio was an affordable medium 
that enabled listeners to experience events as they took place. Better yet, it offered a wide range of 
free music that required none of the musical skills, expensive instruments, or sheet music neces- 
sary for creating one’s own music in the home, nor the expense of purchasing records to play on the 
gramophone. This development was a threat to the entire recording industry. It began to campaign 
for, and was ultimately granted, the right to collect license fees for music from broadcasters. With 
the license fees in place, the recording industry eventually began to profit from the new technology. 


Source: © Shutterstock, Inc. 


FIGURE 6.3 Radio Sales Skyrocketed during the 1920s 
Radio sales dramatically increased throughout the 1920s because radios were an affordable way to listen to free 
music and live events. 
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Source: Data from Susan J. Douglas, Inventing American Broadcasting, 1899-1922 (Baltimore: Johns Hopkins University Press, 
1987). 
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jazz 


An improvisational style of 
music that emerged in 
New Orleans in the 1930s, 
characterized by 
syncopation and heavily 
accented rhythms. 


blues 


A 12-bar musical form with 
a call-and-response format 
between the singer and his 
guitar that originated in the 
Mississippi Delta at the 
turn of the 20th century. 


Muddy Waters “Honey 
Bee” 

The Chicago blues, 
characterized by the use of 


electric guitar and harmonica, 


provided the foundations of 

rock and roll. Muddy Waters 
was one of the most famous 
Chicago blues musicians. 


View in the online reader 


The 1930s: The Rise of Jazz and Blues 


Tin Pan Alley ruled popular music in the 1920s. But in New Orleans, another musical form was 
emerging—jazz. An improvisational form of music that was primarily instrumental, jazz incorpo- 
rated a variety of styles, including African rhythms, gospel, and blues. Established by New Orleans 
musicians such as King Oliver and his protégé, Louis Armstrong, who is considered by many to be 
one of the greatest jazz soloists in history, jazz spread along the Mississippi River by the bands that 
traveled up and down the river playing on steamboats. During the Prohibition era in the 1920s and 
early 1930s, some jazz bands played in illegal speakeasies, which helped generate the genre's reputa- 
tion for being immoral and for threatening the country’s cultural values." 


However, jazz became a legitimate form of entertainment during the 1930s, when white orches- 
tras began to incorporate jazz style into their music. During this time, jazz music began to take on 
a big band style, combining elements of ragtime, Black spirituals, blues, and European music. Key 
figures in developing the big jazz band included bandleaders Duke Ellington, Coleman Hawkins, 
and Glenn Miller. These big band orchestras used an arranger to limit improvisation by assigning 
parts of a piece of music to various band members. Although improvisation was allowed during 
solo performances, the format became more structured, resulting in the swing style of jazz that 
became popular in the 1930s. The music had an immense impact on American culture. As the 
decade progressed, social attitudes toward racial segregation relaxed and big bands became more 
racially integrated. 


At the heart of jazz was the blues. It was a music created by enslaved Black people who adapted 
their African musical heritage to the American environment. Dealing with themes of personal 
adversity, overcoming hard times, and other emotional turmoil, the blues is a 12-bar musical form 
with a call-and-response format between the singer and his guitar. Originating primarily in the 
Mississippi Delta, just upriver from New Orleans, blues music was exemplified in the work of W. C. 
Handy, Ma Rainey, Robert Johnson, and Huddie Ledbetter (Leadbelly), among others. The blues also 
shaped country and bluegrass music, styles that originated in the hills and rural areas of the South. 

Unlike jazz, the blues did not spread significantly to the Northern states until the late 1930s and 
1940s. Once Southern migrants introduced the blues to urban Northern cities, the music developed 
into distinctive regional styles, ranging from the jazz-oriented Kansas City blues to the swing-based 
West Coast blues. Chicago blues musicians such as Muddy Waters were the first to electrify the 
blues through the use of electric guitars and to blend urban style with classic Southern blues. The 
electric guitar, first produced by Adolph Rickenbacker in 1931, changed music by intensifying the 
sound and creating a louder volume that could cut through noise in bars and nightclubs.” By focus- 
ing less on shouting, singers could focus on conveying more emotion and intimacy in their 
performances. This electrified form of blues provided the foundations of rock and roll. 


The 1940s: Technology Progresses 


The 1920s through the 1950s is considered the golden age of radio. During this time, the number of 
licensed radio stations in the United States exploded from 5 in 1921 to over 600 by 1925." The intro- 
duction of radio broadcasting provided a valuable two-way cultural link between urban city centers 
and small, rural towns. Able to transmit music nationwide, rural radio stations broadcast local 
music genres that soon gained popularity across the country. 
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Technological advances during the 1940s made it even easier for people to lis- 


ten to their favorite music and for artists to record it. The introduction of the FIGURE 6.4 

l-t lt d dth f li T that ldt Reel-to-reel tape recorders and magnetic tape 
reel-to-ree ape recor er paved the way for severa innova ions that would trans- not only helped artists experiment with 
form the music industry. The first commercially available tape recorders were overdubbing, but they also were a compact 
monophonic, meaning that they only had one track on which to record sound method for reproducing and preserving audio. 


onto magnetic tape. 


This may seem limiting today, but at the time it allowed for exciting innova- 
tions. During the 1940s and 1950s, some musicians—most notably guitarist Les 
Paul, with his song “Lover (When Youre Near Me)'—began to experiment with 
overdubbing, in which they played back a previously recorded tape through a 
mixer, blended it with a live performance, and recorded the composite signal onto 
a second tape recorder. By the time four-track and eight-track recorders became 
readily available in the 1960s, musicians no longer had to play together in the 
same room; they could record each of their individual parts and combine them 
into a finished recording. 


Source: © Shutterstock, Inc. 
While the reel-to-reel recorders were in the early stages of development, fam- See meee 


ilies still listened to records on their gramophones. The 78 revolutions per minute (rpm) disc had 
been the accepted recording medium for many years despite the necessity of changing the disc 
every 5 minutes. In 1948, Columbia Records perfected the 12-inch 33 rpm long-playing (LP) disc, 
which could play up to 25 minutes per side and had a lower level of surface noise than the earlier 
(and highly breakable) shellac discs. The 33 rpm discs became the standard form for full albums 
and would dominate the recorded music industry until the advent of the compact disc (CD). The 
following year, 1949, 45 rpm records were introduced to capture single songs on each side. 


During the 1940s, a mutually beneficial alliance between sound recording and radio existed. 
Artists such as Frank Sinatra and Ella Fitzgerald profited from radio exposure. Until this time, 
music had primarily been recorded for adults, but the popularity of Sinatra and his contemporaries 
revealed an entirely untapped market: teenagers. The postwar boom of the 1930s and early 1940s 
provided many teenagers spending money for records. Radio airplay helped to promote and sell 
records and the recording artists themselves, which in turn stabilized the recording industry. The 
near riots caused by the appearance of New Jersey crooner Frank Sinatra in concert paved the way 
for mass hysteria among Elvis Presley and Beatles fans during the rock and roll era. 


The 1950s: The Advent of Rock and Roll 


New technology continued to develop in the 1950s with the introduction of television. The new 
medium spread rapidly, primarily because of cheaper mass-production costs and war-related 
improvements in technology. In 1948, only 1 percent of America’s households owned a television; by 
1953 this figure had risen to nearly 50 percent, and by 1978 nearly every home in the United States 
owned a television." The introduction of television into people's homes threatened the existence of 
the radio industry. The radio industry adapted by focusing on music, joining forces with the record- 
ing industry to survive. 


In its effort to do so, the radio industry pandered to record companies and became somewhat payola 
of a promotional tool. Stations became more dependent on recorded music to fill airtime, and in The illegal practice of 
1955 the Top 40 format was born. Playlists for radio stations were based on popularity (usually the receiving money from 
Billboard Top 40 singles chart), and a popular song might be played as many as 30 or 40 times a day. recor connpenies ior 


: : : $ bed igs laying particular songs on 
Radio stations began to influence record sales, which resulted in increased competition for spots on ee are 3 


the playlist. This ultimately resulted in payola—the illegal practice of receiving payment from a 
record company for broadcasting a particular song on the radio. The payola scandal came to a head 
in the 1960s, when Cleveland, Ohio, DJ Alan Freed and 8 other disc jockeys were accused of taking 
money for airplay. Following Freed’s trial, an anti-payola statute was passed, making payola a mis- 
demeanor crime. 
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rhythm and blues 
(R&B) 


A combination of blues 
and jazz that was a 


precursor to rock and roll. 


rock and roll 


A blend of rhythm and 
blues, country and 
western, folk, and gospel 
music that developed in 
the 1950s. 


Technology wasn't the only revolution that took place during the 1950s. The urban Chicago 
blues typified by artists such as Muddy Waters, Howlin’ Wolf, and B. B. King surged in popularity 
among white and Black teenagers alike. Marketed under the name rhythm and blues, or R&B, the 
sexually suggestive lyrics in songs such as “Sexy Ways” and “Sixty Minute Man” and the electrified 
guitar and wailing harmonica sounds appealed to young listeners. At the time, R&B records were 
classified as “race music” and their sales were segregated from the white music records tracked on 
the pop charts.” Nonetheless, there was a considerable amount of crossover among audiences. In 
1952, the Dolphin's of Hollywood record store in Los Angeles, which specialized in R&B music, noted 
that 40 percent of its sales were to white people." 


Although banned from some stations, the popular new music was embraced by others. In 1951, 
Alan Freed started a late-night R&B show called The Moondog Rock & Roll House Party and began 
referring to the music he played as rock and roll.” Taking its name from a blues slang term for sex, 
the music obtained instant notoriety, gaining widespread support among teenage music fans and 
widespread dislike among the older generation.’ Frenetic showmen such as Little Richard and 
Chuck Berry were early pioneers of rock and roll, and their energetic stage performances became 
characteristic of the genre. 


As the integration of white and Black people progressed in the 1950s with the repeal of segrega- 
tion laws and the initiation of the civil rights movement, aspects of Black cultures, including music, 
became more widely accepted by many white people. However, in a sign of the still-segregated 
times, it was a white man who sang songs often written and sung by Black musicians who helped 
rock and roll really spread across state and racial lines. Elvis Presley, a singer and guitarist, became 
the “King of Rock and Roll,” and further helped make music written by Black people acceptable 
to mainstream white audiences. It also helped popularize rockabilly—a blend of rock and country 
music—with Black audiences. Heavily influenced by his rural Southern roots, Presley combined the 
R&B music of bluesmen B. B. King, John Lee Hooker, and Howlin’ Wolf with the country-western 
tradition of Roy Acuff, Ernest Tubb, and Jimmie Rodgers, and added a touch of gospel." The reac- 
tion Presley inspired among hordes of adolescent girls—screaming, crying, rioting—solidified his 
reputation as the first true rock and roll icon. 


FIGURE 6.5 
Elvis Presley brought the style of R&B bluesmen to mainstream audiences in the 1950s. 


Mirror, March_1957_01.jpg 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 6 Music in the 2020s 


The 1960s: Rock and Roll Branches Out From 
R&B 


Prior to 1964, rock and roll was primarily an American export. Although U.S. artists frequently 
reached the top of the charts overseas, few European artists achieved success on this side of the 
Atlantic. This situation changed almost overnight, with the arrival of British pop phenomenon the 
Beatles. Combining elements of skiffle—a type of music played on rudimentary instruments, such 
as banjos, guitars, or homemade instruments—doo-wop, and soul, the four mop-haired musicians 
from Liverpool, England, created a genre of music first known as Merseybeat, named after the 
River Mersey. The Beatles’ genial personalities and catchy pop tunes made them an instant success 
in the United States in the early 1960s. 


When the Beatles arrived in New York for their first tour in 1964, they were met by hundreds 
of reporters, police officers, and thousands of screaming fans. Their appearance on The Ed Sullivan 
Show, a top-rated variety program, a few days later was then the largest audience ever for an 
American television program, with approximately one in three Americans (74 million) tuning in.” 
Beatlemania—the term coined to describe fans’ wildly enthusiastic reaction to the band—soon 
extended to other British bands. By the mid-1960s, the Kinks, the Zombies, the Animals, Herman's 
Hermits, and the Rolling Stones were all making appearances on the U.S. charts. It was called the 
British Invasion. 


The Rolling Stones was perhaps the second most popular of the British bands. The groups 
urban rock sound steered away from pop music and remained more true to the bluesy, R&B roots of 
rock and roll. During their first appearance on The Ed Sullivan Show, the Stones’ suggestive dances 
and lyrics were deemed lewd and vulgar, prompting host Ed Sullivan to denounce their behavior 
(although he privately acknowledged that the band had received the most enthusiastic applause he 
had ever seen)."*! The British Invasion transformed rock and roll into the all-encompassing genre of 
rock, sending future performers in two different directions: the melodic, poppy sounds of the Beat- 
les, on the one hand, and the gritty, high-volume power rock of the Stones on the other. 


The branching out of rock and roll continued in several other directions throughout the 1960s. 
Surf music, embodied by artists such as the Beach Boys, Jan and Dean, and Dick Dale, celebrated 
the aspects of youth culture in California. With their twanging electric guitars and glossy har- 
monies, the surf groups sang of girls, beaches, and convertible cars cruising along the West Coast. 
In Detroit, some Black performers were developing a sound that would have crossover appeal with 
both Black and white audiences. Combining R&B, pop, gospel, and blues into a genre known as soul, 
vocalists such as James Brown, Aretha Franklin, Otis Redding, and Wilson Pickett sang about the 
lives of Black Americans. Producer and songwriter Berry Gordy Jr. developed soul music through 
the creation of his Motown label, which would become one of the most successful businesses 
owned by a Black entrepreneur in American history.” Capitalizing on the 1960s girl-group craze, 
Gordy produced hits by the Marvelettes, Martha and the Vandellas, and, most successfully, Diana 
Ross and the Supremes. For his bands, he created a slick, polished image designed to appeal to the 
American mainstream. 


In the late 1960s, supporters of the civil rights movement—along with feminists, environmen- 
talists, and Vietnam War protesters—were gravitating toward folk music, which would become the 
sound of social activism. Broadly referring to music that is passed down orally through the genera- 
tions, folk music retained an unpolished, amateur quality that inspired participation and social 
awareness. Carrying on the legacy of the 1930s labor activist Woody Guthrie, singer-songwriters 
such as Joan Baez; Peter, Paul, and Mary; and Bob Dylan sang social protest songs about civil rights, 
discrimination against Black Americans, and the Cuban Missile Crisis. 
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Merseybeat 


Term used to describe the 
music of bands originating 
in the Mersey area of 
England during the 1960s, 
e.g. the Beatles. 


surf music 


Carefree, hedonistic music 
that developed around the 
California surf culture in 
the 1960s and 
characterized by twanging, 
distorted electric guitar 
sounds. 


soul 


A blend of R&B, pop, 
gospel, and blues music. 


Motown 


Successful record label 
founded by Berry Gordy 
Jr. in Detroit; the Motown 
sound is characterized by 
smooth, soulful R&B 
tunes. 


folk 


Unpolished genre of music 
based on oral traditions 
and often associated with 
the social protest 
movement of the 1960s. 
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folk rock 


Folk music played with 
electric instruments. 


glam rock 


Extravagant, self-indulgent 
form of rock that 
incorporated flamboyant 
costumes, heavy makeup, 
and elements of hard rock 
and pop. 


disco 


Commercialized dance 
music that became 
popular in the 1970s and 
is associated with 
extravagant, glittery 
costumes. 


punk 


Minimalist, angry form of 
rock that includes simple 
chord structures and often 
includes politically 
motivated lyrics. 


Having earned himself a reputation as a political spokesperson, with songs such as “Blowin in 
the Wind” and “The Times They Are A -Changing,” Dylan was lambasted by traditional folk fans for 
playing an electric guitar at the 1965 Newport Folk Festival. However, his attempt to reach a broader 
crowd inspired the folk rock genre, made popular by the Los Angeles band, the Byrds”. Even 
though many fans questioned his decision to go electric, Dylan's poetic and politically charged 
lyrics were still influential, inspiring groups like the Beatles and the Animals. Dylan would eventu- 
ally win the 2016 Nobel Prize for Literature. 


Protest music in the 1960s was closely aligned with the hippie culture, in which some viewed 
taking drugs as a form of personal expression and free speech. Music was crucial to this culture 
as well. Artists such as Jimi Hendrix, Jefferson Airplane, the Grateful Dead, and the Doors believed 
that the listening experience could be enhanced using mind-altering drugs. This spirit of freedom 
and protest culminated in the famous Woodstock festival in the summer of 1969, although the 
subsequent deaths of many of its stars from drug overdoses cast a shadow over the psychedelic 
culture. 


The 1970s: From Glam Rock to Punk 


After the Vietnam War ended, some college students began to settle down and focus on careers and 
families. For some, the turn away from social issues and political activism seemed self-centered, 
causing writer Tom Wolfe to label the 1970s the “me” decade." Musically, this ideological shift 
resulted in much experimentation, such as the creation of glam rock, an extravagant, self-indul- 
gent form of rock that incorporated flamboyant costumes, heavy makeup, and elements of hard 
rock and pop. A primarily British phenomenon, glam rock was popularized by acts such as Slade, 
David Bowie, the Sweet, Elton John, and Gary Glitter. It proved to be a precursor for the punk move- 
ment in the late 1970s. Equally flamboyant, but rising out of a more electronic sound, disco also 
emerged in the 1970s. Popular disco artists included KC and the Sunshine Band, Gloria Gaynor, the 
Bee Gees, and Donna Summer, who helped to pioneer its electronic sound. Boosted by the success 
of 1977 film Saturday Night Fever, disco's popularity spread across the country. Records were cre- 
ated especially for discos, and record companies churned out tunes that became huge hits on the 
dance floor. 


Reacting against the commercialism of disco and corporate rock, punk artists created a mini- 
malist, angry form of rock that returned to rock and roll basics: simple chord structures, catchy 
tunes, and politically motivated lyrics. Like the skiffle bands of the 1950s, the appeal of punk rock 
was that anyone with basic musical skills could participate. The punk rock movement emerged out 
of CBGB, a small bar in New York City that featured bands such as Television, Blondie, and the 
Ramones. Never a huge commercial success in the United States, punk rock exploded in the United 
Kingdom, where high unemployment rates and class divisions had created angry, disenfranchised 
youths.”" The Sex Pistols, fronted by Johnny Rotten, developed an aggressive, pumping sound that 
appealed to a rebellious generation of listeners, although the band was disparaged by many critics 
at the time. In 1976, British music paper Melody Maker complained that “the Sex Pistols do as much 
for music as World War II did for the cause of peace.”™! Punk bands began to abandon their sound 
in the late 1970s, when the punk style became assimilated into the rock mainstream. 
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FIGURE 6.6 
Even though the Sex Pistols were severely criticized in the 1970s, their music went on to inspire countless acts and 
helped develop the underground music scene in England and the United States. 


hy 


Source: National Archivs of Norway, https://commons.wikimedia.org/wiki/File:Sex_Pistols_i_Norge_1977_(6263353228).jpg. 


The 1980s: The Hip-Hop Generation 


Whereas many British youths expressed their displeasure through punk music, many disenfran- 
chised Black American youths in the 1980s turned to hip-hop—a term for the urban culture that 
includes break dancing, graffiti art, and the musical techniques of rapping, sampling, and scratch- 


hip-hop 


Urban culture that 
incorporates activities 


ing records. Reacting against the extravagance of disco, many poor urban rappers developed their such as break dancing and 
new street culture by adopting a casual image consisting of T-shirts and sweatshirts, developing a Heal art a the musical 
language that reflected the everyday concerns of the people in low-income, urban areas, and by SUE eee 


: . : ; i ; sampling, and scratching 
embracing the low-budget visual art form of graffiti. They described their new culture as hip-hop, records. 


after a common phrase chanted at dance parties in New York's Bronx borough. 


The hip-hop genre first became popular among Black youths in the late 1970s, when record 
spinners in the Bronx and Harlem started to play short fragments of songs rather than the entire 
track (known as sampling).”” Early hip-hop artists sampled all types of music, like funk, soul, and 
jazz, later adding special effects to the samples and experimenting with techniques such as rotat- 
ing or scratching records back and forth to create a rhythmic pattern. For example, Kool Moe Dee's 
track “How Ya Like Me Now” includes samples from James Brown's classic funk song “Papa's Got 
a Brand New Bag.” The DJs would often add short raps to their music to let audiences know who 
was playing the records, a trend that grew more elaborate over time to include entire spoken verses. 
Artists such as Grandmaster Flash and the Furious Five added political and social commentary on 
the realities of life in low-income, high-crime areas—a trend that would continue with later rappers 
such as Public Enemy and Ice-T. 
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gangsta rap 


Controversial form of 
hip-hop that highlights 
gang violence. 


grunge 


Subgenre of alternative 
rock named for its 
characteristic sludgy, 
distorted guitar sound. 


(m) RUN DMC’s “It's Tricky” 


Early hip-hop artists, like Run-D.M.C., opposed the clean-cut, polished world of soul and pop by 
embracing political lyrics that were inspired by everyday life. 


View in the online reader 


In the early 1980s, a second wave of rap artists brought inner-city rap to American youths by 
mixing it with hard guitar rock. Pioneered by groups such as Run-D.M.C. and the Beastie Boys, the 
new music appealed to Black and white audiences alike. Another subgenre that emerged was 
gangsta rap, a controversial brand of hip-hop epitomized by West Coast rappers such as Ice Cube 
and Tupac Shakur. Highlighting violence and gang warfare, gangsta rappers faced accusations that 
they created violence in inner cities—an argument that gained momentum with the East 
Coast-West Coast rivalry of the 1990s. 


The 1990s: Hip-Hop, Rock, and Pop 


Hip-hop and gangsta rap maintained their popularity in the1990s with artists such as Tupac 
Shakur, the Notorious B.I.G., Dr. Dre, Eazy-E, Ice Cube, and Snoop Dogg at the top of the charts. 
West Coast rappers such as Tupac Shakur and Snoop Dogg favored gangsta rap, while East Coast 
rappers, like the Notorious B.I.G. and Sean Combs, stuck to a traditional hip-hop style. The rivalry 
was darkened by the murders of Shakur in 1996 and B.I.G. in 1997. 


Along with hip-hop and gangsta rap, alternative rock came to the forefront in the 1990s with 
grunge. The grunge scene emerged in the mid-1980s in the Seattle area of Washington state. 
Inspired by hardcore punk and heavy metal, this subgenre of rock was named because of its messy, 
sludgy, distorted guitar sound, the disheveled appearance of its pioneers, and the disaffected nature 
of the artists. Initially achieving limited success with Seattle band Soundgarden, Seattle indepen- 
dent label Sub Pop became more prominent when it signed another local band, Nirvana. Fronted 
by vocalist and guitarist Kurt Cobain, Nirvana came to be identified with Generation X—the 
post-baby boom generation, many of whom came from broken families and experienced violence 
both on television and in real life. Nirvana's angst-filled lyrics spoke to many members of Genera- 
tion X, launching the band into the mainstream. Cobain was a tragic standard bearer and would 
eventually commit suicide in 1994. Nirvana's success paved the way for other alternative rock bands, 
including Green Day, Pearl Jam, and Nine Inch Nails. More recently, alternative rock has frag- 
mented into even more specific subgenres. 


By the end of the 1990s, mainstream taste was dominated by a plethora of “boy bands,” “girl 
bands,” and pop starlets. Some evolved from gospel choir groups, but others, it was said, were cre- 
ated by talent scouts.” The groups were aggressively marketed to teen audiences. Popular bands 
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included the Backstreet Boys, ’N Sync, and the Spice Girls. Meanwhile, individual pop acts from the 
MTV generation such as Madonna, Michael Jackson, and Prince continued to generate hits. 


FIGURE 6.7 
The shooting deaths of gangsta rappers Tupac Shakur and the Notorious B.I.G. led to focus on the violent lyrics 
in hip-hop music. 


Sources: MediaPunch Inc / Alamy Stock Photo 


The 2000s: Pop, Hip-Hop, and the Dawn of 
Electronic 


The 2000s began where the 1990s left off, with young singers such as Christina 

Aguilera and Destiny's Child ruling the pop charts. Pop music stayed strong FIGURE 6.8 

thr Hout the dacad ith Gwen Stefani, Mariah C B å Katy P Taylor Swift’s 2008 album Fearless went 
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and Lady Gaga achieving mainstream success. By the end of the decade, country Me” and “Love Story” helped her go from 

artists, like Carrie Underwood and Taylor Swift, transitioned from country stars country star to mainstream pop star. 

to bona fide pop stars. While rock music started the decade strong, by the end of 

the 2000s, rock's presence in mainstream music had waned, with a few exceptions 


such as Nickelback, Linkin Park, and Green Day. 


Unlike rock music, hip-hop maintained its popularity, with more commercial, 
polished artists such as Kanye West, Jay-Z, Lupe Fiasco, and OutKast achieving 
enormous success. While some gangsta rappers from the 1990s—like Dr. Dre and 
Snoop Dogg—softened their images, other rappers—such as 50 Cent and 
Eminem—continued to project a tough image and to use violent lyrics. An alter- 
native style of hip-hop emerged in the 2000s that infused positive messages and 
an element of social conscience into the music that was missing from early hip- 
hop tracks. Artists such as Common, Mos Def, and the Black Eyed Peas found success even though 
they didn't represent traditional stereotypes of hip-hop. 


Source: Everett Collection/Shutterstock.com 


Electronic music—so called because of its reliance on plugged in synthesizers and drum 
machines to create music—has its roots in disco but found success on its own terms. Daft Punk was 
a duo of electronic musicians from France that found success in the late 1900s continuing into the 
200s and 2010s, assuming robot personas with helmets, outfits, and gloves for public appearances. 
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The 2020s: Hip-Hop, Rap, Techno, and Pop 


The 2020s sees the continuation of musical trends from earlier decades with hip-hop and rap artists 
finding ever-increasing mainstream success. But the decade also is seeing the blending of all these 
forms. For example, Billie Eilish, whose story began this chapter, can be seen as “electropop,” bring- 
ing electronic music to her popular music aspirations. Similarly, Abel Makkonen Tesfaye, known as 
The Weeknd, had his origins in R&B, hip-hop, and rap, but uses techno music and became popular 
enough to win Grammy awards and perform at the 2021 Super Bowl.”” The artists of the 2020s are 
comfortable mixing, sampling, and creating their own original art from the music that came before. 


Key Takeaways 


e American popular music as we know was first made possible by inventions such as the 
phonograph and gramophone, which made possible the wider distribution of music. 


e American popular music originated out of the Tin Pan Alley tradition, which emerged at the 
beginning of the 20th century, in which composers, singers, and publishers worked together 
to create hit songs. A primary difference between popular music and classical music is that 
classical artists were exalted for individuality and expected to differ stylistically from other 
classical composers; popular artists of that time were praised for conforming to the tastes of 
their intended audience. 


e Technological developments continued to play a vital role in bringing popular music to peo- 
ple’s homes. The invention of the reel-to-reel tape recorder and the development of vinyl 
records in the 1940s drastically improved this process. The postwar prevalence of radio 
hugely impacted popular music, with radio airplay of popular songs promoting record sales. 


e Throughout the last century, tastes in popular music have evolved to encompass a wide 
variety of styles. People who enjoyed opera at the turn of the 20th century saw the rise of 
vaudeville and ragtime in the Tin Pan Alley era. Jazz and blues emerged from New Orleans 
and the Mississippi Delta during the 1930s, and musical styles adapted as people migrated 
to Northern urban areas. 


e Rhythm and blues laid the groundwork for rock and roll that shook up popular music in the 
1950s. Popular music diversified in the 1960s to encompass surf, folk, and soul music. In 
the 1970s, glam rock and disco became popular, and punk rockers revolted against the 
excesses of these styles. Hip-hop dominated the 1980s, and its popularity continued into 
the 1990s and 2000s. 


e Pop was also successful in the 1990s and 2000s, but rap and hip-hop began to attract 
mainstream interest. In the 2020s, artists are blending many of the styles that came before, 
also relying on electronic music to replace traditional group musicians. 


Exercises 


Choose a decade between 1900 and 2020. Research a technological development that took 
place during this time that influenced pop music—for example, the development of the electric 
guitar and its influence on rock and roll or the development of the synthesizer. Consider how this 
technological development influenced trends within music. 
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6.3 The Role of Music in American 
Culture 


Learning Objectives 


1. Identify ways in which culture and music have influenced each other. 
2. Discuss how slavery and migration shaped American music. 


3. Discuss how youth culture and gender studies shaped American music. 


The tight-knit relationship between music and culture throughout time is almost impossible to 
overstate. For example, in America, artists and the types of music they create and distribute can 
be influenced by cultural attitudes toward families, relationships, race, gender, immigration, war, 
and the legal system. Music may then influence cultural perceptions about these very same forces, 
bringing about reflection and change. 


How Culture Has Influenced Music 


The evolution of popular music in the United States has been shaped by a myriad of cultural influ- 
ences. Rapidly shifting demographics have brought previously independent cultures into contact 
and also created new cultures and subcultures. Music was created and evolved to reflect these 
changes. Among the most important cultural influences on American music are its histories of slav- 
ery and migration, subsequent racial integration, and the evolution of youth culture. 


Slavery and Migration 


The history of slavery has been a haunting but essential part of American economic, social, and 
cultural life. With music the focus of this chapter, we can point to slavery as providing the roots 
of much popular music to this day. African men, women, and children, taken forcibly from their 
homelands and enslaved, brought with them African American music, culture, and traditions. For 
example, many of the instruments historically used in early American music, including the banjo 
and the drum, have roots in African musical instruments, and many features common to American 
music also have roots in African musical traditions, such as the call and response song form. And 
the blues—the foundation for jazz, rock, and country music—is an expression of the experience of 
enslaved people. The Smithsonian finds, “Music was a solace, a community-builder, and voice for 
hope during enslavement and afterward, in the days of Reconstruction and then Jim Crow.’”! 


In the early 1900s, the migration of formerly enslaved people continued to shape American life 
and music. In 1910, 89 percent of Black Americans still lived in the South, most of them in rural 
farming areas.” Three years later, a series of disastrous events devastated the cotton industry. 
World cotton prices plummeted, a boll weevil beetle infestation destroyed large areas of crops, and 
in 1915, flooding destroyed many of the houses and crops of farmers along the Mississippi River. 
Already suffering from the restrictive “Jim Crow” laws that segregated schools, restaurants, hotels, 
and hospitals, Black sharecroppers began to look to the North for a more prosperous lifestyle. 
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Great Migration 


The mass exodus of rural 
Southern Black individuals 
to urban Northern cities in 
the United States during 
the first half of the 20th 
century. 


Mississippi Delta 


Region in northwest 
Mississippi, home of the 
Delta blues style of music. 


Northern states were enjoying an economic boom as a result of an increased demand for 
industrial goods because of the war in Europe. They were also in need of labor because the war had 
slowed the rate of foreign immigration to Northern cities. Between 1915 and 1920, as many as 1 mil- 
lion Black people moved to Northern cities in search of jobs, closely followed by another million 
throughout the following decade.” The mass exodus of Black farmers from the South became 
known as the Great Migration, and by 1960, 75 percent of all Black Americans lived in cities!" The 
Great Migration had a huge impact on political, economic, and cultural life in the North, and popu- 
lar music reflected this cultural change. 


FIGURE 6.9 Effects of the Great Migration 
During the Great Migration, the twelve states in blue had the largest population growth of Black Americans, while 
the states in red had the ten largest net losses. 


Source: Adapted from http://en.wikipedia.org/wiki/File:Greatmigrationintheus.gif. Available under CC BY-SA 3.0, https:// 
creativecommons.org/licenses/by-sa/3.0/. 


Some of the Black people who moved to Northern cities came from the Mississippi Delta, now 
called the “home of the blues.” The most popular destination was Chicago. Delta-born pianist Eddie 
Boyd later told Living Blues magazine, “I thought of coming to Chicago where I could get away from 
some of that racism and where I would have an opportunity to, well, do something with my talent. 
... It wasn't peaches and cream, man, but it was a hell of a lot better than down there where I was 
born.””*! 


At first, the migrants brought their style of country blues to the city. Characterized by the gui- 
tar and the harmonica, the Delta blues was identified by its rhythmic structure and strong vocals. 
Migrant musicians were heavily influenced by Delta blues musicians such as Charley Patton and 
legendary guitarist Robert Johnson. However, as the urban setting began to influence the migrants’ 
style, they started to record a hybrid of blues, vaudeville, and swing, including the boogie-woogie 
and rolling-bass piano. 
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FIGURE 6.10 
The Delta Blues Museum in Clarksdale, Mississippi. 


DELTA 
MUSEUMS 


Mate es 


Source: jmanaugh3/Shutterstock.com 


Mississippi-born guitarist Muddy Waters, who moved to Chicago in the early 1940s, revolution- 
ized the blues by combining his Delta roots with an electric guitar and amplifier. He did so partly . 

f irsi h ld- bårel kehi if heärd i ded Chi lub ith Electrified style of blues 
out o necessity, since he could barely make himself heard in crowde icago clubs with an created in Chicago when 
acoustic guitar.” Waters’s style was peppier and more buoyant than the sorrowful country blues. migrant bluesmen from the 
His plugged-in electric blues became the hallmark of the Chicago blues style, influencing countless South combined elements 

sid i te vg ; of Delta blues and urban 
other musicians and creating the underpinnings of rock and roll. Other migrant bluesmen helped Bhs 
to create regional variations of the blues all around the country, including John Lee Hooker in 
Detroit, Michigan, and T-Bone Walker in Los Angeles, California. 


Chicago blues 


How Banning the 
. g African Drum Gave 
Racial Integration Birth to American Music 
This TED talk goes over the 


: : : i : : A sas relationship of the African 
Following the Great Migration, racial tensions increased in Northern cities. Whereas many North- drum to American music. 


erners had previously been personally unaffected by the issue of race relations in the South, they 
found themselves confronted with the very real issue of having to compete for jobs with migrant 
Black workers. Pushback agains the Black migration took many forms. Black workers found them- 
selves isolated in undesirable neighborhoods, often living in crowded, unsanitary housing where 
they were charged exorbitant rates by unscrupulous landlords. During the 1940s, racial tensions 
boiled over into race riots, most notably in Detroit. The city’s 1943 riot caused the deaths of 34 peo- 
ple, 25 of whom were Black. 


View in the online reader 
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civil rights movement 


The 1950s and 1960s 
political movement that 
pushed to end racial 
segregation and gain equal 
rights for Black Americans. 


segregation 


The post-Civil War 
separation of black and 
white individuals. 
Segregation was 
maintained by “Jim Crow” 
laws, which forbade 
interracial marriage and 
forced business owners 
and public institutions to 
keep their Black and white 
clientele separated. 


Frustrated with inequalities in the legal system that discriminated against Black people, mem- 
bers of the civil rights movement pushed for racial equality. In 1948, an executive order granted by 
President Harry Truman integrated the military. The move toward equality gained further momen- 
tum in 1954, with the U.S. Supreme Court decision to end segregation in public schools in the 
landmark case Brown v. Board of Education. The civil rights movement escalated throughout the 
late 1950s and early 1960s, aided by highly publicized events such as Rosa Parks's refusal to give up 
her seat on a bus to a white passenger in Montgomery, Alabama, in 1955. In 1964, Congress passed 
the most sweeping civil rights legislation since the Civil War, forbidding discrimination in public 
places and authorizing financial aid to enable school desegregation. 


(m) The Supremes “Stop in the Name of Love” 


The commercial success of Motown girl group the Supremes reflected changing attitudes toward 
race in the United States. 


e ACADA 
Da N 


VNE 


View in the online reader 


Cultural changes, especially in music, helped lay the groundwork for the creation of an inte- 
grated society. Black people found success in the music world. The Motown sound developed by 
Berry Gordy Jr. in the 1960s both reflected and furthered this change. Gordy believed that by coach- 
ing talented but unpolished Black artists, he could make them popular in mainstream culture. He 
hired a professional to head an in-house finishing school, teaching his acts how to move grace- 
fully, speak politely, and use proper posture!” Gordy’s commercial success with gospel-based pop 
acts such as the Supremes, the Temptations, the Four Tops, and Martha and the Vandellas reflected 
the extent of racial integration in the mainstream music industry. Gordy’s most successful act, the 
Supremes, achieved 12 No.1 singles on the Billboard Hot 100 chart. 


The continued struggle by Black people in American society has found continued outlets in 
music, such as rap and hip-hop. An ABC news report, “Hip-hop has been standing up for Black lives 
for decades: 15 songs and why they matter,” traced years of protest by Black artists from 1982 until 
2020. It includes Grandmaster Flash and the Furious Five's, "The Message," recorded in 1982; Public 
Enemy's 1989 anthem, “Fight the Power,” Lauryn Hill's, “Black Rage,” recorded in 2012; and Lil Baby’s 
2020 song, “Bigger Picture.”“! 


Youth Culture 


Prior to 1945, most music was created with adults in mind. Teenagers, with no spending power, were 
barely a consideration. Indeed, often young adults had few freedoms—most males were expected 
to join the military or get a job to support their fledgling families, while most females were expected 
to marry young and have children. Relatively few young adults attended college and personal free- 
dom was limited. 
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Following World War II, this situation changed drastically. A booming economy helped create 
an American middle class, which opened up jobs for young people and created an opening for a 
youth consumer culture. Unsavory memories of the war discouraged some parents from forcing 
their children into the military, providing even more employment opportunities. As a result, 
teenagers found they had a lot more freedom—and money. This new liberalized culture allowed 
teenagers to make decisions for themselves, and, for the first time, many had the financial means 
to do so. 

Whereas many adults enjoyed the traditional sounds of Tin Pan Alley, teens were beginning to 
listen to rhythm and blues songs played by radio disc jockeys such as Alan Freed. Increased racial 
integration within the younger generation made them more accepting of Black musicians and their 
music, which came to be considered “cool,” and provided a welcome escape from the daunting polit- 
ical and social tension caused by Cold War anxieties. The wide availability of radios, juke boxes, and 
45 rpm records opened this new style of rock and roll music to a broad teenage audience. 


Once teenagers had the buying power to influence record sales, record companies began to 
notice. Between 1950 and 1959, record sales in the United States skyrocketed from $189 million to 
nearly $600 million.’ The 45 rpm vinyl records that were introduced in the late 1940s were an 
affordable option for teens with allowances. Dick Clark, a radio presenter in Philadelphia, soon 
tuned in to the new teenage tastes. Sensing an opportunity to tap into a potentially lucrative mar- 
ket, he acquired enough advertising support to turn local hit music telecast Bandstand into a 
national television phenomenon. 


The result was the launch of American Bandstand in 1957, a music television show that featured 
a group of teenagers dancing to current hit records. The show's popularity prompted record 
producers to create a legion of rock and roll acts specifically designed to appeal to a teenage audi- 
ence, including Fabian and Frankie Avalon.®" During its almost 40-year run, American Bandstand 
was a prominent influence on teenage fashions and musical tastes and, in turn, reflected the con- 
temporary youth culture. 


FIGURE 6.11 
The cover of the Woodstock album shows an image from the event. 


music from the original soundtrack and more 
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Source: Blueee77/Shutterstock.com 
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American Bandstand 


1970 “Top Ten” 

The popularity of American 
Bandstand made host Dick 
Clark an influential 
tastemaker in pop music. 


View in the online reader 


producer 


The person in charge of 
the overall recording 
process, from contracting 
session musicians to 
overseeing the budget. A 
producer is usually a 
talented musician with 
knowledge of the technical 
processes in the recording 
studio. 
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In the 1960s, music and culture came together in protest against the war in Vietnam, in support 
of the civil rights movement, in experiments with mind-altering drugs, and other attacks on the 
conformities of the 1950s. The exemplar of 1960s music and culture was the 1969 Woodstock music 
festival that brought many of the era's top acts for a three-day exhibition captured in a popular 
album and film. And youth culture still looks to music for expression as we have seen in the hip- 
hop and rap performers of the 2020s who give voice to issues of race, justice, gender, migration, and 
more. 


How Music Has Influenced Culture 


Popular music is frequently characterized as a negative influence on society, particularly with 
respect to rebellious youth culture; it also has positive effects on culture. Over the past 50 years, 
critics have blamed rock and roll for juvenile delinquency, heavy metal for increased teenage 
aggression, and gangsta rap for a rise in gang warfare among young urban males. One recent study 
claimed that youths who listen to music with sexually explicit lyrics were more likely to have sex 
at an early age, stating that exposure to lots of sexually degrading music gives teens “a specific 
message about sex.”*! Many artists in the 1950s and 1960s pushed the boundaries of socially accept- 
able behavior with sexually charged movements and androgynous appearances. Without these 
precedents, acts like the Rolling Stones or David Bowie may have never made the transition into 
mainstream success. In addition to its effects on youth culture, popular music has contributed to 
shifting cultural values regarding race, morality, and gender. 


Others jeer at the fear of music and laugh that The Ed Sullivan Show did not televise Elvis Pres- 
ley below the waist because he was suggestively moving his hips. They argue that many artists 
push the boundaries of socially acceptable behavior and open up conversations about sex, love, 
marriage, sexuality, race, and gender. 


Sexuality 


FIGURE 6.12 As we noted, when Elvis Presley burst onto the rock and roll scene in the mid-1950s, many conserv- 
Presley was idolized all over ative parents of teenagers all over the United States were horrified. With his gyrating hips and 
the world. sexually suggestive body movements, Presley was viewed as a threat to the moral well-being of 
young women. Television critics denounced his performances as vulgar. And on that infamous 1956 
appearance on The Ed Sullivan Show, cameras filmed him only from the waist up. One critic for the 
New York Daily News wrote that popular music “has reached its lowest depths in the ‘grunt and 
groin’ antics of one Elvis Presley.”®” 


Despite the critics’ opinions, Presley immediately gained a fan base among teenage audiences, 
particularly adolescent girls, who frequently broke into hysterics at his concerts. Rather than tone 
down his act, Presley defended his movements as manifestations of the music's rhythm and beat 
and continued to gyrate on stage. Liberated from the constraints imposed by morality watchdogs, 
Presley set a precedent for future rock and roll performers and marked a major transition in popu- 
lar culture. 


In addition to decrying raunchy onstage performances by rock and roll artists, moralists in the 
Source: Sergey Goryachev/ conservative Eisenhower era objected to the sexually suggestive lyrics found in original rock and 
Shutterstock.com roll songs. Big Joe Turner's version of “Shake, Rattle, and Roll” used sexual phrases and referred to 
the bedroom, while Little Richard’s original version of “Tutti Frutti” contained the phrase “tutti 
frutti, loose booty.”*? Although many of these lyrics were sanitized for mainstream white audiences 
when they were rereleased as cover versions, the idea that rock and roll was a threat to morality 
had been firmly implanted in many people's minds. 
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Ironically, many of the controversial key figures in the rock and roll era came from extremely 
religious backgrounds. Presley was a member of the evangelical First Assembly of God Church, 
where he acquired his love of gospel music.""! Similarly, Ray Charles soaked up gospel influences 
from his local Baptist church.“ Jerry Lee Lewis came from a strict Christian background and often 
struggled to reconcile his religious beliefs with the moral implications of the music he created. Dur- 
ing a recording session in 1957, Lewis argued with manager Sam Phillips that the hit song “Great 
Balls of Fire” was too “sinful” for him to record." The religious backgrounds of the rock and roll pio- 
neers both influenced and challenged moral norms. When Ray Charles recorded “I Got a Woman” in 
1955, he reworded the gospel tune “Jesus Is All the World to Me,” drawing criticism that the song was 
sacrilegious. Despite the objections, Charles's style caught on with other musicians, and his experi- 
mentation with merging gospel and R&B resulted in the birth of soul music. 


Soul, pop, and rap music continue to press social boundaries around sexuality to this day. Mar- 
vin Gaye sang, “Let's Get It On” in 1973. Donna Summers’ “Love to Love You Baby,” released in 1975, 
ended with erotic moans and groans. Lady Gaga's “Love Games” was initially banned in 2009 for 
suggestive lyrics. And by the 2010s and into the 2020s, there was little, if anything, that could not be 
said about sex in songs.“ 


Race 


As we have noted above, the history of race relations in the United States has had a huge influence 
on American music. Yet Black artists still had to fight to be recognized. When the music of Chuck 
Berry and Little Richard gained popularity among white teens in the United States during the 1950s, 
most of these new acts were signed to independent labels. Larger companies such as RCA had shied 
away from Black artists. Their decision caused them to lose a growing share of the market. 


To capitalize on the public's enthusiasm for rock and roll and to prevent the loss of further hijacking 
potential profits, the big record companies instead signed white artists to cover the songs of Black The practice of releasing a 
artists. The songs were sometimes changed or censored for the mainstream market by the removal cover version of a song by 
of any lyrics that referenced sex, alcohol, or drugs. Pat Boone was the most successful cover artist a eee heels 
of the era, releasing songs originally sung by artists such as Fats Domino, the El Dorados, Little performer. 


Richard, and Big Joe Turner. Releasing a cover of a Black performer's song by a white performer was 
known as hijacking a hit, and this practice usually left Black artists signed to independent labels 


broke. 
Because large companies such as RCA could widely promote and distribute their records—six performance 
of Boone’ recordings reached the No. 1 spot on the Billboard chart—their records frequently out- royalties 
sold the original versions. Many white artists and producers would also take writing credit for the Money received by 
songs they covered and would buy the rights to songs from Black writers without giving them songwriters and publishers 
Iti iti dit. This practice fueled racism within the music industry. Indepen- AE MaE ona 
royalties or songwriting credit. This practice fu r is withi usic industry. p songs is played on a radio 
dent record producer Danny Kessler of Okeh Records said, “The odds for a Black record to crack station, television show, 
through were slim. If the Black record began to happen, the chances were that a white artist would film soundtrack, or other 


for-profit arena. 
Performance royalties are 
tracked by performing 


: F : rights organizations, which 
Although cover artists profited from the work of Black R&B singers, occasionally they also e a a 


helped to promote the original recordings. Many teenagers who heard covers on mainstream radio publisher’s behalf. 
stations sought out the original artists’ versions, increasing sales and prompting Little Richard to 

refer to Pat Boone as “the man who made me a millionaire.“ Benefiting from covers also worked 

both ways. In 1962, soul singer Ray Charles covered country star Don Gibson's hit “I Just Can't Stop 

Loving You,” which became a hit on country and western charts and furthered mainstream accep- 

tance of Black musicians. Other Black artists to cover hits by white performers included Otis 

Redding, who performed the Rolling Stones hit “Satisfaction,” and Jimi Hendrix, who covered Bob 

Dylan's “All Along the Watchtower.” 


cover—and the big stations would play the white records. ... There was a color line, and it wasn't 
easy to cross.”“?! 
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Gender 


While Presley was revolutionizing people's notions of sexual freedom and expression, other per- 
formers were changing cultural norms regarding gender identity. Dressed in flamboyant clothing 
with a pompadour hairstyle and makeup, Little Richard was an exotic, androgynous performer who 
blurred traditional gender boundaries and shocked 1950s audiences with his blatant campiness. 
Between his wild onstage antics, bisexual tendencies, and love of post-concert orgies, the self-pro- 
claimed “King and Queen of Rock and Roll” challenged many social conventions of the time.“ 
Little Richard's flamboyant, gender-bending appearance was so outrageous that it was not taken 
seriously during the 1950s—he was considered an entertainer whose androgynous look bore no rel- 
evance to the real world. However, Richard paved the way for future entertainers to shift cultural 
perceptions of gender. 


FIGURE 6.13 
Gender-bending performers such as Little Richard, David Bowie, Boy George, and Prince helped to change social attitudes toward androgyny. 


Sources: Anna Bleker, https://commons.wikimedia.org/wiki/File:Little_Richard_in_2007.jpg; Lebrecht Music & Arts / Alamy Stock Photo; Ralf Liebhold/Shutterstock.com; 
Pictorial Press Ltd / Alamy Stock Photo 
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Later musicians such as David Bowie, Prince, and Boy George adopted his outrageous style, fre- 
quently appearing on stage wearing glittery costumes and heavy makeup. The popularity of these 
1970s and 1980s pop idols, along with other gender-bending performers such as Annie Lennox and 
Michael Jackson, helped make androgyny more acceptable in mainstream society and opened up 
conversations about gender and identity. In the 2020s, Lady Gaga's “Born This Way” and Christina 
Aguileras “Reflection” were among many songs that furthered the conversation. As the Paris 
Review notes, “Queer, trans, and gender nonconforming artists similarly populate the history of 
blues, R&B, jazz, and rock and roll. There's no pop music without artists who reveled in lashing out 
against the gendered expectations levied upon them from on high.”“*! 


Key Takeaways 


e The relationship between music and culture is reciprocal. Cultural influences on music 
include factors such as slavery, migration, youth culture, and racial integration. Musical 
influences on culture include factors such as racism within the music industry, content of 
particular genres of music that push conventional ideas of morality, and gender. 


e The mass migration of Black people in the south to urban areas during the early 20th century 
brought the blues to the North. Influenced by their new urban setting, migrant musicians 
incorporated new styles, including vaudeville and swing, into their music. Muddy Waters 
began playing electric guitar to make himself heard in the Chicago clubs and created a new 
style known as Chicago blues. 


e Young people in the 1950s had increased financial and personal freedom, giving them the 
power to influence record sales. Record companies began marketing rock and roll records 
specifically to teens, and the popularity of the new genre was enhanced by radio airplay and 
TV shows such as American Bandstand. 


e The civil rights movement helped bring about desegregation in the 1950s. Although racial 
tensions persisted and race riots occurred in several Northern cities, racial integration grad- 
ually took place. The move toward integration was furthered and reflected by the Motown 
sound created by Berry Gordy Jr. His Motown had crossover appeal among Black and white 
audiences, illustrated by the mainstream success of groups such as the Supremes. 


e Large record companies fueled racism in the music industry by hijacking the hits of Black 
performers and releasing censored cover versions by white artists. The practice cost Black 
artists royalties. Although many performers were angered by the trend, some believed it 
helped popularize their original recordings. 

e Rock and roll music was denounced for its negative impact on morality. Elvis Presley’s 
“vulgar” onstage gyrations outraged critics in the conservative Eisenhower era. Sexually sug- 
gestive song lyrics were also held responsible by many for a decline in moral values, although 
they were often censored cover versions. 

e Gender-bending performers such as Little Richard, David Bowie, and Annie Lennox helped 
conversations about gender and identity in American culture. 


Exercises 


Choose a genre of popular music from the last century. Using the ideas in this section as a start- 
ing point, answer the following questions: 


e How have cultural factors influenced your chosen genre? 
e How has your chosen genre influenced aspects of culture? 
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6.4 Trends in Music 


Learning Objectives 


1. Briefly trace the history and influence of the major record labels in the music industry. 
2. Describe the role played by independent labels in the music industry. 


We have talked quite a bit about record “labels.” What exactly are they? Record labels are companies 
that record, produce, distribute, market, and promote musicians. The companies developed in the 
late 1800s after the inventions of the gramophone and phonograph made possible the recording of 
music. No musician would have the money or resources to take on the recording, producing, and 
distribution of music. For more than a hundred years, “getting signed to a label” was the dream of 
musical artists. The expression “record label,” perhaps obviously, comes from the label at the cen- 
ter of a vinyl record, which displayed the record company’s name along with the song title and 
artist. Record labels need artists that inspire the record-buying public, while artists need the finan- 
cial backing and expertise of record labels and their marketing teams. In recent years, tensions 
between artists and their labels have been heightened by the cost-cutting measures that have 
taken place at many companies due to the impact of streaming and online file sharing on profits. 


Consolidation and the “Big Three” 


Perhaps no field has been so upended by the digital age as music. Digitization, 


FIGURE 6.14 portable technology, file sharing, mixing, sampling, and streaming revolutionized 
Close up of a record with the EMI logo on the 


label and on the side of the record. 


how music was produced and consumed. Prior to the internet, the music labels 
were in almost complete control. If singers or musicians wanted to find success, 
they needed a contract with a record label. When artists sign with a record label, 
the artist and company agree that the record label will get a portion of the royal- 
ties the recording generates from record sales. In exchange, the artists receive 
support for recording, production, distribution, and promotion. It can be lucra- 
tive for both parties. 


With those possibilities for power and profit, the competition among records 
labels can be ferocious. Three types of labels developed: the main labels, the sub- 
aUIGe: Ba. peucete/Shutterstock com sidiaries of the main labels, and independent labels. Within and among those 

three categories, buying, selling, and consolidating were common. Eventually film and television 
companies saw the possibilities and also moved into the field as well. For example, in the 1940s, 
MGM created MGM Records. Paramount Pictures and Warner Bros. followed and created ABC 
Records and Warner Records. Then, 20th Century Fox followed by forming 20th Century Records. 
Consolidation occurred again on a larger scale throughout the 1960s. CBS acquired Columbia 
Records and American Record Corporation. Warner bought up studios. Companies ended up with 
bloated names, such as Warner-Elektra-Atlantic.“” 


oligopoly By 2000, the music industry consolidation had resulted in a “big four”: Universal, EMI, Sony, and 
A market condition in Warner. In economic terms, the music business had become an oligopoly—a market condition in 
which a few firms which a few firms dominate most of an industry's production and distribution. The global reach of 


dominate an industry’s 
production and 
distribution. 


these few companies means that they have the promotion and marketing muscle to determine 
which types of music reach listeners’ ears and which become obsolete. But the consolidation did 
not stop there. In 2012, in a blockbuster deal, Universal took over EMI—resulting in the Big Three of 
today. And recall that within each of these major labels are a long list of subsidiaries. For exam- 
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ple, Universal Music Group contains Interscope Geffen A&M Records, Capitol Music Group, Repub- 
lic Records, Island Records, Def Jam Records, Caroline Records, The Verve Label Group, and even 
other smaller groups and international labels.* As the 2020s began, the big three accounted for 65 
percent of all music sales.“*! The other 35 percent was sold by an increasingly important part of the 
industry: independent labels—the “indies.” 


Independent Labels: A Smaller Share of the 
Pie 


Independent production companies, or indie record labels, operate without the huge financial 
resources of the oligopoly. (In recent years, the definition has shifted to incorporate indies that are 
partially owned by one of the major labels.) Ranging from small grassroots or garage labels to large, 


indie record labels 


Independent record 
companies, also known as 


profitable businesses, indie labels typically produce music that is less popular commercially and indies, not affiliated with 
more eclectic than the music produced by the larger mainstream companies. any of the Big Four. 
Indie Origins 


Independent labels have played a small but significant role in the music industry for as long as 
there has been a market. When patents held on sound recording technologies entered the public 
market in the 1920s, opportunities arose for small recording companies to enter the business. 
To avoid competing with larger firms such as RCA and Edison, the new independent companies 
focused on neglected areas of the music industry, such as folk, gospel, and rural blues. 


FIGURE 6.15 
The Sun Studios building with a large guitar sign outside and the logo painted on the side of the building. 


Source: jejim/Shutterstock.com 
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When the major labels decided during World War II to abandon then-unprofitable music 
recorded by Black artists, the independent labels quickly rushed in to fill the void, enjoying a boom 
during the rock and roll era when R&B music soared in popularity. Between 1955 and 1959, the US. 
market share of the major companies had dropped from 78 percent to 44 percent, while the market 
share of independent companies rose from 22 percent to 56 percent.” Sun Records played a par- 
ticularly important role in the development of both rock and roll and country music by releasing 
records by Elvis Presley, Jerry Lee Lewis, Johnny Cash, and Roy Orbison. 


Indie labels remained a small but significant presence throughout the 1950s and 1960s. During 
the 1970s punk era, in which groups rebelled against big company control, indie labels profited from 
the anti-mainstream, anti-corporate attitude of the punk rock bands. The indie-rock movement 
grew throughout the 1980s and 1990s, with labels such as Sub Pop, I.R.S., and Epitaph and epito- 
mized by the music of the Smiths, the Stone Roses, and R.E.M. This movement was briefly known 
as “college rock,” which would later become alternative rock. However, as alternative rock grew in 
popularity, so-called “grunge” bands such as Nirvana, Soundgarden, and Pearl Jam broke into the 
mainstream. This attracted the attention of major record labels, which began to lure the musicians 
with promise of more exposure—and profits. Many artists found themselves faced with a dilemma: 
stay true to their indie roots or “sell out” to a major record label in the hope of financial gain. 


The Pressure to Sell Out: Nirvana 


This is a classic story for musicians that still resonates today. When Seattle grunge band Nirvana 
began to achieve success in the late 1980s, they were signed to independent label Sub Pop. 
Popular among college students, the band’s 1989 album Bleach sold well enough for the band 
to consider moving to a bigger label. Amid rumors that Sub Pop was planning on signing as a 
subsidiary of a major record company because of financial difficulties, the band decided to cut 
out the middleman and seek a new contract itself.©" Signing with DGC Records (an imprint of 
Geffen), Nirvana released Nevermind in 1991 and found itself thrust into the mainstream. Within 9 
months of its release, the aloum had sold more than 4 million copies (compared to 30,000 copies 
of Bleach), knocked Michael Jackson’s Dangerous from the top of the Billboard chart, and placed 
Nirvana at the forefront of public attention. 


FIGURE 6.16 
Nirvana’s “Nevermind” CD, digitally remastered. 


Source: Kraft74/Shutterstock.com 


For Sub Pop, Nirvana’s success was both a blessing and a curse. Under severe financial stress, 
the label had begun layoffs in the spring of 1991, reducing its staff of 25 to a core group of five 
employees. With the 2% royalties Sub Pop received from Nevermind, as part of the buyout of 
Nirvana’s contract when the group signed with DGC, Sub Pop was pulled back from the brink of 
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collapse. However, the company’s carefully crafted niche had vanished. Sub Pop itself was seen 
as a sellout. In 1995, the company sold 49 percent of its shares to Warner Bros in exchange for 
financial backing. 


Nirvana itself had deeply ambivalent feelings about the fate of Sub Pop and its own transition from 
a small independent label to a major record company. At a concert shortly after the band signed 
their deal with DGC, lead singer Kurt Cobain declared to the crowd, “Hello, we’re major-label 
corporate rock sellouts.”®3! Having spent several years among the anti-commercial, do-it-your- 
self grunge crowd in Seattle, the band’s members were uncomfortable with their new position as 
wealthy rock stars. 

Cobain killed himself in 1994. Though family and friends attributed his suicide to many causes, 
including chronic pain and drug use, some pointed to Cobain’s depression over his fame. One 
friend said, “Well, | can't really speculate other than what he said to me, which was, he wasn't at 
all happy about it, success to him seemed like, | think, a brick wall. There was nowhere else to 
go but down, it was too artificial for him, and he wasn't an artificial person at all.” 54 


Although they frequently lose their talent to industry heavyweights, indie labels still hold sev- 
eral advantages over major record companies. They are generally smaller, enabling them to respond 
to changing popular musical tastes more quickly than large companies with more cumbersome 
processes and procedures in place. This enables them to pick up on emerging trends and bring 
them to market quickly. Although unable to compete with the distribution and promotion power of 
the major labels, indie labels can focus on niche markets, tapping into regional trends. For example, 
hip-hop’s initial commercial successes in the late 1970s and early 1980s came through small inde- 
pendent labels such as Tommy Boy and Sugar Hill. Realizing that record executives would find the 
raw street version of hip-hop unworkable, the labels came up with the idea of using house bands to 
play with emcees to improve the commercial viability of the genre. An early example of this process 
was Sugarhill Gang's “Rapper's Delight,” which was a worldwide hit." 


FIGURE 6.17 
Artists who have switched from an independent label to a major label midway through their careers include 
Nirvana, Green Day, and Death Cab for Cutie (shown here). 
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Sources: s_bukley/Shutterstock.com 
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vanity labels 


Spin-off indie labels 
financially backed by one 
of the major record 
companies and headed by 
high-profile artists to 
create a “label within a 
label.” 


FIGURE 6.18 
The Beatles “Hey Jude” label. 


The nature of the independent production process may also prove advantageous. A shorter 
path from creation of the music to distribution and promotion makes it easier to maintain the 
artist's original vision. For this reason, many artists prefer to work with independent labels, believ- 
ing the final product to be more authentic. This argument is also used by some fans of independent 
labels, who trust companies that only produce one brand of music to adhere to a consistent sound 
and musical style. 


Vanity Labels 


A much smaller trend among major record labels is to allow high-profile recording artists to create 
their own indie labels with the financial backing of the larger company. Frequently referred to as 
vanity labels, these are spin-offs of the parent company that enable artists to run “a label within a 
label” and release music by other performers that they admire. Labels handle the recording side, 
but distribution is usually still held by an established record company. 


Reprise Records is seen as the first vanity label. It was founded in 1960 by Frank Sinatra, who 
was successful enough to set it up and sign his friends and groups he admired. Warner Music even- 
tually assumed control over Reprise. A&M Records took its names from Herb Alpert and Jerry Moss 
to release Alpert’s single, “The Lonely Bull.” The bet paid off. The song was a major hit for Alpert’s 
Tijuana Brass—Albert's backing group. But the ultimate example of a vanity label was Apple 
Records, created by the most dominant musical group of its time. The Beatles wanted control of 
their music and used their clout to get Capitol/EMI to provide them their own company. Later Bea- 
tles albums were published on Apple, rather than Capitol. The group also signed other acts. They 
found numerous stars including Mary Hopkin, Badfinger, Billy Preston, and James Taylor.” Other 
vanity labels include Madonna's Maverick, Trent Reznor's Nothing, and Michael Jackson's MJJ. 


Allowing an artist to create a vanity label benefits a major record label in sev- 
eral ways: It encourages artists to remain with the parent company for longer 
than they may have otherwise done. It reduces the amount of promotional effort 
required by the label because fans are likely to be attracted to new music based 
on the recommendation of favorite artists. And it increases the likelihood that 
bands in niche genres will become big moneymakers for the company. 


However, vanity label projects often prove risky and unsuccessful because 
the label provides all of the money while the proven artist is responsible for 
developing new acts, and recent losses in the music industry have caused major 
labels to cut funding for artist-run ventures. For example, Mariah Carey's label, 
Crave, ended up dissolving less than a year after it opened. Universal Records 


Source: Erin Cadigan/Shutterstock.com President Monte Lipman commented, “Back in the day, when the industry was a 


lot healthier, it was ‘OK, here's $2-$3million. Go start your label and let us know 
when youre ready to start your first act.’ Those days are absolutely over.”*” 


But Lipman spoke too soon. Vanity labels exist as a small niche in the 2020s. Rappers and DJs 
can use them to release their own music and to sponsor new projects that resemble or have some- 
thing in common with the main artist. They continue to be worth the risk for the sponsoring music 
label. 


Key Takeaways 


e The global music business constitutes a powerful oligopoly—a market condition in which a 
few firms dominate most of an industry’s production and distribution. Major record labels 
make up over 65 percent of the music industry. Currently, the three major record labels 
(known as the Big Three) are Sony Music Entertainment, Universal Music Group, and Warner 
Music Group. 
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e Indie record labels are smaller labels that operate without financial assistance from the Big 
Three and typically produce less commercially viable music. Although they do not have the 
marketing and promotional power of the major labels, indies have several advantages. They 
are smaller and more flexible than major labels, enabling them to respond more quickly to 
trends in the industry. Indies are also able to tap into niche markets, and their simple struc- 
ture often means that the music stays closer to the artist’s original vision. 


e Major labels often allow high-profile stars to set up their own indie labels, known as vanity 
labels, because they reflect the personal musical tastes of the high-profile artist. 


Exercises 


Choose your favorite musical artist. Do some research on the publishing history of your artist. 
The consider the following questions: 


e With what record label did the artist originally sign? 
e What company is the artist with now? 
e Can you find any information on the nature of the contract? 
With just an afternoon of research, you will Know more about the artist than most fans. 


6.5 The Future of Music in the 2020s 


Learning Objectives 


1. Trace the changes of music publishing and distribution in the 2000s. 


2. Identify trends in music for the 2020s, including streaming, government intervention, publish- 
ing rights, and performing. 


Just a few decades ago, in the mid-1990s, the music industry seemed to have survived a major and 
turbulent transformation. Vinyl records, the mainstay of music publishing, had been suddenly and 
almost completely overtaken by first cassette tapes and then compact discs, CDSs. The future was 
here and record companies were reaping the benefits of sales to consumers who were updating 
their music collections—buying the same music they already owned!—to update to the latest tech- 
nological format. In 1999, the total revenue from music sales and licensing peaked at $14.6 billion. 


Ten years later, the music industry was in shock." Revenue had actually dropped every year 
in the early 2000s and, by 2010, had been cut in half—plunging to $6.3 billion. What happened?" It 
is good for students of the 2020s to know the history of today’s music technology—a history that 
began ten years ago and shapes the trends of today. 
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MP3 files 


Compressed digital audio 
files that are small enough 
to transfer over the internet 
while maintaining high 
audio quality. 


Napster 


A centralized online 
file-sharing system that 
enabled users to 
download and share free 
music. Napster was closed 
down for copyright 
infringement in 2000 and 
relaunched 3 years later as 
a subscription service. 


© Beyoncé Gets Real About the Music Industry 


Beyoncé shares her views on the music business in this short video. 


View in the online reader 


The History of the Future 


As with many aspects of social and cultural life, the future of music can be gleaned from its history. 
In many ways, American music has been the product of social, cultural, economic, and technologi- 
cal changes over time. 


CDs to Napster 


Technology is always developing. Especially so in media. For music back in 1999, the reigning tech- 
nology, CDs, had taken over because they were smaller and more portable than vinyl albums. You 
could play them in the car! But they had some disadvantages. They were relatively expensive. You 
could not purchase one song, only the entire disc. And though they were portable, you could not 
really take more than one on a walk, for example. 


Unknown to most in the music industry, new digital technology was being developed that 
would eliminate these disadvantages and revolutionize digital music storage. In 1989, German com- 
pany Fraunhofer-Gesellschaft discovered how to compress digital audio to approximately one- 
tenth the size of the original audio with almost no discernible loss in quality to the average listener. 
The so-called MP3 files (the MP stands for Moving Pictures Experts Group, which is the group that 
sets the standard for audio and video compression and transmission, and the 3 refers to the most 
popular layer or scheme with the standard) could be downloaded onto a computer, which were just 
beginning to be made affordable. 


Initially done only by a tech-savvy elite, the process of downloading and sharing audio files 
was a painstaking process because MP3 files were only in the hands of select users, not in a central- 
ized location. In 1999, Northeastern University student Shawn Fanning dropped out of school to 
complete work on a software project that would simplify finding and downloading MP3 files by any 
user on the internet." The result was a free downloadable Napster program that transformed peo- 
ples home computers into servers for exchanging music files over the internet. Originally an 
experiment between Fanning and his friends, the program's popularity spread through word of 
mouth. By the end of the first week, 15,000 people had downloaded the program. By the end of 
the year, it was a global phenomenon. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 6 Music in the 2020s 


Music fans were thrilled by their newfound ability to download free songs. 


But the record labels and musical artists called it piracy. Music was being distrib- FIGURE 6.19 ; o 
Napster revolutionized the music industry and 


the laws surrounding it. 


uted worldwide and no one was being paid. In December 1999, the then-four 
major record labels, together with the Recording Industry Association of Amer- 
ica (RIAA), launched a series of lawsuits against Fanning and his site for copyright 
infringement. Citing the nonpayment of royalties and the loss of revenue 
through lost CD sales, the RIAA also claimed that artists would be unwilling to 
create new songs now that people could obtain the songs for free. In response, 
Napster argued that it merely provided the software for people to share music 
files and no copyrighted material appeared on the site itself. In addition, Fanning 
claimed that the site encouraged people to go out and buy CDs based on the 
exposure artists received from Napster.” The courts disagreed and, by 2000, Nap- 
ster was shut down as were other peer-to-peer sites. But the digital future was 
set! 


iTunes to Spotify 
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= Ovapster 


Source: Northfoto/Shutterstock.com 


Once digital music technology was introduced to the world, its domination of the music industry 
was almost instantaneous. MP3 players were introduced and had several key advantages over CD 
players. They were smaller and more portable, eliminating the necessity of lugging around bulky 
CD carrying cases. Whereas CDs can only hold a relatively small amount of data, MP3 players were 
able to compress thousands of songs onto a single device. The lack of moving parts meant MP3 
players could be taken jogging or cycling without the risk of a song skipping every time the user 
hits a bumpy patch of road. Users were also no longer obligated to buy entire albums; instead, they 
could pick and choose their favorite songs from a catalog of online music. 


But from where would people get the music? Steve Jobs, CEO of Apple, was looking for a way 
to reinvigorate his company. Music would be one of the ways (before the iPhone). In 2001, Apple 
launched iTunes—a free application for the computer that converted audio CDs into digital music 
files, organized digital music collections, and played internet radio—and the iPod—a portable 
media player compatible with the iTunes appliance program software—and both products quickly 
dominated their markets. In 2003, the company signed deals with all of the major record labels and 
launched the iTunes Store, a virtual store that enabled people to buy and download digital music 
on demand. Within 5 years of its launch, the iTunes Store was the top music seller in the United 
States. Different technologies developed, such as Windows Media Player and Apple's QuickTime. 


Applications such as iTunes depended on downloads of music, which consumed much time 
and computer storage space, likely holding down sales. Technology developed a way around this 
problem as well. Different companies had begun experimenting with sending music and even live 
sports over the internet. It was called “streaming” because the content was not downloaded but 
sent in a continual stream to the listener. 


In 2002, Last.Fm created an app that would send music to listeners based on users’ musical 
tastes. Pandora Radio was launched in 2005, soon followed by Soundcloud and Spotify. A business 
model emerged. Similar to radio, artists would receive part of a royalty payment each time their 
song was streamed. The streaming company would make money from (1) advertisements played on 
a free version, and (2) subscription fees if listeners wanted an ad-free Premium service. After artists 
such as Taylor Swift and Adele complained, royalties were increased to artists. Streaming took off 
and major companies, such as Apple, Amazon, Google, and Disney, started streaming services. 


By 2020, Spotify was the top music streaming service followed by YouTube (owned by Google), 
Pandora, Amazon, and Apple. Record labels and artists are now comfortable with the format. 
Artists are able to “drop” a song when they wish. Puerto Rican rapper Bad Bunny had more than 8.3 
billion streams from fans around the globe in 2020. His album YHLQMDLG—treleased in late Feb- 
ruary and featuring collaborations with Sech, Anuel AA, and Daddy Yankee—was the number one 
streamed album as well. 
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FIGURE 6.20 
The iPod was launched in 
2001 with Apple’s iTunes. 


iPod 

2001 
Source: Alena Veasey/ 
Shutterstock.com 


iTunes 


A free computer 
application, first lauched 
for the Mac computer in 
2001 and later expanded 
to include PCs, that 
converts audio CDs into 
digital music files, 
organizes digital music 
collections, and plays 
internet radio. 


iPod 


A portable MP3 player, 
launched by Apple in 
2001, that is compatible 
with iTunes software. The 
iPod is the best-selling 
brand of MP3 player on 
the market. 
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The Future Will Be Streamed—With Al 


The history of the past ten years has led to today’s world in which you are able to 
FIGURE 6.21 get digital music through all of your electronic devices, from home assistants, 
be IE p g Pe ene such as Amazon Echo and Google Nest, to your cellphone. Data is collected and 

recommendations are made based on your listening history. According to music 
industry experts, the 2020s will see more of the same as gains in artificial intelli- 
gence (AI) “try to increase how long you stream music, the variety of artists youre 
interested in, and your reliance on these platforms to help you find what you're 
looking for in the future.”* You pay a premium for the streaming service (or you 
listen to a lot of ads) and so the platform makes money. And some of those 
monies go to pay the artists and record labels. 


For example, Spotify royalties are distributed from revenue collected from 
ads and premium subscription fees. Artists are paid monthly. When Spotify pays 
artists, they count up the total number of streams for each of an artist's songs, 
and determine who owns each song and who distributes it. First, the rights hold- 
ers are paid. Next, the distributor (often the record label) is paid (and this may be the same as the 
rights holder). And finally, the artist is paid." And Spotify keeps the rest. 


—| 


Source: Chubo - my masterpiece/Shutterstock.com 


And the future is bright. The music streaming market is predicted to grow by $7.47 billion more 
during 2021-2025. The optimism comes from the growth in mobile advertisement spending, and as 
the world comes out of the pandemic, increased use of mobile apps, increase in number of subscrip- 
tion services, and the increase in wearable technology, such as airpods.”” 


Governments Look Into Streaming 


Not everyone is a fan of streaming. At the end of 2020, Britains government launched an 
inquiry into the music streaming industry to determine the “economic impact” it has on artists, 
record labels, and the public.The country’s Digital, Culture, Media and Sport Committee 
(DCMS) announced it will look into the “the business models” specifically of the streaming giants, 
such as Spotify, Pandora, Apple Music, Amazon Music, and Google Play.” 


The COVID-19 pandemic brought things to a head for many artists, who could not make a 
living by performing and found that their slice of income from streaming was not enough. As 
one artist, Nadine Shah, wrote, “Music streaming makes major labels rich, while musicians like 
me go broke.” She notes that musicians receive only a percentage of the profits from streaming, 
not a direct payment for use. Artists with small, loyal followings lose in such a system. Shah 
says, ‘Streaming only really works for superstars and super record labels. Instead of receiving a 
direct amount per sale, as with downloads or physical purchases, it’s a ‘winner-takes-all’ system.” 


Ryan Cooper offers a similar perspective: “As I write this article, I am listening to the band 
TesseracT on Spotify. The service is quite a bargain for me—I can listen to virtually any record ever 
made, for just $9.99 a month. But it's not such a great deal for TesseracT, which gets just $0.00348 
for each song of theirs I play. If I listened to their album "Sonder" on continuous repeat 24 hours a 
day for the next year straight, they would receive just $355.90.” Cooper calls for the U.S. government 
to look into streaming services as well.” 


Music industry executives fear similar inquiries will be taken up by other governments. Said 
one executive, “Expect contagion as many more major music markets are called up in front of their 
respective governments ...as politicians seek to establish (a) whether the streaming model is fair 
and (b) if it's not, whether intervention is merited.” The United Kingdom, for example, looked care- 
fully at whether streaming was fair to artists. 
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Publishing Rights Are Big Business 


The 2020s started with a blockbuster announcement. Folk and rock music star 
Bob Dylan, who had been making albums for more than 50 years, sold his entire FIGURE 6.22 
A ; ; js Taylor Swift during her 2009 Fearless concert 

music catalogue to Universal for an estimated $600 million. In other words, Dylan tour. She lost control of the songs on “Fearless” 
sold the copyrights for the recordings of all his songs and the future use of those and re-recorded the album. 
songs—including classics like “Blowin' in the Wind,” “The Times They Are A- 
Changin,” and “Like a Rolling Stone." Just the week before, Stevie Nicks of 
Fleetwood Mac had sold her catalog to an independent publisher for $80 million. 


Music catalogs are part of the future. 


When artists are just starting out, they often do not think of such future 
earnings. Many music contracts with artists split up the catalog, with artists 
owning the copyrights for their recordings of the songs but the publisher owning 
the copyright for the song itself (so they can allow others to use the song). 
Streaming (and low interest rates) made these acquisitions possible. Dylan, Hicks, 
and other artists in the twilight of their careers can earn huge amounts of money 
in the short term while the music companies (borrowing the money with low 
interest rates) bet that they will make that money back and more in the years of 
streaming ahead, long after the artists have died. 


Taylor Swift was a naive artist when she signed her first contracts and lost 
entire control of her early catalog. In 2020, she learned that many of the rights to 
her first six albums had been sold by her former manager. Swift vowed to fight 
back. With no legal right to regain her early works, she began re-recording all the 
albums as new productions—which she then made sure to own.” 


Publishing catalogues are definitely established as money makers for artists 
and music companies. Said one music executive, the purchase of a catalogue “is a 
long-term investment relying on the assumption that hit songs will continue to 
command attention for decades. Given the competition between potential purchasers right now, 
it's a great time to be an established songwriter with a catalogue to sell.” 


Source: Everett Collection/Shutterstock.com 


Taylor Swift on Publishing Rights 
In a statement on Twitter, Swift wrote: “I’ve spoken a lot about why I’m remaking my first six 
albums, but the way I’ve chosen to do this will hopefully help illuminate where I’m coming from. 


Artists should own their own work for so many reasons, but the most screamingly obvious one is 
that the artist is the only one who really *knows* that body of work.”!”4 


Livestreaming, Live Performances, Twitch, 
and Clubhouse 


During the COVID-19 pandemic, live musical performances were canceled around the world. Artists 
needed to find some way to communicate with their audiences—and make a living. Some of the 
creative ways to bring artists and fans together will continue throughout the 2020s. For example, 
livestreaming is a vastly easier way than touring for musical groups to perform. Though many 
artists greatly miss live performing in concert halls and stadiums, livestreaming will remain as an 
additional force in the music world. 
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A kind of corollary development during the pandemic was virtual “meet ups” between artists 
and fans that made direct relationships possible. For example, Clubhouse was developed as a direct 
response to the limitations of the pandemic. When it was created in 2020, Clubhouse was an invita- 
tion-only social media app that allowed for conversations in “rooms” that can hold groups of up to 
5,000 people. Though it started as a more tech-oriented space, with appearances by Mark Zucker- 
berg of Facebook and Elon Musk of Tesla, performers, such as Drake, found it to be a way to interact 
directly with audiences in ways that even a live performance could not. 


Music executives predict that other performers will pursue such interactions and other apps 
will develop. “Technology will continue to enable an increasingly direct relationship between artists 
and their fans,” one said. “For example, providing access to exclusive content, physical and virtual 
merch drops, and livestreaming concerts, as well as the ability for fans to communicate more 
directly, both with artists and with each other.” Said another, “After all these years of success in 
music streaming with Amazon, Apple, and Spotify, it's still largely impossible to directly pay for 
your favorite artists, nor can you communicate with them. You're seeing companies like Twitch 
make impressive moves into this space; MixCloud is also fostering direct relationships with cura- 
tors. There's going to be more of that ... Fans want to express their love to their artists directly, not 
via a platform.” 


Key Takeaways 


e The introduction of digital music technology and peer-to-peer file sharing in 1999 changed 
the nature of the music industry. Websites, such as the Napster service, which enabled users 
to share free music, were shut down for piracy but pointed to the future of digital music. 


e Streaming music has emerged as the dominant music distribution method in the 2020s with 
Spotify leading a competitive landscape. 

e Future trends include enhanced streaming; government inquiries into the equity of streaming; 
a focus on music publishing rights; and attempts by artists to reach out to fans directly 
through livestreaming, live concerts, and social media apps. 


Exercises 


1. Think of your preferred music streaming service. What does that service know about your 
musical tastes? Then think about your preferred music streaming device, such as your cell- 
phone, Amazon Echo, or other. Why do you think those devices carry music to you? 


2. Do a search: “Taylor Swift on streaming.” What can you learn of Swift’s stormy relationship 
with streaming? 


6.6 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 


a. How did Tin Pan Alley influence the development of popular music? How did the music 
that came out of Tin Pan Alley differ from classical music? 
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b. What are some of the technological developments that influenced the growth of popular 
music? How did they assist its progress? 


c. What genres of music developed throughout the 20th century? What musical elements 
characterize each genre? 
2. Questions for Section 3 
a. What cultural factors influenced the popular music industry in the 20th century? 


b. How did music influence culture in the 20th century? How are music and culture interre- 
lated? 


3. Questions for Section 4 
a. What is a record label? What are the Big Three record labels? 


b. What are the main differences between major labels and indie labels? What are the 
advantages and disadvantages of each? 


c. Why did vanity labels originate? 
4. Questions for Section 5 


a. How did peer-to-peer sharing networks affect the music business when they were first 
introduced? How did digital music progress from users downloading music illegally to 
purchasing from online music stores? 


b. What is streaming? How has it disrupted the music industry? 
c. What are publishing rights and why are they important? 


Critical Thinking Questions 


Does music primarily reflect or influence cultural and social change? 

What was the importance of the transition from CDs to peer-to-peer file sharing? 

What is the most significant trend in music and why? 

Musicians have complained about streaming music. Why? 

How have social and political factors influenced musical tastes throughout the past century? 


Career Connection 


Although many traditional music industry careers were upended by the decline of CDs and the 
coming of streaming, changes within the industry have created new opportunities. As artists turn 
away from recorded music and focus on live performances and livestreaming, demand for con- 
cert tickets should continues to rise. Indie artists will play for smaller audiences perhaps creating 
even more venues. 


Was @ SS 


e Journalism and communication majors often find jobs in marketing and promotion. Research 
the promotion departments of big concert venues, such as Radio City Music Hall, and 
smaller local venues. What positions do you see? 


e How might you prepare for such positions while in college? 
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CHAPTER 7 


Radio in the 2020s 


7.1 Can Radio Survive a World of 
Remote Work? 


When television was first created, people predicted the death of radio. Why would people just listen 
to a box when they could listen and watch images on a box? But radio survived. When the internet 
was first created, people predicted the death of radio. Why would people listen to a box when they 
could stream any music from a box? But radio survived. 


And in 2020, as the COVID-19 pandemic closed businesses around the world—meaning that 
millions of people would no longer be listening to the radio in the car—people are predicting, once 
again, the death of radio. Or, in the more dramatic words of a magazine headline, “2020 Is the Year 
That Radio Hits a ‘Proverbial Iceberg, Survey Says.”™ 


FIGURE 7.1 
Mother and child tuning in a radio station. The original radios were larger than some televisions. 
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Source: Elzbieta Sekowska/Shutterstock.com 


The argument is sobering. The pandemic brought a host of challenges for radio. Not only did 
the pandemic bring a halt to the morning and evening commute of listeners, it may have changed 
the very nature of work. People and businesses have seen the value of, at least some, remote work. 
Those morning commutes may not be coming back. And in the home, the pandemic led to even 
more competition for radio. The purchase of digital home assistants, which stream music and news, 
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radio 


Communication through 
the use of radio waves. 


telegraph 


Early communication 
technology that used wires 
to transmit messages 
through a series of clicks. 


soared. Netflix, Amazon, HBO+, Disney+, and other services increased and enhanced their stream- 
ing. And that streaming may end up filling the cars of the future. 


The 2020 article did offer the hopeful words of analyst Derek Viita about radio: “It’s convenient: 
no need for a separate device [or] cord to connect a device; no need to spend time to actively choose 
a specific song or artist; no need to think about whether the commute would be long enough to 
hear all the content (e.g. an entire podcast),” Viita said. “It’s also utilitarian—it has all the informa- 
tion they need, they feel productive by catching up on news/current affairs, they can learn what's 
trending.” The future will tell. 


This chapter will show how the inherent flexibility and intimacy of radio has allowed it to 
adapt to new market trends and cultural change. Indeed, a study of radio is a study of the continu- 
ally changing nature of media and culture. 


7.2 A History of Radio 


Learning Objectives 


Identify the major technological changes in radio as a medium since its inception. 
Explain the importance of the Radio Act and the Communications Act. 

Explain the defining characteristics of radio’s Golden Age. 

Describe the rise of Top 40 stations, FM radio, and public radio. 

Introduce consolidation and satellite radios, trends that continue into the 2020s. 


Cn a= er oS 


At its most basic level, radio is communication through the use of radio waves. This includes radio 
used for person-to-person communication as well as radio used for mass communication. Both of 
these functions are still practiced today. Although most people associate the term radio with radio 
stations that broadcast to the general public, radio wave technology is used in everything from tele- 
vision to cell phones, making it a primary conduit for person-to-person communication. 


The Invention of Radio 


Long-distance electronic communication has existed since the middle of the 19th century. The 
telegraph communicated messages through a series of long and short clicks. Cables across the 
Atlantic Ocean connected even the far-distant United States and England using this technology. By 
the 1870s, telegraph technology had been used to develop the telephone, which could transmit an 
individual's voice over the same cables used by its predecessor. 


Guglielmo Marconi is often credited as the inventor of radio. As a young man living in Italy, 
Marconi read a biography of Hienrich Hertz, who had written and experimented with early forms 
of wireless transmission. Marconi then duplicated Hertz’s experiments in his own home, success- 
fully sending transmissions from one side of his attic to the other." He saw the potential for the 
technology and approached the Italian government for support. When the government showed no 
interest in his ideas, Marconi moved to England. By 1896, he had a patent on his device.“ 
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When Marconi popularized wireless technology, contemporaries initially viewed it as a way to FIGURE 7.2 


allow the telegraph to function in places that could not be connected by cables. Early radios acted Guglielmo Marconi 


as devices for naval ships to communicate with other ships and with land stations. The focus was developed an early version of 
the wireless radio. 


on person-to-person communication. The potential for radio broadcasting—sending messages to a 
large group of potential listeners—soon revolutionized mass media. 


Broadcasting Arrives 


Oddly, broadcasting has its roots in the telephone. As early as the 1880s, people relied on telephones 
to transmit news, music, church sermons, and weather reports. In Budapest, Hungary, for example, 
a subscription service allowed individuals to listen to news reports and fictional stories on their 
telephones. Around this time, telephones also transmitted opera performances from Paris to Lon- 
don. In 1909, this innovation emerged in the United States as a pay-per-play phonograph service in 
Wilmington, Delaware. This service allowed subscribers to listen to specific music recordings on 
their telephones.” 


Source: Library of Congress, LC- 

Radio changed all that. In 1906, Massachusetts resident Reginald Fessenden initiated the first US262-39702 
radio transmission of the human voice, but his efforts did not develop into a useful application." 

Ten years later, Lee de Forest used radio in a more modern sense when he set up an experimental 
radio station, 2XG, and broadcast to New York City.” 

The technology needed to build a radio transmitter and receiver was relatively simple, and the A Brief History of Radio 
knowledge to build such devices soon reached more of the public. Amateur radio operators quickly This video goes over the 
crowded the airwaves, broadcasting messages to anyone within range. By 1912, government regula- history of the radio. 
tions, such as licenses and limited broadcast ranges, were required so stations did not drown each 
other out. This regulation also gave the president the power to shut down all stations, a power 
notably exercised in 1917 upon the United States’ entry into World War I—to keep amateur radio 
operators from interfering with military use of radio waves for the duration of the war. 


Radio’s Commercial Potential 


View in the online reader 


After World War I ended, the radio ban was lifted in 1919. A number of small stations began oper- 
ating using technologies that had developed during the war. Many of these stations developed 
regular programming that included religious sermons, sports, and news. As early as 1922, Schenec- 
tady, New York's WGY broadcast over 40 original dramas, showing radio's potential as a medium 
for drama. The WGY players created their own scripts and performed them live on air. This same 
groundbreaking group also made the first known attempt at television drama in 1928."! 


Radio technology was so pervasive that even businesses, such as department stores, had their 
own stations. However, these stations did not advertise in a way that the modern radio listener 
would recognize. Early radio advertisements consisted only of a “genteel sales message broadcast 
during ‘business’ (daytime) hours, with no hard sell or mention of price.”"” In fact, radio advertising 
was originally considered an unprecedented invasion of privacy, because—unlike newspapers, 
which were bought at a newsstand—radios were present in the home and spoke with a voice in the 
presence of the whole family.” 


However, the social impact of radio was such that within a few years advertising was readily 
accepted on radio programs. Advertising agencies even began producing their own radio programs 
named after their products, such as the Bell Telephone Hour. At first, ads ran only during the day, 
but as economic pressure mounted during the Great Depression in the 1930s, local stations began 
looking for new sources of revenue, and advertising became a normal part of the radio sound- 
scape.” 
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networks 


Originally groups of radio 
stations that shared the 
same programming, these 
became large 
broadcasting corporations 
in control of radio 
programming. 


variety show 


A radio program genre that 
generally revolved around 
a host and cast that 
participated in 
sketch-comedy and 
musical numbers. 


FIGURE 7.3 
A family sits around the radio cabinet which is part of the living room’s furnishings. 


Source: Everett Collection/Shutterstock.com 


Not long after radio's broadcast debut, large businesses saw its potential profitability and 
formed networks. The same content could be broadcast over different stations, reaching multiple 
audiences. In 1926, RCA started the National Broadcasting Network (NBC), which was divided 
into Red and Blue networks. Two years after the creation of NBC, the United Independent Broad- 
casters became the Columbia Broadcasting System (CBS) and began competing with the existing 
Red and Blue networks.” 


Although early network programming focused mainly on music, it soon developed to include 
other programs. Among these early innovations was the variety show. This format generally fea- 
tured several different performers introduced by a host who segued between acts. Variety shows 
included styles as diverse as jazz and early country music. At night, dramas and comedies such as 
The Shadow, The Lone Ranger, and Fibber McGee and Molly filled the airwaves. News, educational 
programs, and other types of talk programs also rose to prominence during the 1930s." 


The Radio Act and the Communications Act 


Once again, however, the airwaves were becoming crowded. In the mid-1920s, profit-seeking com- 
panies such as department stores and newspapers owned a majority of the nation’s broadcast 
radio stations, which promoted their owners’ businesses."*! Nonprofit groups such as churches and 
schools opened even more stations. As the number of radio stations outgrew the available frequen- 
cies, interference became a problem and the government again stepped into the fray. The lobbying 
was intense. 


The Radio Act of 1927 established the Federal Radio Commission (FRC) to oversee regulation 
of the airwaves and a year after its creation, the FRC reallocated station bandwidths to correct 
interference problems. Business lobbying had proved successful. The commercial underpinning of 
broadcasting was established. The FRC identified 40 high-powered channels—and set aside 37 of 
these for the commercial broadcast network affiliates. Lower-powered bandwidth channels went 
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to non-profit stations that had to share the frequencies; this meant that as one station went off the 
air at a designated time, another one began broadcasting in its place. 


The Radio Act of 1927 allowed major networks such as CBS and NBC to gain a 70 percent share 
of U.S. broadcasting by the early 1930s, earning them $72 million in profits by 1934." At the same 
time, nonprofit broadcasting fell to only 2 percent of the market."” In protest of the favor that the 
1927 Radio Act showed toward commercial broadcasting, struggling nonprofit radio broadcasters 
created the National Committee on Education by Radio to lobby for more outlets. Basing their argu- 
ment on the notion that the airwaves—unlike newspapers—were a public resource, they asserted 
that groups working for the public good should take precedence over commercial interests. 


The Communications Act of 1934 did nothing to help the non-profits. But it was consequential. Federal 
It created the Federal Communications Commission (FCC) and ushered in a new era of govern- Communications 
ment regulation. Among these was the 1938 decision to limit stations to 50,000 watts of Commission (FCC) 
broadcasting power, allowing for more local stations." And as a result of FCC anti-monopoly rul- Federal commission 
ings, RCA was forced to sell its NBC Blue network. This spun-off division became the American a 
Broadcasting Corporation (ABC) in 1943." industtos. 


Another significant regulation with long-lasting influence was the 1949 Fairness Doctrine, a 
rule stating that if broadcasters editorialized in favor of a position on a particular issue, they had to 
give equal time to all other reasonable positions on that issue. This tenet came from the notion that i 

hesi bli d th h hould th h blic i required station owners to 
the airwaves were a public resource and that they snould thus serve the public in some way. allocate equal time to 
Although the regulation remained in effect until 1987, the impact of its core concepts are still opposing points of view. 
debated. 


Fairness Doctrine 
A 1949 FCC ruling that 


The Golden Age of Radio 


The so-called Golden Age of Radio occurred between 1930 and the mid-1950s. Because many asso- 
ciate the 1930s with the struggles of the Great Depression, it may seem contradictory that such a 
fruitful cultural occurrence arose during this decade. However, radio lent itself to the era. After the 
initial purchase of a receiver, radio was free and so provided an inexpensive source of entertain- 
ment that replaced other, more costly pastimes, such as going to the movies. 


Radio also presented an easily accessible form of media that existed on its own schedule. 
Unlike reading newspapers or books, tuning in to a favorite program at a certain time became a part 
of listeners’ daily routine because it effectively forced them to plan their lives around the dial. 


During the Great Depression, radio became so successful that another network, the Mutual 
Broadcasting Network, which would compete with NBC, CBS, and eventual ABC networks, creating 
a total of four national networks.”" As the networks became more adept at generating profits, their 
broadcast selections began to take on a format that later evolved into modern television program- 
ming. Serial dramas and programs that focused on domestic work aired during the day when many 
women were at home. Advertisers targeted this demographic with commercials for domestic needs 
such as soap.” Because they were often sponsored by soap companies, daytime serial dramas soon 
became known as soap operas. Some modern televised soap operas, such as Guiding Light, which 
ended in 2009, actually began in the 1930s as radio serials.” 


During the evening, many families listened to the radio together, much as modern families later 
gathered for television's prime time. Popular evening comedy variety shows such as George Burns 
and Gracie Allen's Burns and Allen, the Jack Benny Show, and the Bob Hope Show all began during 
the 1930s. These shows featured a central host—for whom the show was often named—and a series 
of sketch comedies, interviews, and musical performances, not unlike contemporary programs such 
as Saturday Night Live. Performed live before a studio audience, the programs thrived on a certain 
flair and spontaneity. Later in the evening, so-called prestige dramas such as Lux Radio Theater and 
Mercury Theatre on the Air aired. These shows featured major Hollywood actors recreating movies 
or acting out adaptations of literature.” 
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FIGURE 7.4 
Many prime-time radio broadcasts featured film stars recreating famous films over the air. 


Source: Library of Congress, Prints & Photographs Division, Farm Security Administration/Office of War Information Black-and-White 
Negatives, LC-USE6-D-010239 


Instant News in the Golden Age 


Another aspect of radio’s Golden Age: By the late 1930s, the popularity of radio news broadcasts had 
surpassed that of newspapers. Radio's ability to emotionally draw in its audiences made for news 
that evoked stronger responses than newspapers. For example, the infant son of famed aviator 
Charles Lindbergh was kidnapped and and found murdered in 1932. Radio networks set up mobile 
stations that covered the sensational events as they unfolded, broadcasting nonstop for several 
days and keeping listeners updated on every detail while tying them emotionally to the outcome.” 


As recording technology advanced, reporters gained the ability to record events in the field and 
bring them back to the studio to broadcast over the airwaves that very day. One early example: 
In 1937, a German passenger blimp, the Hindenburg, exploded into flames while attempting to land 
in New Jersey, killing 37 passengers. Radio journalist Herb Morrison was already on the scene to 
record the descent, capturing the fateful crash. The entire event was later broadcast, including the 
sound of the exploding blimp, providing listeners with an unprecedented emotional connection 
to a national disaster. Morrison's exclamation “Oh, the humanity!” became a common phrase of 
despair after the event.”® 


Radio news became even more important during World War II, when programs such as Nor- 
man Corwin's This Is War! sought to bring more sober news stories to a radio dial dominated by 
entertainment. The program dealt with the realities of war in a somber manner; at the beginning 
of the program, the host declared, “No one is invited to sit down and take it easy. Later, later, there's 
a war on.””® In 1940, Edward R. Murrow, a journalist working in England at the time, broadcast first- 
hand accounts of the German bombing of London, giving Americans a sense of the trauma and 
terror that the English were experiencing at the outset of the war.”” Radio news outlets were the 
first to broadcast the attack on Pearl Harbor that propelled the United States into World War II in 
1941.78! 
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FIGURE 7.5 
The fatal explosion of the Hindenburg blimp was reported first by radio. 


yr 


Source: Everett Collection/Shutterstock.com 


Television Arrives and Radio Adapts 


A great deal of radio's success as a medium during the 1920s and 1930s was due to the fact that no 
other medium could replicate it. This changed in the late 1940s and early 1950s as television became 
popular. A 1949 poll of people who had seen television found that almost half of them believed that 
radio was doomed.”” Television sets had come on the market by the late 1940s, and by 1951, more 
Americans were watching television during prime time than ever” Famous radio programs such 
as The Bob Hope Show were made into television shows, further diminishing radio's unique offer- 
ings. 


Surprisingly, some of radio's most critically lauded dramas launched during this period. Gun- 
smoke, an adult-oriented Western show (that later become television's longest-running show) began 
in 1952; crime drama Dragnet, later made famous in both television and film, broadcast between 
1949 and 1957; and Yours Truly, Johnny Dollar aired from 1949 to 1962, when CBS canceled its remain- 
ing radio dramas. However, these respected radio dramas were the last of their kind." Although 
radio was far from doomed by television, its Golden Age was. 


But radio adapted. Radio networks abandoned the dramas and variety shows that television 
could do better but it pivoted, in modern terms, to the form it could still do better than any other 
mass medium: play music. Stations developed shows that played records on the air. As strictly 
music stations began to rise, new innovations to increase their profitability appeared. One of the 
most notable and far-reaching of these innovations was the Top 40 station, a concept that sup- 
posedly came from watching jukebox patrons continually play the same songs." Stations played 
relatively new songs over and over. Robert Storz and Gordon McLendon began adapting existing 
radio stations to fit this new format with great success. In 1956, the creation of limited playlists fur- 
ther refined the format by providing about 50 songs that disc jockeys played repeatedly every day. 
By the early 1960s, many stations had developed limited playlists of only 30 songs. 
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border stations 


Stations located just over 
the United States—Mexico 
border that broadcast into 
the United States without 
being subject to its 
regulations. 


Another musically fruitful innovation came with the increase of Black disc jockeys and pro- 
grams created for Black audiences. Because its advertisers had nowhere to go in a media market 
dominated by white performers, Black radio became more common on the AM dial. Disc jockeys 
began to develop as the mediums new personalities, talking more in between songs and developing 
followings. Early Black disc jockeys even began improvising rhymes over top of the music, pioneer- 
ing techniques that later became rap and hip-hop. This new personality-driven style helped bring 
early rock and roll to new audiences.” 


More Adaptation: FM Radio 


Network broadcasting, backed by commercials, dominated radio. But non-profits persisted. In the 
1940s, the FCC reserved a set of frequencies for public education. But it was in the FM bandwidth 
and a higher set of frequencies, ostensibly to avoid problems with interference with commercial 
stations." This change required users to purchase new equipment, greatly slowing the widespread 
adoption of FM radio. 


But there were some successes. Pacifica Radio was created in 1949 to counteract the effects of 
commercial radio. It brought educational programs and dialogue to the airwaves in Berkeley, Cal- 
ifornia. Pacifica eventually grew from a single station—Berkeley, Californias KPFA—to a network 
of five stations, and more than 100 affiliates aired newer classical, jazz, and folk music along with 
lectures, discussions, and interviews with public artists and intellectuals.°” From the outset, among 
Pacifica’s major innovations was its refusal to take money from commercial advertisers, relying 
instead on donations from listeners and grants from institutions such as the Ford Foundation and 
calling itself listener-supported.™ 


Another important innovation on FM was the growth of border stations. Located just across 
the Mexican border, these stations did not have to follow FCC or U.S. regulatory laws. Because the 
stations broadcast at 250,000 watts and higher, their listening range covered much of North Amer- 
ica. Their content also diverged—at the time markedly—from that of U.S. stations. They carried 
music, like country and western, that could not be heard on regular network radio. Later border 
station disc jockeys, such as Wolfman Jack, were instrumental in bringing rock and roll music to a 
wider audience.””! 


As newer radios came to be equipped with both AM and FM capabilities, FM radio drew in new 
listeners because it actually had better sound capabilities. When radio had primarily featured dra- 
mas and other talk-oriented formats, sound quality had simply not mattered to many people. But 
music sounded better on FM.“ People—especially young people—disliked AM radio because of the 
predictable programming, poor sound quality, and over-commercialization. FM grew. 


Between the years 1960 and 1966, the number of households capable of receiving FM trans- 
missions grew from about 6.5 million to some 40 million. The FCC also aided FM by issuing its 
nonduplication ruling in 1964. Before this regulation, many AM stations had other stations on the 
FM spectrum that simply duplicated the AM programming. The nonduplication rule forced FM sta- 
tions to create their own fresh programming, opening up the spectrum for established networks to 
develop new stations." 


The late 1960s saw new FM disc jockeys taking greater liberties with established practices, 
such as playing several songs in a row before going to a commercial break or airing album tracks 
that exceeded 10 minutes in length. Although this made for popular listening formats, FM stations 
struggled to make the kinds of profits that the AM spectrum drew. By the end of the 1970s, radio 
stations were beginning to play specific formats, and the progressive radio of the previous decade 
had become difficult to find.“” 
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FIGURE 7.6 
Wolfman Jack was a popular American radio disc jockey who first found success in border stations. 


Source: Ric Carter / Alamy Stock Photo 


Groups such as the Ford Foundation had funded public media sources during the early 1960s. But 
foundations could not always be relied upon. In 1967, the federal government stepped in with the 
Public Broadcasting Act of 1967. This act created the Corporation for Public Broadcasting (CPB) 
and charged it with generating funding for public television and radio outlets. In 1970, the CPB in 
turn created National Public Radio (NPR) as well as the Public Broadcasting Station (PBS). Public 
radios first program was All Things Considered, an evening news program that focused on analysis 
and interpretive reporting rather than breaking news. In the mid-1970s, NPR attracted Washington- 
based journalists such as Cokie Roberts and Linda Wertheimer to its ranks, giving the coverage an 
even more professional, hard-reporting edge.“ 


Public radio distributors such as Public Radio International (PRI) and local public radio sta- 
tions such as WBEZ in Chicago have also created a number of cultural and entertainment pro- 
grams, including quiz shows, cooking shows, and a host of local public forum programs. Storytelling 
programs such as This American Life have created a new kind of free-form radio documentary 
genre, while shows such as PRI's variety show A Prairie Home Companion have revived older radio 
genres. This variety of popular public radio programming has shifted radio from a music-domi- 
nated medium to one that is exploring its vast potential. 


However, in 1983, public radio was pushed to the brink of financial collapse. NPR survived in 
part by relying more on its member stations to hold fundraising drives, now a vital component of 
public radios business model. In 2003, Joan Kroc, the widow of McDonald's CEO and philanthropist 
Ray Kroc, bequeathed a grant of over $200 million to NPR that may keep it afloat for many years to 
come. 
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local marketing 
agreements (LMAs) 


Agreements between radio 
stations and networks to 
share facilities and 
resources. 


consolidation 


The purchase of multiple 
radio stations by a single 
Owner. 


Conglomerates and Satellites 


During the early 1990s, many radio stations suffered the effects of an economic recession. Some sta- 
tions intiated local marketing agreements (LMAs) to share facilities and resources amid this 
economic decline. LMAs led to consolidation in the industry as radio stations bought other stations 
to create new hubs for the same programming. The Telecommunications Act of 1996 further 
increased consolidation by eliminating a duopoly rule prohibiting dual station ownership in the 
same market and by lifting the numerical limits on station ownership by a single entity. 


As large corporations such as Clear Channel Communications bought up stations around the 
country, they reformatted stations that had once competed against one another so that each 
focused on a different format. This practice led to mainstream radio's present state, in which nar- 
row formats target highly specific demographic audiences.Ultimately, although the industry 
consolidation of the 1990s made radio profitable, it reduced local coverage and diversity of program- 
ming. Because stations around the country served as outlets for a single network, the radio 
landscape became more uniform and predictable.“ Much as with chain restaurants and stores, 
some people enjoy this type of predictability, while others prefer a more localized, unique experi- 
ence."*! We will revisit consolidation in later sections. 


Similarly, no history of radio would be complete in the 2020s without reference to satellite 
radio. Radio by satellite actually began in Africa in the late 1990s. The huge continent was looking 
for means of effective communication. In the United States, XM first broadcast via satellite in 2001, 
quickly followed by Sirius. Satellite broadcasting was a way to get around the finite limits of the 
broadcast spectrum and allows for even more niche programming to develop. Satellite will be an 
important consideration as we study trends for radio in the 2020s." 


Key Takeaways 


e The Golden Age of Radio covered the period between 1930 and 1950. It was characterized 
by radio’s overwhelming popularity and a wide range of programming, including variety, 
music, drama, and theater programs. 


e Top 40 radio arose after most nonmusic programming moved to television. This format used 
short playlists of popular hits and gained a great deal of commercial success during the 
1950s and 1960s. 


e FM became popular during the late 1960s and 1970s as commercial stations adopted the 
practices of free-form stations to appeal to new audiences who desired higher fidelity and a 
less restrictive format. 


e Empowered by the Telecommunications Act of 1996, media conglomerates have subsumed 
unprecedented numbers of radio stations by single companies. Radio station consolidation 
brings predictability and profits at the expense of unique programming. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. Why was radio popular during the Depression? 

Do you think that radio could experience another golden age? Explain your answer. 
What is the difference between AM and FM radio? 

How has the consolidation of radio stations affected radio programming? 


> 2 
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7.3 The Role of Radio in American 
Culture 


Learning Objectives 


1. Analyze radio as a form of mass media. 
2. Describe the influence of radio on consumer culture and politics. 


8. Analyze the influence of talk radio on American politics. 
4. Identify the ways that radio influenced popular music. 


A New Kind of Mass Media 


Mass media such as newspapers had been around for years before the existence of radio. In fact, 
radio was intially considered a kind of audio newspaper. Although this idea gave early proponents a 
useful, familiar way to think about radio, it underestimated radio's power as a medium. Newspapers 
had the potential to reach a wide audience, but radio had the potential to reach almost everyone. 
Neither illiteracy nor even a busy schedule impeded radio’s success—one could now perform an 
activity and listen to the radio at the same time. 


This unprecedented reach had many impacts but, in particular, radio became an instrument 
of social cohesion as it brought together members of different classes and backgrounds to experi- 
ence the world as a nation. Radio programs reflected this nationwide cultural aspect of radio. Vox 
Pop, a show originally based on person-in-the-street interviews, was an early attempt to capture 
American culture. Beginning in 1935, the program billed itself as an unrehearsed “cross-section of 
what the average person really knows” by asking random people an assortment of questions. But 
the show did much more. It introduced listers to new accents and tongues. It offered shared knowl- 
edge.” 


Radio news was more than just a quick way to find out about events; it was a way for U.S. 
citizens to share events and emotions. During the Ohio and Mississippi river floods of 1937, radio 
brought the voices of those who suffered as well as the voices of those who fought the rising tides. 
A West Virginia newspaper explained the strengths of radio in providing emotional voices during 
such crises: “Thanks to radio ...the nation as a whole has had its nerves, its heart, its soul exposed 
to the needs of its unfortunates ... We are a nation integrated and interdependent. We are ‘our 
brother's keeper.”"®! 


Radios role in American culture continued to grow. 


Radio, Commercials, and Consuming 


In the 2020s, we take for granted that commercials will crowd into our experience with radio, tele- 
vision, websites, and streaming services (unless we pay a premium). But that “commercial” model 
can be traced back to radio and the various legislative acts that controlled its early growth. As you 
recall, radio broadcasting was relatively easy to undertake, even by amateurs, and in the 1920s, the 
airwaves were becoming jammed with competing broadcasts, resulting in static and confusion. 
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FIGURE 7.7 The Radio Act of 1927 was the first of a series of acts that decided radio's future. Besides allocat- 
The BBC is funded by license ing frequencies and airwaves, the acts also allowed for station owners to support themselves 
fees. financially by selling commercial time. In our times, with one hundred years of commercials 
behind us, this seems natural. But the decision was hotly debated, with fierce lobbying from those 
who saw the potential for vast profits and those who wanted to use this relatively new 
resource—the radio—for the public good (not the enrichment of big companies). 


In contrast, around the same time, the decision was made to fund the British Broadcasting 
Corporation—the BBC—by license fees.” People would pay directly for support and listen without 
commercial introduction and the influence of corporations. In the United States, radio's presence 
Raunhe: SeeSNOOIEAEPREN in the home heralded the evolution of consumer culture. Radio allowed advertisers to sell products 
Shutterstock.com : F af nee ; . 

to a captive audience. This kind of mass marketing ushered in a new age of consumer culture. 


(m) Radio in the 1920s 


This video discusses the role of radio in 1920s America. 


View in the online reader 


Radio and Politics 


Throughout its history, radio has had a considerable influence on the political landscape of the 
United States. As we saw, early radio brought news instantly, giving people immediate knowledge 
of world events, even war. Too, government leaders relied on radio to convey messages to the public, 
such as President Franklin D. Roosevelt's “fireside chats” described below. Radio was also used as a 
way to generate propaganda for World War II. The War Department established a Radio Division 
in its Bureau of Public Relations as early as 1941. Norman Corwin’s This Is War! was funded by the 
federal Office of Facts and Figures (OFF) to directly garner support for the war effort. It featured 
programs that prepared listeners to make personal sacrifices—including death—to win the war. 
The program was also directly political, popularizing the idea that the New Deal was a success and 
bolstering Roosevelt's image through comparisons with Lincoln. 


FDR’s Fireside Chats 


President Franklin D. Roosevelt’s Depression-era radio talks, or “fireside chats,” remain one of 
the most famous uses of radio in politics. While governor of New York, Roosevelt had used radio 
as a political tool, so he quickly adopted it to explain the unprecedented actions that his adminis- 
tration was taking to deal with the economic fallout of the Great Depression. His first soeech took 
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place only one week after being inaugurated. Roosevelt had closed all of the banks in the country 
for four days while the government dealt with a national banking crisis, and he used the radio to 
explain his actions directly to the American people. 


FIGURE 7.8 
During his presidency, Franklin D. Roosevelt delivered fireside chats, a series of radio 
broadcasts in which he spoke directly to the American people. 


Source: Library of Congress, LC-DIG-hec-47304 


Roosevelt’s first radio address set a distinct tone as he employed informal speech in the hopes 
of inspiring confidence in the American people and of helping them stave off the kind of panic 
that could have destroyed the entire banking system. Roosevelt understood both the intimacy of 
radio and its powerful outreach. He was thus able to balance a personal tone with a message 
that was meant for millions of people. This relaxed approach inspired a CBS executive to name 
the series the “fireside chats.”4! 

Roosevelt delivered a total of 27 of these 15- to 30-minute-long addresses to estimated audi- 
ences of 30 million to 40 million people, then a quarter of the U.S. population.®*! Roosevelt’s use 
of radio was both a testament to his own skills and savvy as a politician and to the power and 
ubiquity of radio during this period. At the time, there was no other form of mass media that could 
have had the same effect. 


The Importance of Talk Radio 


Certainly, radio has been used by the government for its own purposes, but it has had an even 
greater impact on politics by serving as what has been called “the ultimate arena for free 
speech.”"™! Talk radio of today—caustic, profane, and challenging—might seem modern but has 
roots deep in radio. 


For example, an early, infamous radio firebrand, Father Charles Coughlin, was a Roman 
Catholic priest whose radio program opposed the New Deal, criticized Jews, and supported Nazi 
policies. Radio stations themselves began to ban him from the airwaves. Some historians see a con- 
nection between Coughlin and the government's 1949 Fairness Doctrine that required any station 
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broadcasting a political point of view over the air to allow equal time to all reasonable dissenting 
; [ss] 
views. 


Despite its noble intentions of safeguarding public airwaves for diverse views, the Fairness 
Doctrine long attracted dissent. Opponents of the doctrine claimed that it had a chilling effect on 
political discourse as stations, rather than risk government intervention, avoided programs that 
were divisive or controversial. In 1987, the FCC under the Reagan administration repealed the reg- 
ulation. It set off an AM talk radio boom; by 2004, the number of talk radio stations had increased 
by 17-fold. ©” 


The end of the Fairness Doctrine allowed stations to broadcast programs without worrying 
about finding an opposing point of view to balance the stated opinions of its host. Radio hosts rep- 
resenting all points of the political spectrum could say anything that they wanted to—within FCC 
limits—without fear of rebuttal. Talk radio hosts, such as Howard Stern, gain and keep their listen- 
ers by sheer force of personality, and some say shocking or insulting things to get their message 
across. 


For a variety of demographic reason—older, retired people tend to be more conservative and 
have more time to listen to the radio—and conservative talk radio has thrived from 2000 into the 
2020s. Conservative radio host Rush Limbaugh began his popular program one year after the repeal 
of the Fairness Doctrine and continued it until his death in 2021. He was sometimes called the 
most powerful voice in American politics. Here is how CNN began his obituary: “Rush Limbaugh, 
the conservative media icon who for decades used his perch as the king of talk-radio to shape the 
politics of both the Republican Party and nation, died Wednesday after a battle with cancer.”"*" An 
often-overlooked impact of the rise of Limbaugh, Sean Hannity and other conservative hosts was 
the revitalization and relevance of AM radio in times when the medium was in decline. 


FIGURE 7.9 
Vice President Mike Pence participates in a live interview with Rush Limbaugh. 


Source: Storms Media Group / Alamy Stock Photo 
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Radio and the Development of Popular Music 


Since its inception, radios impact on American culture has been immense. But radio might have 
had its greatest influence on music. Modern music is unthinkable without the early influence of 
radio. Entire genres of music that are now taken for granted, such as country and rock, owe their 
popularity and even existence to early radio programs that publicized new forms. 


Before radio, most popular songs were distributed through piano sheet music and word of 
mouth. This necessarily limited the types of music that could gain national prominence. And to 
hear music, you had to go see the musicians. Although recording technology had also emerged sev- 
eral decades before radio, music played live over the radio sounded better than it did on a record 
played in the home. Live music performances thus became a staple of early radio. Many perfor- 
mance venues had their own radio transmitters to broadcast live shows—for example, Harlem's 
Cotton Club broadcast performances that CBS picked up and broadcast nationwide. 


Early radio networks mainly played swing jazz, giving the bands and their leaders a widespread 
audience. Popular bandleaders including Duke Ellington, Benny Goodman, and Tommy Dorsey and 
their jazz bands became nationally famous through their radio performances, and a host of other 
jazz musicians flourished as radio made the genre nationally popular.™ 


National networks also played classical music. Often presented in an educational context, this 
programming had a different tenor than did dance-band programming. NBC promoted the genre 
through shows such as the Music Appreciation Hour, which sought to educate both young people 
and the general public on the nuances of classical music." It created the NBC Symphony Orches- 
tra, a 92-piece band under the direction of famed conductor Arturo Toscanini. The orchestra made 
its first performance in 1937 and was so popular that Toscanini stayed on as conductor for 17 years." 
The Metropolitan Opera was also popular; its broadcasts in the early 1930s had an audience of 9 
million listeners.” 


FIGURE 7.10 
Radio helped educate American audiences about classical music. 
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Source: Martin Good/Shutterstock.com 
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Radio Spread Regional Music 


The promotional power of radio also gave regional music an immense boost. 
Local stations often carried their own programs featuring the popular music of 
the area. Stations such as Nashville, Tennessee's WSM played early country, blues, 
and folk artists. The history of this station illustrates the ways in which 
radio—and its wide range of broadcasting—created new perspectives on Ameri- 
can culture. In 1927, WSM’s program Barn Dance, which featured early country 
music and blues, followed an hour-long program of classical music. George Hay, 
the host of Barn Dance, used the juxtaposition of classical and country genres to 
spontaneously rename the show: “For the past hour we have been listening to 
music taken largely from Grand Opera, but from now on we will present ‘The 
Grand Ole Opry.” NBC picked up the program for national syndication in 1939, 
and it is currently one of the longest-running radio program of all time. 


FIGURE 7.11 
The Grand Ole Opry gave a national stage to 
country and early rock musicians. 


Shreveport, Louisianas KWKH aired an Opry-type show called Louisiana 
Hayride. This program propelled stars such as Hank Williams into the national 
spotlight. Country music, formerly a mix of folk, blues, and mountain music, was 
made into a genre that was accessible by the nation through this show. Without 
programs that featured these country and blues artists, Elvis Presley and Johnny 
Cash would not have become national stars, and country music may not have 
risen to become a popular genre. 
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spüre: Bobbejaan SCNOEPEN ANVE ATE? In the 1940s, other Southern stations also began playing rhythm and blues 

commons.wikimedia.org/wiki/File:Bobbejaan_ ; . . . . 

schoepen_grand_ole_opry_1953,jog, Available under records recorded by Black artists. Artists such as Wynonie Harris, famous for his 

CC BY 2.5, https://creativecommons.org/licenses/by/2. rendition of Roy Brown's “Good Rockin’ Tonight,” were often played by white disc 

5/deed.en. jockeys who tried to imitate the style of Black Southerners. During the late 
1940s, both Memphis, Tennessee's WDIA and Atlanta, Georgia's WERD were owned and operated by 
Black people. The popular disc jockeys often provided a measure of community leadership at a time 
when few Black people were in powerful positions. 


Radio Changed Performing 


Radio technology also changed the way that dance and popular music was performed. Because of 
the use of microphones, vocalists could be heard better over the band, allowing singers to use a 
greater vocal range and create more expressive styles, an innovation that led singers to become an 
important part of popular music's image. The use of microphones similarly allowed individual per- 
formers to be featured playing solos and lead parts, features that were less encouraged before radio. 


The exposure of radio also led to more rapid turnover in popular music. Before radio, jazz 
bands played the same arrangement for several years without it getting old, but as radio broadcasts 
reached wide audiences, new arrangements and songs had to be produced at a more rapid pace to 
keep up with changing tastes.” 


The spotlight of radio allowed the personalities of artists to come to the forefront of popular 
music, giving them newfound notoriety. Phil Harris, the bandleader from the Jack Benny Show, 
became the star of his own program. Other famous musicians used radio talent shows to gain fame. 
Popular programs such as Major Bowes and His Original Amateur Hour featured unknown enter- 
tainers trying to gain fame through exposure to the show's large audience. Major Bowes used a 
gong to usher bad performers offstage, often contemptuously dismissing them, but not all the per- 
formers struck out; such successful singers as Frank Sinatra debuted on the program. 


Television, much like modern popular music, owes a significant debt to the Golden Age of 
Radio. Major radio networks such as NBC, ABC, and CBS became—and remain—major forces in 
television, and their programming decisions for radio formed the basis for television. Actors, writ- 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 7 Radio in the 2020s 229 


ers, and directors who worked in radio simply transferred their performing talents into the world 
of early television, using the successes of radio as their models. 


Key Takeaways 


e Radio was a new kind of medium that could reach millions of people instantly. 


e The decision to support radio through commercials, rather than license fees, helped create 
a consumer culture in America. 


e Presidents, such as Franklin Delano Roosevelt, used radio to communicate directly with the 
American people. 


e Talk radio became another crucial part of American politics that extends to today. 
e Radio helped develop popular music, including spreading regional sounds nationwide. 


Exercises 


Please read the following questions and answer each with a paragraph of more of response. 
1. What made radio so different as a mass medium? 

2. What do you think has been radio’s biggest contribution to American politics? 

3. Why was radio suited to spreading regional sounds? 

4. What do you think will be the future of radio? 


7.4 Trends in Radio 


Learning Objectives 


Describe the use of radio station formats in the development of modern stations. 
Describe the top formats in American radio in the 2020s. 
Discuss the influence of conglomerates on radio. 


a @ WS 


Discuss the influence of satellite technology on radio. 


Do you even turn on a radio any more? Many people do. In the car. In the kitchen. On the farm. At 
the office. And, most often, they are looking for a particular format—a certain kind of program. 


Early radio offered something for everyone. Indeed, early radio even laid the groundwork for 
television's format, with many different programs that appealed to a variety of people broadcast at 
different times of the day. However, as television's popularity grew, radio could not compete and so 
it turned to fresh programming techniques. 


A new type of station became the norm. Propelled by the development of new types of music, radio station format 
such as folk rock, psychedelic rock, and smooth jazz, stations devoted themselves to one type of A template for radio 
music or programming. The evolution of radio station formats took place. These formats have stations that determines 


developed to target narrow, defined audiences with predictable tastes and habits. Ratings services P wil 


such as Arbitron can identify the demographic of the audiences, such as age, income, education relives tei willl (oe 
level, and even the political leanings of listeners. Because advertisers want their commercials to targeted. 
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reach an audience likely to buy their products, this kind of audience targeting helps stations attract 
advertisers. In the 2020s, formats keep radio stations alive. 


Top Radio Formats 


One constant throughout the development of radio has been the organization of stations in terms 
of formats—the dominant, overall content of the radio station. We use phrases such as classic rock, 
country music, all news, all sports, and more to describe these formats. But top formats change over 
time. 


Country 


Country music is the most popular radio format in the 2020s and has been for decades. It includes 
stations devoted both to older and newer country music and thus includes deceased artists such as 
Hank Williams, Patsy Cline, and Johnny Cash as well younger artists, such as Thomas Rhett, Carrie 
Underwood, and Morgan Wallen. Favored in the South, West, and Midwest, country music appeals 
to both male and female listeners as well as young and old, giving advertisers great reach.” 


FIGURE 7.12 
The United States created a stamp in honor of country music singer Hank Williams. 
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Source: MM_photos/Shutterstock.com 


Religious 


Many broadcast stations have found success with religious programming, primarily Christian, 
which can take the form of formal services, lectures, lessons, and Bible readings as well as religious 
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hymns and music. It is the second most popular format in American radio. Christianrock, Smile, 
and K-Love are three top stations. The programming is based in particular cities, such as Atlanta or 
Detroit, but can be used by stations around the country.” 


News/Talk/Information 


The third most popular format in American radio is news/talk/information. It includes AM talk 
radio, public radio stations with talk programming, network news radio, sports radio, and personal- 
ity talk radio. This format reaches a broad demographic, with varied audiences tuning in for news 
and weather, others listening to sports non-stop, and others seeking out politics. In New York, for 
example, all news 1010WINS competes against WCBS880 as well as WFAN in sports. 


Spanish Language 


An increasing Spanish-speaking population in the United States has resulted in a number of dis- Spanish-language 


tinct Spanish-language radio formats. Although radio analysts still bring these together under one radio formats 
format, placing them often in the top five of radio formats, Spanish-language stations really are Redio fermere het igsi 
formats within formats and include Spanish oldies, Spanish adult hits, Spanish religious, and Span- Spanish-speaking 

ish talk among others."” Following their demographic, Spanish language stations are most often audiences, including talk, 


religious, and popular 


found in large American cities. ; 
music formats. 


Classic Rock 


Classic rock stations generally play rock singles taken from the 1960s into the 1980s. The demo- 
graphic here is the so-called Baby Boomers who were listening to the music in those decades and 
are still listening today. It comes as little surprise that a list of the most-played radio songs of all 
time are from that era—they have been playing for 50 years or more! Another distinct but simi- 
lar format is album-oriented rock (AOR). This format focuses on songs that were not necessarily 
released as singles, also known as album cuts. 


TABLE 7.1 The Top Played Radio Songs of All Time 


=i 


. “Brown Eyed Girl” —Van Morrison (1967) 

. “Baby | Need Your Loving” —Four Tops (1964) 

. “Every Breath You Take” —The Police (1983) 

. “You've Lost That Lovin' Feelin'” — The Righteous Brothers (1964) 
. “Yesterday” — The Beatles (1965) 

. “Act Naturally” — Buck Owens (1963) 

7. “Your Song” —Elton John (1970) 


Oo a fF WwW N 


Source: “The Top Played Radio Songs of All Time,” Past Factory, Oct 12, 2020, https://www.pastfactory.com/classic/the-top-played- 
radio-songs-of-all-time/?view-all&chrome=1 &A1c=1. 


Adult Contemporary 


Generally targeted toward individuals over 30, the adult contemporary (AC) format favors pop 
music from the last 15 to 20 years as opposed to classic rock or current hits. Different subformats, 
such as hot AC and modern AC, target younger audiences by playing songs that are more current. 
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The urban contemporary format plays modern hits from mainly Black artists—such as Beyoncé, 
Drake, Lil Wayne, John Legend, and Ludacris—featuring a mix of soul, hip-hop, and R&B. 


FIGURE 7.13 
Beyoncé crossed over many music station formats on radio. 


Source: Kraft74/Shutterstock.com 


Conglomeration 


As we have seen throughout this book, conglomeration is a defining aspect of American media in 
the 2020s. Regulations against one or a few companies owning a large share of a market have been 
loosened. The result is a few big companies own much media. Radio is no different. 


The Telecommunications Act of 1996 was a major factor. It did away with many regulations on 
how many stations a single company could own and even allowed the purchase of multiple sta- 
tions in a single market, depending on that market's size. In other words, one company could own 
four or five radio stations in the same city, controlling the music and news that listeners heard. 


Companies jumped at the opportunity. Clear Channel, known now as iHeartMedia, grew from 
40 stations to 1,240 in just six years. More than one-third of American radio stations were bought 
and sold. Three companies—iHeart Media, Cumulus, and Entercom—now own close to 2,000 radio 
stations in the United States.’ For example, in Los Angeles in 2021, iHeart Media owned seven 
stations, including talk, alternative, Christian, adult contemporary, and more. Entercom owned 
eight!" 


An example of the negative consequences of such consolidation: When the popular country 
band the Dixie Chicks (now known as the Chicks) spoke out against President George W. Bush and 
the Iraq War, the conservative owners of Clear Channel (now iHeart Media) forbade their songs to 
be played on their thousands of stations.” 


An NPR report discussed other dangers of rampant consolidation: “A regional broadcaster 
could, for example, purchase every single market within a state and have complete control over 
what every resident outside of a major city hears through their car stereo,” the report said. “And as 
stations swallow up others, that means more net financial risk for the owners—and thus less risk 
in what they play, in the interest of appealing to as broad an audience as possible.” 
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Satellite Radio 


Media technology is often created to address a problem or need. A major problem 

with radio: If you travel too far away from the station transmitter, the radio sig- 

nal breaks up and eventually deteriorates into static.In 1992, the Federal ill ed eiascny NE GOVID- 19 pangemig 
i 1P a Y : j ; may affect people commuting and listening to 

Communications Commission (FCC) offered an incentive to solve the problem. It satellite radio in their cars. 

allocated a spectrum in the "S" band for nationwide broadcasting of satellite- 

based radio. 


FIGURE 7.14 


1:19 N 6 


Four companies applied and, in 1997, the FCC gave licenses to two of Hts a, Soe. ono “Posen akuy Pigmy Pract > 
them:CD Radio (later Sirius Satellite Radio) and American Mobile Radio Sankey 
(later XM Satellite Radio). Then the two companies had to figure out how to make BD inroc tore a 
it work. They paid more than $80 million each to use space in the S-band for dig- n E uso 
ital satellite transmission. After putting satellites into space, the radio transmitter e? oD ®© ®@ &. 
on Earth sends its signal to the satellite, which then sends it your receiver (in oe 


your car, home, phone, or anywhere else). Because the satellite is so high above 
the earth, it can reach your receiver anywhere. 


Success came slowly. Radio is often played in the car and older cars did not Source: melissamn/Shutterstock.com 
have satellite technology. The companies had to make deals with car manufacturers to install the 
technology. And then the companies needed to find or develop content for the channels. In 2007, 
Sirius and XM said they needed to merge in order to survive. Detractors, like the National Associa- 
tion of Broadcasters, said they were setting up an immediate monopoly. Few other satellite radio 
companies were in existence. After 57 weeks of study, the Justice Department allowed the merger.” 


As the 2020s begin, Sirius XM has become a dominant force in radio. Most new cars have the 
option of having the technology, which also is available more widely in the home. SiriusXM offers 
hundreds of channels from hundreds of artists, including two devoted to Howard Stern, as well as 
live play-by-play coverage of most sports. However, as we saw in our chapter opening, COVID-19 
and its resulting changes to work, commuting, and media will present challenges throughout the 
decade. 


Sirius versus XM 

This video compares Sirius 
Key Takeaways and XM satellite radio and 

why they merged. 


e Radio station formats target demographics that can generate advertising revenue. 


e Contemporary hit radio was developed as a Top 40 format that expanded beyond strictly 
pop music to include country, rock, and urban formats. 


e Country music formats have been the most popular in the United States for decades. 
e Consolidation has increased markedly in the American radio industry. 


e Satellite radio is disrupting the industry even more in the 2020s. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 


View in the online reader 


1. What is the purpose of radio station formats? 
2. How have radio station formats affected the way that modern stations play music? 


3. Pick a format, such as country or classic rock, and speculate on the reasons for its popular- 
ity. 
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7.5 The Future of Radio in the 2020s 


Learning Objectives 


Identify how the COVID-19 pandemic influenced radio. 
Discuss how satellite radio will influence the future of radio. 


Identify how consolidation has led to cuts at local radio stations. 
Determine if video and multimedia might be part of radio’s future. 
Discuss how radio can address America’s “news deserts.” 


Ci OO PS 


Analyze how podcasting may support the future of radio. 


We began this chapter by stating that, of all media, radio might be the one to have been most 
affected by the COVID-19 pandemic. The pandemic disrupted radio in so many ways. People often 
listen to the radio in the car. The pandemic brought a halt to the morning and evening commute 
of millions of former listeners. Too, those listeners may not be returning. The pandemic has also 
changed the nature of work. People might be working more from home—and spending less time in 
the car with radio. And in the home, radio faces increasing competition for people's attention from 
online games to streaming services to new hobbies and pursuits. What will be the future of radio in 
the 2020s? 


Consolidation Will Continue to Degrade Local 
Radio 


As we have seen in almost every chapter, consolidation and conglomeration are shaping each 
medium in the 2020s. Radio has proved no difference. Large, multinational corporations continue 
to buy up small, local, and regional stations with the result that radio becomes more standardized, 
homogenized, and less local. 


For radio, the Telecommunications Act of 1996 was a turning point. Previous FCC regulations 
against owning too many Stations in a city or region were stripped away. Researcher Donna Halper 
did a study for RadioWorld, entitled, "So, Where Does Radio Go From Here? Some Thoughts about 
Radio in 2021 and Beyond." She spoke with Ed Levine, president and CEO of Galaxy Media, which 
owns 13 stations in central New York. 


The challenge that radio faces,” Levine said is that for more than twenty-five years, radio has 
“become bent to the will of a very small group of people.” Their goal was simple. “In reality, it was 
simply to get richer... much richer.” 


Local stations, driven by private equity investors, began seeing cuts to budgets and workers. 
Levine said, “radio was given revenue and cash flow goals that, in retrospect, were impossible to 
meet.” 


Halper also spoke with Jerry Del Colliano, publisher of Inside Music Media, who has been vocal 
about what he sees as the misplaced focus of corporate owners who were more interested in Wall 


Street than Main Street. He said radio itself isn't the problem, “it's what these giant owners did to 
it." 


The future of radio will take many forms. But unless FCC regulations attempt to turn back the 
clock, consolidation and conglomeration will be part of that future. 
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Satellites May Save Radio 


As we saw in our discussion of trends, satellite radio technology offers glimmers of hope to the 
radio industry in the 2020s. Satellites not only allow radio stations to expand their reach from a 
city to the entire country, they also allow stations to expand the amount and diversity of available 
programming. Satellite radio is not required to censor its disc jockeys or guests for profanity. (The 
reasoning is that the stations are not readily available to young people and must be selected and 
purchased.) This attracts controversial radio personalities, such as Howard Stern, as well as celebri- 
ties and stars looking for their own outlet, such as Bruce Springsteen's guitarist “Little” Steven Van 
Zandt. And, of course, satellites can carry streaming services such as Spotify and Pandora. 


FIGURE 7.15 
Talk show host Howard Stern moved his controversial program to satellite radio in 2006, removing himself from 
FCC censorship rules and helping to popularize the medium. 


Source: REUTERS / Alamy Stock Photo 


The COVID-19 pandemic hurt satellite radio in a number of ways. As one analyst summa- 
rized: “With cars sitting idle for large chunks of time as we worked, schooled, and entertained 
ourselves at home, it's easy to see why a lot of people would just flat-out cancel their Sirius XM sub- 
scriptions. The early stages of a recession also made premium radio memberships an easy nix in the 
new normal. We also weren't really interested in buying new cars when we weren't wearing down 
our old cars, and vehicle purchases are the lifeblood of new satellite radio subscriptions.”™ Yet Sir- 
ius XM—still the only real entity in American satellite broadcasting—slowed down but did not stop. 
It signed Howard Stern to five more years and increased its subscriptions during the pandemic by 
almost one million. 


It is very fitting that the subject of our study—understanding media and culture—is central to 
the future of satellite radio in the 2020s. Changes to how people work and live, with the resulting 
changes to how much time they spend in their car, will help determine the future of satellite radio. 
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HD radio 


Digital transmission of 
radio signals that allows 
separate subchannels to 
be broadcast on the same 
analog frequency. 


Will HD Radio Be a Factor? 


Developed around 2001 to help traditional radio stations compete with emerging satellite radio 
technology, HD radio is essentially a digital transmission of traditional radio signals that results in 
less static and better sound quality. Upgraded quality is not the only benefit of HD radio for sta- 
tions, however. The technology allows signals to be compressed so that multiple shows or stations 
can be heard on one frequency. One station thus can air so-called “shadow stations” on the same 
frequency as its regular broadcast. 


For example, stations such as NPR's WAMU in Washington, DC, have broadcast different types 
of programming on its shadow channels. The station's 88.5-1 broadcasts the regular analog schedule 
of WAMU, while 88.5-2 broadcasts include bluegrass and country music programming, and 88.5-3 
airs public radio programs not available on the analog version of 88.5."" The innovation of HD 
radio allowed the station to introduce the programs without risking its financial stability. With this 
financial freedom, HD radio offers a host of programming possibilities for traditional radio. 


Sounds good but there has been one holdup from the beginning: The listener must have or buy 
an HD-equipped radio.’ 


As one analyst said, “It’s fair to say, in fact, that the HD Radio journey started as a classic 
Catch-22: the receiver-makers would not invest in a new product if no one was transmitting; broad- 
casters would not transmit if there were no receivers in the market to pick up their signal.”*“ 


Visions of success began when BMW began equipping its cars with HD-enabled radio. Yet HD 
still must compete in the car with satellite and ground stations. The 2020s will tell the future of HD 
radio.**! 


One Future for Radio Is... Video? 


Reflecting on the future of radio in the 2020s, some researchers feel that future must be on screens. 
The argument is intriguing. Multimedia and video are now almost essential for experiencing media 
in homes or offices. From the cellphone to the tablet to the computer to the television, people con- 
sume information with eyes and ears. Radio must adapt. 


In the arena of news, some executives feel that radio journalists are ready to do just that. Jared 
Thompson, vice president of content at Blinder, feels that radio stations actually might be better 
equipped than television stations to produce digital video content for their communities online or 
on social media. He says audio storytellers are often better experienced in telling narratives and 
conducting interviews because they have to immerse their audience in the story through hearing, 
Thompson says. They simply need to add camerawork to their tool kits. Those stories can then 
be taken to social media—where young people and advertising dollars are found. “Where are the 
advertising dollars increasing?” asks Thompson. “Mostly, where the kids are: TikTok, Instagram, 
YouTube, and so on. And you can't make an impact on those platforms without video.”®® 


Will Radio Be Seen? 


The deep pool of talent and the “always-on” culture of radio broadcasters gives stations smooth 
waters from which to set sail on a multimedia voyage.” 
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National Public Radio—NPR—joined YouTube in 2006 and stressed the 
power of its storytelling. “NPR Video tells stories worth watching. From high-pro- FIGURE 7.16 

: : ; ; À ; : NPR, National Public Radio, tries to broaden its 
file interviews to cinematic documentaries to animated cat cafes—we bring you base using YouTube 
unexpected conversations, events and ideas from around the world.”®” And NPR 
can be found on all social media channels. 


Thompson predicts that radio stations will be expanding their content 
strategies in the 2020s. And: “Soon, the majority of a traditional radio station's gums) NPR News 
income will come from its multimedia channels.”"™! : 


Radio Could Provide Support to a 
N ews D eserts i Source: Sharaf Maksumov/Shutterstock.com 


As you recall from an earlier chapter, a sad future for newspapers is the rise in “news deserts,” as 
local newspapers close due to a lack of advertisers and subscribers. Some feel that local radio could 
survive and even thrive as sustenance for these news deserts. An NPR report, “Working Together 
to Alleviate News Deserts,” details the partnerships between regional and state radio stations to 
provide local news. “The hubs are unlikely to replace the granular local community reporting that 
is being lost as small town newspapers fold,” the report says, “but on the bigger local stories, they 
seemingly have great potential to fill holes in what are now becoming vast news deserts in much of 
the country." 


Similarly, the RadioWorld analysis describes the efforts of KSUT, Four Corners Public Radio, a 
Colorado station that serves four states, includinga large Indigenous American tribal popula- 
tion. Tami Graham, executive director of KSUT, said “People know they can rely on us for vital 
information ... whether it’s about COVID or about the wildfires. Good local content is more rele- 
vant than ever.” With no local newspapers, KSUT has filled the void in local news. 


Local radio stations often have local on-air personalities who know the region and its people. 
Elroy Smith, a veteran urban contemporary programmer, told RadioWorld he favors air staff with 
strong ties to the market. “That means they know the local landmarks, and they can pronounce the 
local street names.” And because they have their finger on the local pulse, they can react to what- 
ever is important to the community at the time, RadioWorld notes. 


For example, during his time as program director of KBLX in San Francisco, Smith said radio 
personalities volunteered at a food bank in the midst of the pandemic. When George Floyd was 
killed and protests erupted, KBLX temporarily stopped playing music and aired news and infor- 
mation. “The phones lines lit up,” he told RadioWord. “People wanted to have that connection with 
us.” And those local connections may help save radio. 


Podcasting 


One of the bright spots in media during the late 2010s into the 2020s is podcasting. The term pod- 
casting itself stems from the use of MP3 players such as Apple's iPod to download or stream 

3 : A wr : i Prerecorded programs 
audio programs. The practice of recording and distributing radio shows dates back decades and for er Gan Ine Conec 
much of that time podcasts were considered simply recorded radio shows that were then distrib- from the internet. 
uted via the internet to be listened to on iPods (or other MP3 players). 


podcast 


Some podcasts found great success. For example, in 2014, the radio show, “This American Life,” 
launched the first season of a podcast, Serial. The podcast was a resounding success and was 
downloaded 68 million times by the end of the first season. In 2017, The New York Times began The 
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Daily, anews podcast that features original reporting and recordings of the newspaper's top stories. 
Another top podcast has been Stuff You Should Know. 


Although comedian, sports stars, and other celebrities have ventured into podcasting, it is no 
surprise that radio stations such as NPR, with an understanding of sound and how to tell audio 
stories, are leaders in podcasting. Analysts look to podcasting to support the future of radio. Asks 
writer Victoria Dominguez: “Are Podcasts The Future of Radio?” She points out that unlike much 
radio programming, podcasts attract younger generations. “It seems like podcasts are the natural 
evolution of talk radio as technology has progressed, and with the ability to listen to episodes any- 
where, anytime, it’s easier than ever for new listeners to jump in,” she writes." 


In the 2020s, Spotify (with over a million podcast titles), Apple, Twitter, and Amazon all are com- 
peting with podcasts, providing even more opportunities for listeners. If radio stations can remain 
central to the podcasting process, the future of radio may indeed be podcasting 


Radio Is Still Here 


For decades, people have predicted the demise of radio, and for decades radio has continued to sur- 
vive. Radio is relatively simple to produce and to consume. It can be amass market medium, such as 
Howard Stern's satellite program, listened to by people around the country. It can be a local market 
medium, with personalities working at food banks. It can provide you with a quick traffic report. It 
can engage you for hours with a podcast. 

The RadioWorld analysis concluded that the radio industry doesn't do an effective job of selling 
its benefits. Ed Levine told RadioWorld. “We've got an inferiority complex. People may not listen 
for as long as they used to, but the listeners are still there.” Said Elroy Smith, another radio execu- 
tive, “The story about the demise of radio is false; when it’s done well, radio can still speak to today's 
audience.” In fact, he says, “radio can be a breath of fresh air.”® 


Key Takeaways 


e Radio’s flexibility as a medium has allowed it to adjust to the fluctuations of audience tastes 
and markets. 


e Consolidation has led to cutbacks at local radio stations. 

e Satellite radio has seen much success while HD radio tries to find a niche. 

e Radio may be positioned to find success in multimedia. 

e Local radio stations can get information to “news deserts.” 

e Podcasting has allowed many new programs to be broadcast, bolstering radio. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 


1. Define satellite radio, HD radio, multimedia radio, and podcasting. 
2. How have each of these mediums fared in terms of popularity? 
3. Pick one of these mediums and predict its future success given its current popularity. 
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7.6 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 
a. Name three major changes that have affected the development of radio. 
b. What made the period from the 1930s to the 1950s radio’s golden age? 
c. How have large networks affected the development of radio? 
d. Has the corporate consolidation of radio over the past decades made radio better or 
worse in your opinion? Explain your answer. 
2. Questions for Section 3 
a. How and why do modern radio stations employ radio formats? 
b. What is your opinion about the effects of formats on the current state of radio? 
c. Describe your favorite radio format and explain how the advertising is marketed to you. 
3. Questions for Section 4 
a. What makes radio unique among forms of mass media? 
b. Explain the ways radio affected the development of your favorite genre of music. 
c. How do you think popular music would be heard and spread if there was no radio? 
d. What do you think political talk radio would presently be like if the Fairness Doctrine had 
not been repealed? 
4. Questions for Section 5 


a. How do you think satellite radio technologies will affect traditional radio broadcasting over 
the next 10 years? 


b. Of the possible futures for radio in Section 5, which do you think has the most potential 
to succeed? Explain your answer. 


Critical Thinking Questions 


1. Taken as a whole, has government regulation been good or bad for radio? Explain your 
answer using specific examples. 


2. Given the rise of tightly formatted radio stations, do you think it is still possible to have a truly 
popular music? Why or why not? 


8. Do you think radio should be treated as a public resource or a private commodity? If your 
view was made law, how would it affect radio programming? 


4. If radio is a public resource, how should issues of freedom of speech and censorship be 
handled? 


5. Given the history of radio, what innovations do you think will help radio succeed? 


Career Connection 


New technologies in radio have created new radio career possibilities. As podcasting, multime- 
dia radio, satellite radio, and HD radio have fueled demand for new content, opportunities have 
emerged for self-starters to create and host their own radio programs or become freelance radio 
journalists. 
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20. 


21. 


22. 


23. 


. Christopher Sterling and John 


Consider some of the uses for podcasting and radio journalism. Some useful links for research- 
ing careers in these areas, among others you may find through your own research, are http:// 


transom.org/ and https://www.npr.org/careers. 


Based on your research and ideas, identify a career field in radio that you may wish to pursue. 


Now answer the following questions: 


1. What are entry-level jobs in your area of radio? 


How might you gain experience on your own in radio? 


2 
3. What are the benefits of working in radio compared to other media? 
4 


What might be your dream job in radio? 
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CHAPTER 8 


Movies in the 2020s 


8.1 Movies in a Post-Pandemic World 


The 2021 Oscar ceremony exemplified a movie industry that is facing life after a pandemic. Rather 
than having world-famous movie stars packed shoulder to shoulder in Hollywood's Dolby Theater, 
the 2021 ceremony was held in the larger—cavernous—Union Station with round tables spaced 
generously apart to allow for social distancing. And everyone wore a mask." 


The movies themselves illustrated the influence of the pandemic. Because 


FIGURE 8.1 
movie theaters had been closed for fear of spreading COVID-19, many big block- The golden statue is coveted by many in the 
buster movies had been held back for release in another year. And most of the film industry. 


films that had been released were shown not on the big screen but on the smaller 
screens of televisions, streamed over services such as Disney+, HBO Max, and 
Netflix. It was a very different experience but it was still... the movies. 


One of the world’s oldest mass media is still one of its most popular. People 
love movies. For more than 100 years (and through two world wars and two pan- 
demics), movies have survived to provide entertainment for people around the 
world. But movies in the 2020s will be different from the movies of decades 
before. This chapter will look back at the history of movies but also look ahead to 
the future of movies in a post-pandemic world. 


Source: Aurora Angeles/Shutterstock.com 


8.2 A History of Movies 


Learning Objectives 


1. Identify key points in the development of the motion picture industry. 
2. Identify key developments of the motion picture industry and technology. 
3. Identify influential films in movie history. 


The movie industry as we know it today originated in the early 19th century through a series of 
technological developments: the creation of photography, the discovery of the illusion of motion 
by combining individual still images, and the study of human and animal locomotion. The history 
presented here begins at the culmination of these technological developments, where the idea of 
the motion picture as an entertainment industry first emerged. 


Since then, the industry has seen extraordinary transformations, some driven by the artistic 
visions of individual participants, some by commercial necessity, and still others by accident. The 
history of the cinema is complex, and for every important innovator and movement listed here, 
others have been left out. Nonetheless, after reading this section you will understand the broad arc 
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kinetoscope 


The camera used to 
capture images for the 
Edison kinetograph. 


celluloid film strip 


A thin, transparent type of 
film that was coated with 
light-sensitive chemicals to 
record images. 


kinetograph 


Thomas Edison’s early 
motion picture display that 
allowed a single viewer to 
experience the illusion of a 
moving image. 


of the development of a medium that has captured the imaginations of audiences worldwide for 
over a century. 


The Beginnings: Motion Picture Technology of 
the Late 19th Century 


While the experience of watching movies on smartphones may seem like a drastic departure from 
the communal nature of film viewing as we think of it today, in some ways the small-format, sin- 
gle-viewer display is a return to film's early roots. In 1891, the inventor Thomas Edison, together with 
William Dickson, a young laboratory assistant, came out with what they called the kinetoscope, a 
device that would become the predecessor to the motion picture projector.” 


The kinetoscope was a cabinet with a window through which individual viewers could experi- 
ence the illusion of a moving image.” A perforated celluloid film strip with a sequence of images 
on it was rapidly spooled between a lightbulb and a lens, creating the illusion of motion.” The 
images viewers could see in the first kinetoscope captured events and performances that had been 
staged at Edison's film studio in East Orange, New Jersey, especially for the Edison kinetograph (the 
camera that produced kinetoscope film sequences): circus performances, dancing women, cock- 
fights, boxing matches, and even a tooth extraction by a dentist." 


FIGURE 8.2 
This photo from 1895 shows a man using the Edison kinetoscope. 


I 


Source: Who's Who of Victoria Cinema, https://commons.wikimedia.org/wiki/File:Kinetophonebis1 .jpg. 


As the kinetoscope gained popularity, the Edison Company began installing machines in hotel 
lobbies, amusement parks, and penny arcades, and soon kinetoscope parlors—where customers 
could pay around 25 cents for admission to a bank of machines—had opened around the country. 
However, when friends and collaborators suggested that Edison find a way to project his kine- 
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toscope images for audience viewing, he apparently refused, claiming that such an invention for 
group watching would be a less profitable venture." 


Because Edison hadn't secured an international patent for his invention, variations of the kine- Cinématographe 
toscope were soon being copied and distributed throughout Europe. This new form of Lightweight film projector, 
entertainment was an instant success, and a number of mechanics and inventors, seeing an oppor- created by Auguste and 
tunity, began toying with methods of projecting the moving images onto a larger screen. However, T ana a o 
it was the invention by two brothers, Auguste and Louis Lumiére—photographic goods manufac- and printer, and allowed 
turers in Lyon, France—that saw the most commercial success. In 1895, the brothers patented the multiple people to view 
Cinématographe (from which we get the term cinema), a lightweight film projector that also func- mle uiale) imeges et de 


A ; same time. 
tioned as a camera and printer. 


FIGURE 8.3 
Workers Leaving the Lumiére Factory: One of the first films viewed by an audience. 


v1, 1895 v2, March 1896 v3, August 1896 


Source: Manuel Schmalstieg, https://commons.wikimedia.org/wiki/File:Sortie-usine-Lumiere-versions.jpg. 


Unlike the Edison kinetograph, the Cinématographe was lightweight enough for easy outdoor 
filming as a camera, and over the years the brothers used the camera to create well over 1,000 short 
films, most of which depicted scenes from everyday life. In December 1895, in the basement lounge 
of the Grand Café, Rue des Capucines in Paris, the Lumiéres held the world’s first ever commercial 
film screening, a sequence of about 10 short scenes, including the brothers first film, Workers Leav- 
ing the Lumiére Factory, a segment lasting less than a minute and depicting workers leaving the 
family’s photographic instrument factory at the end of the day, as shown in the still frame here in 
Figure 8.3.” 


Believing that audiences would get bored watching scenes that they could just as easily 
observe on a casual walk around the city, Louis Lumiére claimed that the cinema was “an invention 
without a future,” but a demand for motion pictures grew at such a rapid rate that soon rep- 
resentatives of the Lumiére company were traveling throughout Europe and the world, showing 
half-hour screenings of the company’s films. 
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While cinema initially competed with other popular forms of entertainment—circuses, vaude- 

; ville acts, theater troupes, magic shows, and many others—eventually it would supplant these 
Large-screen motion : : : . S AE TE 
projector manufactured by various entertainments as the main commercial attraction.” Within a year of the Lumiéres’ first 
Thomas Edison. commercial screening, competing film companies were offering moving-picture acts in music halls 
and vaudeville theaters across Great Britain. In the United States, the Edison Company, having pur- 
chased the rights to an improved projector that they called the Vitascope, held their first film 
screening in April 1896 at Koster and Bial’s Music Hall in Herald Square, New York City. 


Vitascope 


FIGURE 8.4 Film's profound impact on its earliest viewers is difficult to imagine today, 
Georges Méliès’ Trip to the Moon was one of inundated as we are by video images. However, the sheer volume of reports about 
the first films to incorporate fantasy elements the early audience's disbelief, delight, and even fear at what they were seeing sug- 


and to use “trick” filming techniques, both of 
which heavily influenced future filmmakers. 


gests that viewing a film was an overwhelming experience for many. Spectators 
gasped at the realistic details in films such as Robert Paul's Rough Sea at Dover, 
and at times people panicked and tried to flee the theater during films in which 
trains or moving carriages sped toward the audience." Even the public's percep- 
tion of film as a medium was considerably different from the contemporary 
understanding; the moving image was an improvement upon the photograph—a 
medium with which viewers were already familiar—and this is perhaps why the 
earliest films documented events in brief segments but didn't tell stories. During 
this “novelty period” of cinema, audiences were more interested by the phenom- 
enon of the film projector itself, so vaudeville halls advertised the kind of the 
projector they were using (for example, “The Vitascope—Edison's Latest Mar- 
vel’),“! rather than the names of the films." 


By the close of the 19th century, as public excitement over the moving pic- 
tures novelty gradually wore off, filmmakers were also beginning to experiment 
with film's possibilities as a medium in itself (not simply, as it had been regarded 
Source: Roger violet, https://commons.wikimedia.org/ up until then, as a tool for documentation, analogous to the camera or the phono- 
wiki/File:Le_Voyage_dans_la_lune.jog. graph). Technical innovations allowed filmmakers like Parisian cinema owner 

Georges Méliés to experiment with special effects that produced seemingly mag- 
ical transformations on screen: flowers turned into women, people disappeared with puffs of 
smoke, a man appeared where a woman had just been standing, and other similar tricks.” 


trick film Not only did Méliés, a former magician, invent the “trick film,” which producers in England and 
Films that contained the United States began to imitate, but he was also the one to tranform cinema into the narrative 
techniques, originally used medium it is today. Whereas before, filmmakers had only ever created single-shot films that lasted 
2 A such a minute or less, Méliès began joining these short films together to create stories. His 30-scene Trip 
photography that made to the Moon (1902), a film based on a Jules Verne novel, may have been the most widely seen pro- 
objects disappear, duction in cinema's first decade.™” However, Méliès never developed his technique beyond treating 


reappear, and transform. the narrative film as a staged theatrical performance; his camera, representing the vantage point of 


an audience facing a stage, never moved during the filming of a scene. In 1912, Méliés released his 
last commercially successful production, The Conquest of the Pole, and from then on, he lost audi- 
ences to filmmakers who were experimenting with more sophisticated techniques.” 


A Brief History of Film 
This video goes over the 
history of pivotal moments in 


hi The Nickelodeon Craze (1904-1908) 


One of these innovative filmmakers was Edwin S. Porter, a projectionist and engineer for the Edi- 
son Company. Porter's 12-minute film, The Great Train Robbery (1903), broke with the stagelike 
compositions of Méliès-style films through its use of editing, camera pans, rear projections, and 
diagonally composed shots that produced a continuity of action. Not only did The Great Train Rob- 
bery establish the realistic narrative as a standard in cinema, it was also the first major box-office 
hit. Its success paved the way for the growth of the film industry, as investors, recognizing the 
motion picture's great moneymaking potential, began opening the first permanent film theaters 
around the country. 


View in the online reader 
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Known as nickelodeons because of their 5 cent admission charge, these early motion picture 
theaters, often housed in converted storefronts, were especially popular among the working class i ake 
Pihet hi Idn't afford li h B d d ickelod The earliest motion picture 
of the time, who cou nt afford live t eater. etween 1904 anc 1908, aroun | 9,000 nickelodeons eaters, aten housed in 
appeared in the United States. It was the nickelodeon's popularity that established film as a mass converted storefronts. 
entertainment medium.”? 


nickelodeon 


The “Biz”: The Motion Picture Industry 
Emerges 


As the demand for motion pictures grew, production companies were created to meet it. At the 
peak of nickelodeon popularity in 1910," there were 20 or so major motion picture companies in the 
United States. However, heated disputes often broke out among these companies over patent rights 
and industry control, leading even the most powerful among them to fear fragmentation would 
loosen their hold on the market.” 


Because of these concerns, the ten leading companies—including Edison, Biograph, Vitagraph, Motion Picture 
and others—formed the Motion Picture Patents Company (MPPC) in 1908. The MPPC was a trade Patents Company 
group that pooled the most significant motion picture patents and established an exclusive con- (MPPC) 
tract between these companies and the Eastman Kodak Company, a supplier of film stock. Also A monopolistic trade 
known as the Trust, the MPPC's goal was to standardize the industry and shut out competition saa 
through monopolistic control. Under the Trust's licensing system, only certain licensed companies picture studios. 


could participate in the exchange, distribution, and production of film at different levels of the 
industry—a shut-out tactic that eventually backfired, leading the excluded, independent distribu- 
tors to organize in opposition to the Trust."*! 


The Rise of the Feature 


In these early years, theaters were still running single-reel films, which came at a standard length of 
1,000 feet, allowing for about 16 minutes of playing time. However, companies began to import mul- 
tiple-reel films from European producers around 1907, and the format gained popular acceptance 
in the United States in 1912 with Louis Mercanton’s highly successful Queen Elizabeth, a three-and- 
a-half reel “feature,” starring the French actress Sarah Bernhardt. 


As exibitors began to show more features—as the multiple-reel film came to be called—they feature narrative 
discovered a number of advantages over the single-reel short. For one thing, audiences saw these Feature films that tell a 
longer films as special events and were willing to pay more for admission, and because of the pop- story. 


ularity of the feature narratives, features generally experienced longer runs in theaters than their 
single-reel predecessors.”" Additionally, the feature film gained popularity among the middle 
classes, who saw its length as analogous to the more “respectable” entertainment of live theater. P” 
Following the example of the French film d'art, U.S. feature producers often took their material 
from sources that would appeal to a wealthier and better educated audience, such as histories, lit- 
erature, and stage productions.” 


As it turns out, the feature film was one factor that brought about the eventual downfall of 
the MPPC. The inflexible structuring of the Trust's exhibition and distribution system made the 
organization resistant to change. When movie studio and Trust member Vitagraph began to release 
features like A Tale of Two Cities (1911) and Uncle Tom's Cabin (1910), the Trust forced it to exhibit 
the films serially in single-reel showings to keep with industry standards. The MPPC also under- 
estimated the appeal of the star system, a trend that began when producers chose famous stage 
actors like Mary Pickford and James O'Neill to play the leading roles in their productions and to 
grace their advertising posters.” 
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Because of the MPPC's inflexibility, independent companies were the only ones able to capital- 
ize on two important trends that were to become film's future: single-reel features and star power. 
Today, few people would recognize MPPC names like Vitagraph or Biograph, but the independents 
that outlasted them—Universal, Goldwyn (which would later merge with Metro and Mayer), Fox 
(later 20th Century Fox), and Paramount (the later version of the Lasky Corporation)—have become 
household names. 


Hollywood 


As moviegoing increased in popularity among the middle class, and as the feature films began 
keeping audiences in their seats for longer periods of time, exhibitors found a need to create more 
comfortable and richly decorated theater spaces to attract their audiences. These “dream palaces,” 
so called because of their often lavish embellishments of marble, brass, gilding, and cut glass, not 
only came to replace the nickelodeon theater, but also created the demand that would lead to the 
Hollywood studio system. 


Some producers realized that the growing demand for new work could only be met if the films 
were produced on a regular, year-round system. However, this was impractical with the current 
system that often relied on outdoor filming and was predominately based in Chicago and New 
York—two cities whose weather conditions prevented outdoor filming for a significant portion of 
the year. Different companies attempted filming in warmer locations such as Florida, Texas, and 
Cuba, but the place where producers eventually found the most success was a small, industrial sub- 
urb of Los Angeles called Hollywood. 


FIGURE 8.5 
The landmark Hollywood sign above Los Angeles. 


Source: Maks Ershov/Shutterstock.com 


Hollywood proved to be an ideal location for a number of reasons. Not only was the climate 
temperate and sunny year-round, but land was plentiful and cheap, and the location allowed close 
access to a number of diverse topographies: mountains, lakes, desert, coasts, and forests. Growth 
was immediate. By 1915, more than 60 percent of U.S. film production was centered in Hollywood.™'! 
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The Art and Techniques of Silent Film 


While the development of narrative film was largely driven by commercial factors, it is also impor- 
tant to acknowledge the role of individual artists who turned it into a medium of personal 
expression. The motion picture of the silent era was generally simplistic in nature; acted in overly 


silent film 


Film without recorded 


animated movements to engage the eye; and accompanied by live music, played by musicians in the ico 
theater, and written titles to create a mood and to narrate a story. Within the confines of this 
medium, one filmmaker in particular emerged to transform the silent film into an art and to unlock 
its potential as a medium of serious expression and persuasion. 

D. W. Griffith, who entered the film industry as an actor in 1907, quickly moved to a directing parallel editing 
role in which he worked closely with his camera crew to experiment with shots, angles, and editing An editing technique in 
techniques that could heighten the emotional intensity of his scenes. He found that by practicing which a film alternates 


between two or more 


parallel editing, in which a film alternates between two or more scenes of action, he could create : 
scenes of action. 


an illusion of simultaneity. He could then heighten the tension of the film's drama by alternating 
between cuts more and more rapidly until the scenes of action converged. 


Griffith used this technique to great effect in his controversial film The Birth of a Nation, which panning shots 
will be discussed in greater detail later on in this chapter. Other techniques that Griffith employed Shots that turn the camera 
to new effect included panning shots, through which he was able to establish a sense of scene and horizontally, vertically, or 


to engage his audience more fully in the experience of the film, and tracking shots, or shots that IE OM Na 


traveled with the movement of a scene,” which allowed the audience—through the eye of the cam- 


op ; ; f tracking shots 
era—to participate in the film's action. 


Shots that travel with the 
movement of a scene. 


MPAA: Combating Censorship 


As film became an increasingly lucrative U.S. industry, prominent industry figures like D. W. Grif- 
fith, slapstick comedian/director Charlie Chaplin, and actors Mary Pickford and Douglas Fairbanks 
grew extremely wealthy and influential. Public attitudes toward stars and toward some stars’ 
extravagant lifestyles were divided, much as they are today: On the one hand, these celebrities were 
idolized and imitated in popular culture. Yet at the same time, they were criticized for representing 
a threat, on and off screen, to traditional morals and social order. And much as it does today, the 
news media liked to sensationalize the lives of celebrities to sell stories. 


Comedian Roscoe “Fatty” Arbuckle, who worked alongside future icons Charlie Chaplin and 
Buster Keaton, was at the center of one of the biggest scandals of the silent era. When Arbuckle 
hosted a marathon party over Labor Day weekend in 1921, one of his guests, model Virginia Rapp, 
was rushed to the hospital, where she later died. Reports of a drunken orgy, rape, and murder sur- 
faced. 


In this period, following World War I, the United States was in the middle of significant, conser- 
vative social reforms, such as Prohibition. Many feared that movies and their stars could threaten 
the moral order of the country. Because of the nature of the crime and the celebrity involved, these 
fears became inexplicably tied to the Artbuckle case.”! Even though autopsy reports ruled that 
Rapp had died from causes for which Arbuckle could not be blamed, the comedian was tried (and 
acquitted) for manslaughter, and his career was ruined. 


The Arbuckle affair and a series of other scandals only increased public fears about Holly- Motion Picture 
wood's impact. In response to this perceived threat, state and local governments increasingly tried Association of 
to censor the content of films that depicted crime, violence, and sexually explicit material. Deciding America (MPAA) 
that they needed to protect themselves from government censorship and to foster a more favorable An association of major 
public image, the major Hollywood studios organized in 1922 to form an association they called the ao iets ee 
Motion Picture Producers and Distributers of America (later renamed the Motion Picture standards and give 
Association of America, or MPAA). Among other things, the MPAA instituted a code of self-cen- filmmakers artistic 


sorship for the motion picture industry. Later, the MPAA designated ratings, such as GP, for the ieee, 


general public, or R, for restricted. Today, the MPAA operates by a voluntary rating system, which 
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means producers can voluntarily submit a film for review, which is designed to alert viewers to the 
age-apropriateness of a film, while still protecting the filmmakers artistic freedom.”” 


Silent Film’s Demise 


In 1925, Warner Bros. was just a small Hollywood studio looking for opportunities to expand. When 
representatives from Western Electric offered to sell the studio the rights to a new technology they 
called Vitaphone, a sound-on-disc system that had failed to capture the interest of any of the indus- 
try giants, Warner Bros. executives took a chance, predicting that the novelty of talking films might 
be a way to make a quick, short-term profit. Little did they anticipate that their gamble would not 
only establish them as a major Hollywood presence but also change the industry forever. 


The pairing of sound with motion pictures was nothing new in itself. Edison, after all, had com- 
misioned the kinetoscope to create a visual accompaniment to the phonograph, and many early 
theaters had orchestra pits to provide musical accompaniment to their films. Even the smaller pic- 
ture houses with lower budgets almost always had an organ or piano. 


When Warner Bros. purchased Vitaphone technology, it planned to use it to provide prere- 
corded orchestral accompaniment for its films, thereby increasing its marketability to the smaller 
theaters that didn't have their own orchestra pits.” In 1926, Warner debuted the system with the 
release of Don Juan, a costume drama accompanied by a recording of the New York Philharmonic 
Orchestra; the public responded enthusiastically." By 1927, after a $3 million campaign, Warner 
Bros. had wired more than 150 theaters in the United States, and it released its second sound film, 
The Jazz Singer, in which the actor Al Jolson improvised a few lines of synchronized dialogue and 
sang six songs. The film was a major breakthrough. Audiences, hearing an actor speak on screen for 
the first time, were enchanted." 


talkie While radio, a new and popular entertainment, had been drawing audiences away from the pic- 
The name people used for ture houses for some time, the birth of the “talkie,” or talking film, brought audiences back to the 
the earliest talking films. cinema in large numbers, lured by the promise of seeing and hearing their idols perform." By 1929, 


three-fourths of Hollywood films had some form of sound accompaniment, and by 1930, the silent 
film was a thing of the past. 


“|I Don’t Think We’re in Kansas Anymore”: Film 
Goes Technicolor 


Although the techniques of tinting and hand painting had been available methods for adding color 
to films for some time (Georges Méliès, for instance, employed a crew to hand-paint many of his 
films), neither method ever caught on. The hand-painting technique became impractical with the 
advent of mass-produced film, and the tinting process, which filmmakers discovered would create 
an interference with the transmission of sound in films, was abandoned with the rise of the talkie. 


However, in 1922, Herbert Kalmus’ Technicolor company introduced a dye-transfer technique 
that allowed it to produce a full-length film, The Toll of the Sea, in two primary colors.*! However, 
because only two colors were used, the appearance of The Toll of the Sea (1922), The Ten Com- 
mandments (1923), and other early Technicolor films was not very lifelike. By 1932, Technicolor had 
designed a three-color system with more realistic results, and for the next 25 years, all color films 
were produced with this improved system. Disney’s Three Little Pigs (1933) and Snow White and the 
Seven Dwarves (1936) and films with live actors, like MGM's The Wizard of Oz (1939) and Gone With 
the Wind (1939), experienced early success using Technicolor's three-color method. 
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FIGURE 8.6 
The Wizard of Oz was one of the first films to use the Technicolor three-color system. 
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Source: MGM, Public domain, via Wikimedia Commons; https://commons.wikimedia.org/wiki/File:Wizard_of_Oz_Lobby_card_1939. 
JPG. 


Despite the success of certain color films in the 1930s, Hollywood, like the rest of the United 
States, was feeling the impact of the Great Depression, and the expenses of special cameras, crews, 
and Technicolor lab processing made color films impractical for studios trying to cut costs. There- 
fore, it wasn't until the end of the 1940s that Technicolor would largely displace the black-and-white 
film! 


Rise and Fall of the Hollywood Studio 


The spike in theater attendance that followed the introduction of talking films changed the eco- 
nomic structure of the motion picture industry, bringing about some of the largest mergers in 
industry history. By 1930, eight studios produced 95 percent of all American films, and they contin- 
ued to experience growth even during the Depression. The five most influential of these 
studios—Warner Bros., Metro-Goldwyn-Mayer, RKO, 20th Century Fox, and Paramount—were 
vertically integrated; that is, they controlled every part of the system as it related to their films, 
from production, to release, distribution, and even viewing. Because they owned theater chains 
worldwide, these studios controlled which movies exhibitors ran, and because they “owned” a stock 
of directors, actors, writers, and technical assistants by contract, each studio produced films of a 
particular type. 


The late 1930s and early 1940s are sometimes known as the “Golden Age” of cinema, a time of 
unparalleled success for the movie industry; by 1939, film was the 11th-largest industry in the United 
States, and during World War II, when the U.S. economy was once again flourishing, two-thirds of 
Americans were attending the theater at least once a week." Some of the most acclaimed movies 
in history were released during this period, including Citizen Kane and The Grapes of Wrath. How- 
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vertical integration 


A form of organization in 
which studios controlled 
every aspect of production 
as it related to their films. 


the Golden Age 


Period in the late 1930s 
and early 1940s when the 
movie industry found 
unparalled success in 
terms of attendance and 
production. 
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ever, postwar inflation, a temporary loss of key foreign markets, and, especially, the advent of the 
television, combined to bring that rapid growth to an end. 


Legal factors too came into play. In 1948, the case of the United States v. Paramount Pic- 
tures—mandating competition and forcing the studios to relinquish control over movie theater 
chains—dealt the final devastating blow from which the studio system would never recover. Con- 
trol of the major studios reverted to Wall Street, where the studios were eventually absorbed by 
multinational corporations, and the powerful studio heads lost the influence they had held for 
nearly 30 years. 


FIGURE 8.7 Percentage of the U.S. Population that Went to the Cinema on Average Weekly 
The COVID-19 pandemic hit the movie theater industry hard. From 2001-2007, 29 percent of the population went 
to 5 or more movies. In 2021, that dropped to 9 percent. 


2001-2007 Average 2021 


@@——p No movies 
€D 1-4 movies 
@@mp 5 or more movies 


Source: Data from Megan Brenan "Movie Theater Attendance Far Below Historical Norms" Gallup, January 7, 2022, https://news. 
gallup.com/poll/888538/movie-theater-attendance-far-below-historical-norms.aspx 


Post—World War Il: Television Presents a 
Threat 


While economic factors and antitrust legislation played key roles in the decline of the studio sys- 
tem, perhaps the most important factor in that decline was the advent of the television. Given the 
opportunity to watch “movies” from the comfort of their own homes, the millions of Americans 
who owned a television by the early 1950s were attending the cinema far less regularly than they 
had only several years earlier.?” 


In an attempt to win back diminishing audiences, studios did their best to exploit the greatest 
advantages film held over television. For one thing, television broadcasting in the 1950s was all in 
black and white, whereas the film industry had the advantage of color. While producing a color film 
was still an expensive undertaking in the late 1940s, a couple of changes occurred in the industry 
in the early 1950s to make color not only more affordable but also more realistic in its appearance. 
In 1950, as the result of antitrust legislation, Technicolor lost its monopoly on the color film indus- 
try, allowing other providers to offer more competitive pricing on filming and processing services. 
At the same time, Kodak came out with a multilayer film stock that made it possible to use more 
affordable cameras and to produce a higher quality image. Kodak’s Eastmancolor option was an 
integral component in converting the industry to color. In the late 1940s, only 12 percent of features 
were in color; however, by 1954 (after the release of Kodak Eastmancolor) more than 50 percent of 
movies were in color.“* 
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Another clear advantage on which filmmakers tried to capitalize was the sheer size of the cin- 
ema experience. With the release of the epic biblical film The Robe in 1953, 20th Century Fox 
introduced the method that would soon be adopted by nearly every studio in Hollywood: a tech- 
nology that allowed filmmakers to squeeze a wide-angle image onto conventional 35-mm film stock, 
thereby increasing the aspect ratio (the ratio of a screen's width to its height) of their images. This 
wide-screen format increased the immersive quality of the theater experience. Nonetheless, even 
with these advancements, movie attendance never again reached the record numbers it experi- 
enced in 1946, at the peak of the Golden Age of Hollywood.®*! 


aspect ratio 


Width-to-height ratio of a 
film. 


The Hollywood Blacklist 


The Cold War with the Soviet Union began in 1947, and with it came the widespread fear of com- 
munism, not only from the outside, but equally from within. To undermine this perceived threat, 
the House Un-American Activities Committee (HUAC) commenced investigations to locate com- 
munist sympathizers in America, who were suspected of conducting espionage for the Soviet 
Union. In the highly conservative and paranoid atmosphere of the time, Hollywood, the source of 
a mass-cultural medium, came under fire in response to fears that subversive, communist mes- 
sages were being embedded in films. 


In November 1947, more than 100 people in the movie business were called to testify before 
the HUAC about their and their colleagues’ involvement with communist affairs. Of those inves- 
tigated, 10 in particular refused to cooperate with the committee’s questions. These 10, later 
known as the Hollywood Ten, were fired from their jobs and sentenced to serve up to a year in 
prison. The studios, already slipping in influence and profit, were eager to cooperate in order to 
save themselves, and a number of producers signed an agreement stating that no communists 
would work in Hollywood. 


The hearings, which recommenced in 1951 with the rise of Senator Joseph McCarthy’s influence, 
turned into a kind of witch hunt as witnesses were asked to testify against their associates, and a 
blacklist of suspected communists evolved. Over 324 individuals lost their jobs in the film industry 
as a result of blacklisting (the denial of work in a certain field or industry) and HUAC investiga- 
tions,“ 


Movies and the Youth Culture of the 1960s 
and 1970s 


Movies of the late 1960s began attracting a younger demographic, as a growing number of young 
people were drawn in by films like Sam Peckinpah’s The Wild Bunch (1969), Stanley Kubrick's 2001: 
A Space Odyssey (1968), Arthur Penn's Bonnie and Clyde (1967), and Dennis Hopper's Easy Rider 
(1969)—all revolutionary in their genres—that displayed a sentiment of unrest toward conven- 
tional social orders and included some of the earliest instances of realistic and brutal violence in 
film. 


These four films in particular grossed so much money at the box offices that producers began 
churning out low-budget copycats to draw in a new, profitable market."! While this led to a rise 
in youth-culture films, few of them saw great success. However, the new liberal attitudes toward 
depictions of sex and violence in these films represented a sea of change in the movie industry 
that manifested in many movies of the 1970s, including Francis Ford Coppola's The Godfather (1972), 
William Friedkin’s The Exorcist (1973), and Steven Spielberg's Jaws (1975), all three of which saw great 
financial success.” 
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Blockbusters, Knockoffs, and Sequels 


In the 1970s, with work by Coppola, Spielberg, George Lucas, Martin Scorsese, and others, a new 
breed of director emerged. These directors were young and film-school educated, and they con- 
tributed a sense of professionalism, sophistication, and technical mastery to their work, leading to 
a wave of blockbuster productions, including Close Encounters of the Third Kind (1977), Star Wars 
(1977), Raiders of the Lost Ark (1981), and E.T.: The Extra-Terrestrial (1982). The computer-generated 
special effects that were available at this time also contributed to the success of a number of large- 
budget productions. 


In response to these and several earlier blockbusters, movie production and marketing tech- 
niques also began to shift, with studios investing more money in fewer films in the hopes of produc- 
ing more big successes. For the first time, the hefty sums producers and distributers invested didnt 
go to production costs alone; distributors were discovering the benefits of TV and radio advertising 
and finding that doubling their advertising costs could increase profits as much as three or four 
times over. 


With the opening of Jaws, one of the five top-grossing films of the decade (and the highest 
grossing film of all time until the release of Star Wars in 1977), Hollywood embraced the wide- 
release method of movie distribution, abandoning the release methods of earlier decades, in which 
a film would debut in only a handful of select theaters in major cities before it became gradually 
available to mass audiences. Jaws was released in 600 theaters simultaneously, and the big-budget 
films that followed came out in anywhere from 800 to 2,000 theaters nationwide on their opening 
weekends.“*! 


The major Hollywood studios of the late 1970s and early 1980s, now run by international corpo- 
rations, tended to favor the conservative gamble of the tried and true, and as a result, the period saw 
an unprecedented number of high-budget sequels—as in the Star Wars, Indiana Jones, and Godfa- 
ther films—as well as imitations and adaptations of earlier successful material, such as the plethora 
of “slasher” films that followed the success of the 1979 thriller Halloween. Additionally, corporations 
sought revenue sources beyond the movie theater, looking to the video and cable releases of their 
films. Introduced in 1975, the VCR became nearly ubiquitous in American homes by 1998 with 88.9 
million households owning the appliance. Cable television's growth was slower, but ownership of 
VCRs followed by DVDs gave people a new reason to subscribe, and cable subsequently expanded 
as well.“*! And the newly introduced concept of film-based merchandise (toys, games, books, etc.) 
allowed companies to increase profits even more. 


The 1990s 


The 1990s saw the rise of two divergent strands of cinema: the technically spectacular blockbuster 
with special, computer-generated effects and the independent, low-budget film. The capabilities of 
special effects were enhanced when studios began manipulating film digitally. Early examples of 
this technology can be seen in Terminator 2: Judgment Day (1991) and Jurassic Park (1993). Films 
with an epic scope—Independence Day (1996), Titanic (1997), and The Matrix (1999)—also employed 
a range of computer-animation techniques and special effects to wow audiences and to draw more 
viewers to the big screen. Toy Story (1995), the first fully computer-animated film that spawned an 
entire series, and those that came after it, such as Antz (1998), A Bug's Life (1998), and others, dis- 
played the improved capabilities of computer-generated animation.“ 


At the same time, independent directors and producers, such as the Coen brothers and Spike 
Jonze, experienced an increased popularity, often for lower-budget films that audiences were more 
likely to watch on video at home.” A prime example of this is the 1996 Academy Awards program, 
when independent films dominated the Best Picture category. Only one movie from a big film stu- 
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dio was nominated—Jerry Maguire—and the rest were independent films. The growth of both 
independent movies and special-effects-laden blockbusters continues to the present day. You will 
read more about current issues and trends and the future of the movie industry later on in this 
chapter. 


FIGURE 8.8 
Toy Story was an example of animation became more animated and colorful. 


Source: Urbanscape/Shutterstock.com 


The 2000s 


Perhaps unsurprisingly, computers and technological innovations shape the movie industry in this 
millennium. Computers could be used for fantastic special effects that simply were not possible 
before. Writers and directors were limited only by their imagination. Fantasy characters and worlds 
could be vividly created in films such as Avatar, The Lord of the Rings, Harry Potter, Pirates of the 
Caribbean, Star Wars, and others. Comic book heroes could be brought to life, such as Spiderman 
and the X-Men. These films were best experienced on the big screen and thus could attract people 
away from their televisions. 


Computers also revolutionized animation. Instead of the painstaking drawing and painting of 
traditional animation, computer animation allowed immediate realization of worlds and charac- 
ters. Pixar, Disney, and DreamWorks Animation have been leaders in this field, and animated films 
such as Toy Story, Shrek, Finding Nemo, and The Incredibles competed with traditional films. The 
2010s saw the continuation of these trends with films such as Black Panther, Avengers, Jurassic 
World, and others offering creative worlds and characters not possible before. Later sections will 
look at current trends in the 2020s as well as look to the future of movies. 
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Key Takeaways 


e The concept of the motion picture was first introduced to a mass audience through Thomas 
Edison’s kinetoscope in 1891. However, it wasn’t until the Lumiére brothers released the 
Cinématographe in 1895 that motion pictures were projected for audience viewing. In the 
United States, film established itself as a popular form of entertainment with the nickelodeon 
theater in the 1910s. 


e The release of The Jazz Singer in 1927 marked the birth of the talking film, and by 1930 silent 
film was a thing of the past. Technicolor emerged for film around the same time and found 
early success with movies like The Wizard of Oz and Gone With the Wind. However, people 
would continue to make films in black and white until the late 1950s. 


e By 1915 most of the major film studios had moved to Hollywood. During the Golden Age of 
Hollywood, these major studios controlled every aspect of the movie industry, and the films 
they produced drew crowds to theaters in numbers that have still not been surpassed. After 
World War Il, the studio system declined as a result of antitrust legislation that took power 
away from studios and of the invention of the television. 


e During the 1960s and 1970s, there was a rise in films—including Bonnie and Clyde, The 
Wild Bunch, 2001: A Space Odyssey, and Easy Rider—that celebrated the emerging youth 
culture and a rejection of the conservatism of the previous decades. This also led to looser 
attitudes toward depictions of sexuality and violence in film. The 1970s and 1980s saw the 
rise of the blockbuster, with films like Jaws, Star Wars, Raiders of the Lost Ark, and The 
Godfather. 


e The adoption of the VCR by many households in the 1980s reduced audiences at movie the- 
aters but opened a new mass market of home movie viewers followed by DVDs. 


e Improvements in computer animation led to more special effects in film during the 1990s with 
movies like The Matrix, Jurassic Park, and the first fully computer-animated film, Toy Story, 
trends that continue to this day. 


Exercises 


Identify four films that you would consider to be representative of major developments in the 
industry and in film as a medium that were outlined in this section. Imagine you are using these 
films to explain movie history to a friend. Provide a detailed explanation of why each of these 
films represents significant changes in attitudes, technology, or trends and situate each in the 
overall context of film’s development. Consider the following questions: 


e How did this movie influence the film industry? 
e What has been the lasting impact of this movie on the film industry? 
e How were the film industry and technology different before this film? 


8.3 The Role of Movies in American 
Culture 


Learning Objectives 


1. Study the controversy surrounding #OscarsSoWhite. 
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2. Recognize how movies reflect cultural attitudes, trends, and events. 
3. Study how movies influence culture. 


In January 2015, the Academy of Motion Picture Arts and Sciences—the very fancy name for the 
organization that gives out the Academy Awards (also known as the Oscars), announced the 20 act- 
ing nominations for the 2015 Oscars. All nominations were for white actors. 


April Reign, a lawyer and avid Twitter user, noted the all-white list in a tweet and appended a 
hashtag: #OscarsSoWhite. The hashtag came at a time when #BlackLivesMatter had ignited discus- 
sions in social media. And it circulated rapidly. The Academy was embarrassed. As The New York 
Times noted, “In the movie business, nothing is feared like bad press, and by 2016 timeworn incen- 
tive structures had begun to tilt in favor of increased diversity in front of and behind the camera.”“®! 


Change came. In the years following, films such as Black Panther, Get Out, Coco, and others 
showed that Hollywood had learned lessons of diversity and inclusion. In 2019, a record 13 winners 
(not simply nominations) were people of color. 


The relationship between movies and culture involves a complicated dynamic in every country. 
While movies certainly influence the mass culture that consumes them, the movies are also an inte- 
gral part of that culture, a product of it, and often a reflection of prevailing concerns, attitudes, and 
beliefs. Culture shapes movies. Movies shape culture. 


Nowhere is this more true than in America. While films at the beginning of the 1900s reflected 
the racism and gender roles of that time, films at the beginning of the 2000s reflected the diversity 
of American culture, the struggles of people of color, and demands for equal treatment by women. 
Mainstream films produced in the late 1940s and into the 1950s reflected the conservatism that 
dominated the sociopolitical arenas of the time. However, by the 1960s, a reactionary youth culture 
began to emerge in opposition to the dominant institutions, and these antiestablishment views 
soon found their way onto screen—a far cry from the attitudes most commonly represented only 
a few years earlier. War movies of the 1940s were very different from war movies of the 1960s and 
1970s and different from the war movies of the 2020s. 


In one sense, movies could be characterized as America's storytellers. Not only do Hollywood 
films reflect certain commonly held attitudes and beliefs about what it means to be American, but 
they also portray contemporary trends, issues, and events, serving as records of the eras in which 
they were produced and sometimes shaping those eras. We will look at some of the films and forces 
that have worked together in American history. 


Culture Shapes Movies 


As we have discussed, pundits and scholars regularly debate whether culture shapes technology 
or technology shapes culture. We have recognized that both can be right. There is little doubt that 
American culture has shaped movies. 


The Birth of a Nation 


More than 100 years after its creation, The Birth of a Nation can still stir and divide America. In 
1915, director D. W. Griffith established his reputation with a highly successful film, The Birth of a 
Nation, based on Thomas Dixon's novel The Clansman, a pro-segregation narrative about the Amer- 
ican South during and after the Civil War. At the time, The Birth of a Nation was the longest feature 
film ever made, almost 3 hours, and contained huge battle scenes that amazed and delighted audi- 
ences. Griffith's storytelling ability helped solidify the narrative style that would go on to dominate 
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feature films. He also experimented with editing techniques such as close-ups, jump cuts, and par- 
allel editing that helped make the film an artistic achievement. 


But it was not technique that led to the fame and infamy of The Birth of a Nation. Griffith's film 
found notoriety and success largely because it captured the social and cultural tensions of the post- 
Civil War decades. As American Studies specialist Lary May has argued, “[Griffith'’s] films dramatized 
every major concern of the day.”“*! In the early 20th century, fears about formerly enslaved people 
heading north and waves of immigrants coming to America had led to racist reactions and attitudes 
in mass culture. “Scientific” theories of the time purporting to link race with inborn traits like intel- 
ligence and other capabilities led to the acceptance of discrimination and segregation. Additionally, 
the dominant political climate, largely a reaction against populist labor movements, was one of con- 
servative elitism, eager to attribute social inequalities to natural human differences." Griffith's film 
powerfully captures the racism and its violence. 


FIGURE 8.9 
The Birth of a Nation expressed racial tensions of the early 20th century. 


Source: Wikimedia Commons, https://commons.wikimedia.org/wiki/File: Birth-of-a-nation-klan-and-black-man.jpg. 


While critics praised the film for its narrative complexity and epic scope, many others were out- 
raged at the seeming celebration of openly racist attitudes, which glorified the Ku Klux Klan and 
blamed Black people in the South for the destruction of the Civil War and its aftermath." Riots 
and fights broke out at several screenings. Many Americans joined the National Association for the 
Advancement of Colored People (NAACP) in denouncing the film, and the National Board of Review 
eventually cut a number of the film's most racist sections.™ For all its horrors, the film captures the 
savagery of the times. At the time the nation was divided, and Jim Crow laws and segregation were 
strictly enforced. The Birth of a Nation was the highest grossing movie of its era. In 1992, the film 
was classified by the Library of Congress among the “culturally, historically, or aesthetically signifi- 
cant films” in U.S. history. 
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Why We Fight 


Until the bombing of Pearl Harbor in 1941, American films generally reflected the neutral, isolation- 
ist stance that prevailed in politics and culture. However, after the United States was drawn into 
the war in Europe, the government sought to openly enlist Hollywood to help with the war effort. 
It opened the federal Bureau of Motion Picture Affairs in Los Angeles, and bureau officials encour- 
aged patriotic films and served in an advisory capacity on the production of war-related films, an 
effort with which the studios cooperated. 


This was culture directly shaping the movies. Films were created and designed to inspire feel- 
ings of pride and confidence in being American and to clearly establish that America and its allies 
were forces of good. Even films that would not be considered war movies were affected. The criti- 
cally acclaimed Casablanca paints a picture of the ill effects of fascism, illustrates the values that 
heroes like Victor Laszlo hold, and depicts America as a place for refugees to find democracy and 
freedom.” 


These early World War II films were sometimes overtly propagandist, intended to influence 
American attitudes rather than present a genuine reflection of American sentiments toward the 
war. Frank Capras Why We Fight films, for example, the first of which was produced in 1942, were 
developed for the U.S. Army and were later shown to general audiences; they delivered a war mes- 
sage through narrative. As the war continued, however, filmmakers opted to forego explicitly 
patriotic themes for a more serious reflection of American sentiments, as exemplified by films like 
Alfred Hitchcock's Lifeboat. 


Later War Films: Cynicism and Anxiety 


Unlike the patriotic war films of the World War II era, many of the films about 
U.S. involvement in Vietnam reflected strong antiwar sentiment, criticizing FIGURE 8.10 

; ae ‘ ; y : Films like Apocalypse Now offered dark 
American political policy and portraying war's damaging effects on those who depictions of war. 
survived it. Films like Dr. Strangelove (1964), M*A*S*H (1970), The Deer Hunter 
(1978), and Apocalypse Now (1979) portray the military establishment in a negative 
light and dissolve clear-cut distinctions, such as the “us versus them” mentality, 
of earlier war films. These, and the dozens of Vietnam War films that were pro- 
duced in the 1970s and 1980s—Oliver Stone's Platoon (1986) and Born on the 
Fourth of July (1989) and Stanley Kubrick's Full Metal Jacket (1987), for exam- 
ple—reflect the sense of defeat and lack of closure Americans felt after the 
Vietnam War and the emotional and psychological scars it left on the nation's 
psyche." A spate of military and politically themed films emerged during the 
1980s as America recovered from defeat in Vietnam, while at the same time facing 
anxieties about the ongoing Cold War with the Soviet Union. 


Source: Oliver Denker/Shutterstock.com 


Fears about the possibility of nuclear war were very real during the 1980s, 
and some film critics argue that these anxieties were reflected not only in overtly political films of 
the time but also in the popularity of horror films, like Halloween and Friday the 13th, which feature 
a mysterious and unkillable monster, and in the popularity of the fantastic in films like E.T.: The 
Extra-Terrestrial, Raiders of the Lost Ark, and Star Wars, which offer imaginative escapes." 
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Culture and Counter Culture 


The “baby boomer” generation came of age during the Korean and Vietnam wars. 


FIGURE 8.11 Not only did the youth culture express a cynicism toward the patriotic, pro-war 
Bonnie and Clyde reflected the attitudes of a 


rebellious, rising youth culture. 


stance of their World War II-era elders, but they displayed a fierce resistance 
toward institutional authority in general, an anti-establishment ethos epito- 
mized in the 1967 hit film Bonnie and Clyde. In the film, a young, outlaw couple 
completely rejects traditional society’s laws and norms and sets out on a cross- 
country bank-robbing spree until they're killed in a violent police ambush at the 
film's close.” 


Bonnie and Clyde's violence provides one example of the ways films at the 
time were testing the limits of permissible on-screen material. The youth cul- 
tures liberal attitudes toward formally taboo subjects like sexuality and drugs 
began to emerge in film during the late 1960s. Like Bonnie and Clyde, Sam Peckin- 
pah's 1969 Western The Wild Bunch displays an early example of aestheticized 
violence in film. 


In Mike Nichols's 1967 film The Graduate, Dustin Hoffman, as the film's pro- 
tagonist, enters into a romantic affair with the wife of his father’s business 
partner. However, Mrs. Robinson and the other adults in the film fail to under- 
stand the young, alienated hero, who eventually rebels against them. The 
Graduate, which brought in more than $44 million at the box office, reflected the 

: ah attitudes of many members of a young generation growing increasingly dissatis- 
Source: Warner Brothers-Seven nis: EIOS, fied with what they perceived to be the repressive social codes established by 


wikimedia.org/wiki/File:Faye_Dunaway_(1967_Bonnie_ their more conservative elders.5? 
and_Clyde_promo).jpg. 


The wildly popular Easy Rider (1969)—containing drugs, sex, and vio- 
lence—may owe a good deal of its initial success to liberalized audiences. And in the same year, 
Midnight Cowboy, one of the first Hollywood films to receive an X rating (in this case for its sexual 
content), won three Academy Award awards, including Best Picture." As the release and subse- 
quently successful reception of these films attest, what at the decades outset had been 
countercultural had, by the decade's close, become mainstream. 


Later decades saw counter culture trends shape other films. Beginning in the 1980s, Spike Lee 
pushed back against the lack of Black directors, actors, and themes in American movies with a 
series of films, including She's Gotta Have It, Do the Right Thing, and Malcolm X. The 2018 film, Black 
Panther, portrayed a Black man as a world superhero—a far cry from The Birth of a Nation. 


Culture Can Restrict: The Hollywood Production Code 


When the MPAA (originally MPPDA) first banded together in 1922 to combat government cen- 
sorship and to promote artistic freedom, the association attempted a system of self-regulation. 
However, by 1930—in part because of the great success and experimentation with talking pic- 
tures—renewed criticism and calls for censorship from conservative groups made it clear to the 
MPPDA that the loose system of self-regulation was not enough protection. 


As a result, the MPPDA instituted the Production Code, or Hays Code (after MPPDA director 
William H. Hays), which remained in place until 1967. The code, which according to motion picture 
producers concerned itself with ensuring that movies were “directly responsible for spiritual or 
moral progress, for higher types of social life, and for much correct thinking,” was strictly 
enforced starting in 1934, putting an end to most public complaints. However, many people in Hol- 
lywood resented its restrictiveness. After a series of Supreme Court cases in the 1950s regarding 
the code's restrictions to freedom of speech, the Production Code grew weaker until it was finally 
replaced in 1967 with the MPAA rating system.®” 
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The MPAA rating systems, with some modifications, is still in place today. Before release in the- 
aters, films are submitted to the MPAA board for a screening, during which advisers decide on the 
most apropriate rating based on the film's content. However, studios are not required to have the 
MPAA screen releases ahead of time—some studios release films without the MPAA rating at all. 
Commercially, less restrictive ratings are generally more beneficial, particularly in the case of adult- 
themed films that have the potential to earn the most restrictive rating, the NC-17. Some movie 
theaters will not screen a movie that is rated NC-17. When filmmakers get a more restrictive rating 
than they were hoping for, they may resubmit the film for review after editing out objectionable 
scenes. 


Movies Shape Culture 


Just as movies reflect the anxieties, beliefs, and values of the cultures that produce them, they also 
help to shape and solidify a culture's beliefs. Sometimes the influence is trivial, as in the case of 
fashion trends or figures of speech. After the release of Flashdance in 1983, for instance, torn T- 
shirts and leg warmers became hallmarks of the fashion of the 1980s."! The phrase, “My bad,” came 
from the 1995 movie, Clueless. However, sometimes the impact can be profound, leading to social or 
political reform, or the shaping of ideologies. This section could be a book in itself! 


Film and the Rise of Mass Culture 


During the 1890s and up until about 1920, American culture experienced a period of rapid industrial- 
ization. As people moved from farms to centers of industrial production, urban areas began to hold 
larger and larger concentrations of the population. At the same time, film and other methods of 
mass communication (advertising and radio) developed, whose messages concerning tastes, desires, 
customs, speech, and behavior spread from these population centers to outlying areas across the 
country. The effect of early mass-communication media was to wear away regional differences and 
create a more homogenized, standardized culture. 


Film played a key role in this development, as viewers began to imitate the speech, dress, and 
behavior of their common heroes on the silver screen” In 1911, the Vitagraph company began 
publishing The Motion Picture Magazine, Americas first fan magazine. Originally conceived as a 
marketing tool to keep audiences interested in Vitagraph’s pictures and major actors, The Motion 
Picture Magazine helped create the concept of the film star in the American imagination. Fans 
became obsessed with the off-screen lives of their favorite celebrities, like Pearl White, Florence 
Lawrence, and Mary Pickford." 


Today's audiences are no different. Though the movies must compete for attention with other 
media, it is of interest that the stars, writers, directors, and producers of these other media often 
have roots in the movies. Films shape mass culture through other media. 


American Myths and Traditions 


Identity in mass society is built around certain commonly held beliefs, or myths about shared 
experiences. In America, these myths are often disseminated through or reinforced by film. One 
example of a popular American myth, one that dates back to the writings of Thomas Jefferson and 
other founders, is an emphasis on individualism—a celebration of the common man or woman as 
a hero or reformer. With the rise of mass culture, the myth of the individual became increasingly 
appealing because it provided people with a sense of autonomy and individuality in the face of an 
increasingly homogenized culture. 
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The hero myth can be found in almost every culture. In American, it often 


FIGURE 8.12 finds embodiment in the Western, a film genre that was popular from the silent 
Stars Wars set a battle of good versus evil in a 


futuristic setting. 


era through the 1960s, in which the lone cowboy, a nomadic wanderer, makes his 
way in a lawless, and often dangerous, frontier. An example is 1952's High Noon. 
From 1926 until 1967, Westerns accounted for nearly a quarter of all films pro- 
duced. In other films, like Frank Capra's 1946 movie It's a Wonderful Life, the 
individual triumphs by standing up to injustice, reinforcing the belief that one 
person can make a difference in the world.” And in more recent films, hero fig- 
ures such as Indiana Jones, Luke Skywalker (Star Wars), and Neo (The Matrix) 
have continued to emphasize individualism and build around myths of the hero. 


It is of interest too that the myth-making must evolve with the times. 

Source: pio3/Shutterstock.com Women, Black people, and other people of color were often left out of the Ameri- 
can hero myth until persistent actors, writers, and directors were able to push for change. For 
example, in the 1970s, Sigourney Weaver offered arguably the first female action hero as Ripley in 
Alien, breaking through the stereotypes that heroes were males. As we noted above, Black Panther, 
with Chadwick Boseman in the starring role, cast a Black man as superhero. 


Bringing Social Issues to Film 


As D. W. Griffith recognized nearly a century ago, film has enormous power as a medium to influ- 
ence public opinion. Ever since Griffith's The Birth of a Nation sparked strong public reactions 
in 1915, filmmakers have been producing movies that address social issues, sometimes subtly, and 
sometimes very directly. Films like Hotel Rwanda (2004), about the 1994 Rwandan genocide, or The 
Kite Runner (2007), a story that takes place in the midst of a war-torn Afghanistan, or The Trial 
of the Chicago Seven (2020), a movie about the prosecution and persecution of black activists in 
the 1960s, have captured audience imaginations by telling stories that raise social awareness about 
world events. 


Documentary films in particular often took up social causes and were often met with greater 
interest than ever before. Films like Super Size Me (2004), which documents the effects of excessive 
fast-food consumption and criticizes the fast-food industry for promoting unhealthy eating habits 
for profit, and Food, Inc. (2009), which examines corporate farming practices and points to the neg- 
ative impact these practices can have on human health and the environment, have brought about 
important changes in American food culture.” Just 6 weeks after the release of Super Size Me, 
McDonald's took the supersize option off its menu and since 2004 has introduced a number of 
healthy food options in its restaurants." Other fast-food chains have made similar changes.” 


Director Michael Moore has offered a liberal stance on social and political issues such as health 
care, globalization, and gun control. His 2002 film Bowling for Columbine, for example, addressed 
the Columbine High School shootings of 1999, presenting a critical examination of American gun 
culture. While some critics have accused Moore of producing propagandistic material under the 
label of documentary because of his films’ strong biases, his films have been popular with audi- 
ences, with four of his documentaries ranking among the highest grossing documentaries of all 
time. Fahrenheit 9/11 (2004), which criticized the second Bush administration and its involvement in 
the Iraq War, earned $119 million at the box office, making it then the most successful documentary 
of all time.’ Moore's work and others show the power of film to engage social issues.” 


Key Takeaways 


e Movies shape and are shaped by their culture and era. 
e #OscarSoWhite led to an emphasis on more diversity in Hollywood. 
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e D. W. Griffith's film The Birth of a Nation presented a racist perspective on the U.S. Civil War 
and its aftermath, reflecting and also putting a spotlight on the bigotry of the era. 


e During World War Il, films reflected the patriotic, pro-war sentiments of the time. After the 
failure of the Vietnam War, films reflected a more ambivalent attitude toward war. 


e The MPAA rating system, established in 1968, gave filmmakers greater freedom in the con- 
tent they were able to portray on screen. 


e Inthe 1960s and 1970s with the rise of an antiestablishment youth culture, movies adopted 
more liberal stances toward sexuality and violence and displayed a cynicism toward estab- 
lished social structures. 


e Movies shape cultural attitudes and customs, as audiences adopt the attitudes and styles of 
the characters they watch on screen. Filmmakers may use their movies to influence cultural 
attitudes toward certain social issues, as in Fahrenheit 9/11 and Super Size Me. 


Exercises 


1. Consider three films you have watched in the last year. In what ways have these films 
reflected current concerns, trends, or attitudes? Of these movies, which do you think have 
the most potential to shape cultural attitudes or bring about social change? How do you 
think these movies might bring about this change? 


2. Locate a film that has been remade and watch the original and remade versions. Besides the 
obvious changes in fashion and technology, what other differences do you notice that reflect 
the cultural attitudes, trends, and events in the period in which each film was produced? 


8.4 Trends in Movies 


Learning Objectives 


Recognize the role the major Hollywood studios have had in shaping the movie industry. 


Discuss Hollywood's reliance on blockbusters and sequels. 
Identify the influence of international and independent films on Hollywood. 
Introduce the effect of streaming films on Hollywood. 


> @ IS = 


In this section, we will look at trends that are shaping movies. Some, like the power of Hollywood, 
have existed for decades. Some, like streaming, are relatively new. Though the COVID-19 pandemic 
disrupted films, as it did every aspect of life, the trends below continue to this day. And in our final 
section, we will take up the future of movies. 


The Continued Influence of Hollywood 


Ever since the rise of the studio system in the 1930s, the majority of films have originated with 
the leading Hollywood studios. Even today, the big studios still control much of the film business. 
Specifically, “The Big Six,” comprised of motion picture conglomerates 20th Century Fox, Para- 
mount Pictures, Warner Bros., Universal Pictures, Columbia Pictures, and Walt Disney Studios, 
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account for over 83 percent of the North American market share and bring in billions of dollars in 
revenue each year.” 


In the early years, audiences were familiar with the major studios, their collections of actors 
and directors, and the types of films that each studio was likely to release. All of that changed with 
the decline of the studio system; screenwriters, directors, scripts, and cinematographers no longer 
worked exclusively with one studio, so these days, while moviegoers are likely to know the name of 
a film's director and major actors, it’s unusual for them to identify a film with the studio that dis- 
tributes it. 


However, studios are no less influential. Few films succeed without a studio-financed market- 
ing campaign that tells people about the film. The previews of coming attractions that play before 
a movie begins are controlled by the studios.” Online marketing, TV commercials, and advertis- 
ing partnerships with other industries—the name of an upcoming film, for instance, appearing on 
Coca-Cola cans—are available tools for the big-budget studios. They have the resources to commit 
millions to what is called “prerelease advertising.” 


FIGURE 8.13 
The entrance to Universal Studios, Hollywood. 
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Source: pablopicasso/Shutterstock.com 


In the movie industry today, publicity and product are two sides of the same coin. Even films 
that get a lousy critical reception can do extremely well in ticket sales if their marketing campaigns 
manage to create enough hype. Similarly, two comparable films can produce very different results 
at the box office if they have been given different levels of publicity. Even though studios no longer 
own the country's movie theater chains, the films produced by the big six studios are the ones the 
multiplexes invariably show. Unlike films by independents, it’s a safe bet that big studio movies are 
the ones that will sell tickets. 


The Hollywood “dream factory,” as Hortense Powdermaker labeled it in her 1950 book on the 
movie industry! manufactures an experience that is part art and part commercial product.” 
While the studios of today are less factory-like than they were in the vertically integrated studio 
system era, Hollywood is an industry, and as in any other industry in a mass market, its success 
relies on control of production resources and “raw materials” and on its access to mass distribution 
and marketing strategies to maximize the product's reach and minimize competition. In this way, 
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Hollywood has an enormous influence on the films to which the public has access. The owners of 
the nation’s major movie theater chains are keenly aware that a film's success at the box office has 
everything to do with studio-generated marketing and publicity. 


The History of 
, Hollywood 
The Reliance on the Blockbuster Produced as part of a series 
on the history of California, 
this video covers the 
While it may seem like the major studios always reap large profits, moviemaking today is a much interesting history of 


riskier, less profitable enterprise than it was in the studio system era. The massive budgets required Hollywood. 
for the global marketing of a film are huge financial gambles. In fact, most movies cost the studios 
much more to market and produce—upward of $100 million—than their box-office returns ever 
generate. With such high stakes, studios have come to rely on producing a handful of blockbuster 
films each year that keep them afloat.’ Movies like Titanic, Pirates of the Caribbean, and XHO LLY WO o D. 


Avatar can provide support for studios to take chances with other films." es 
FIGURE 8.14 
Marvel's Avengers has created a blockbuster series. View in the online reader 


INOW: SHOWING 


Source: Saksit Nimprasert/Shutterstock.com 


Audiences too look forward to blockbuster films. They becomes a touchstone, not only for pro- 
duction values and story lines, but also for moviegoers’ expectations. Because studios know they 
can rely on certain predictable elements to draw audiences, they tend to invest the majority of their 
budgets on movies that fit the blockbuster mold. Big-name actors, action, moving plots, sweeping 
music, and other elements help make a blockbuster.”! As we will see below, the “children” of block- 
busters can do well. Remakes, movies with sequel setups, or films based on best-selling novels or 
comic books are safer bets than original screenplays or movies with experimental or edgy themes. 


For example, James Cameron's Titanic (1997), in its era the highest grossing movie of all time, 
saw such success largely because it was based on a well-known story, contained predictable plot 
elements, and was designed to appeal to the widest possible range of audience demographics with 
romance, action, expensive special effects, and an epic scope—meeting the blockbuster standard on 
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above-the-line costs 


Costs in the production of 
a film that are negotiated 
before filming begins. 


below-the-line costs 


Costs in the production of 
a film that are generally 
fixed. 


several levels. The film's astronomical $200 million production cost was a gamble indeed, requiring 
the backing of two studios, Paramount and 20th Century Fox.” 


The Costs of Making a Blockbuster 


Because of his success with Titanic, Cameron was allowed to create Avatar, released in 2009, which 
cost close to $340 million, making it one of the most expensive films of all time. Where does such an 
astronomical budget go? As we noted, usually about half of the money goes to advertising. In the 
case of Avatar, the numbers were different. With Cameron's reputation, the studio felt it could put 
more into his work and a little less in marketing. The film cost $190 million to make and around $150 
million to market. Of that $190 million production budget, part went toward above-the-line costs, 
those that are negotiated before filming begins, and part to below-the-line costs, those that are 
generally fixed. Above-the-line costs included screenplay rights; salaries for the writer, producer, 
director, and leading actors; and salaries for directors’, actors’, and producers’ assistants. Below-the- 
line costs included the salaries for nonstarring cast members and technical crew, use of technical 
equipment, travel, locations, studio rental, and catering.” 


FIGURE 8.15 
American actress Sigourney Weaver (L) poses next to Canadian film director James Cameron during a showing 
of Avatar in Berlin. 
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Source: dpa picture alliance archive / Alamy Stock Photo 


For Avatar, the reported $190 million didn't include money for research and development of 3-D 
filming and computer-modeling technologies required to put the film together. If these costs were 
factored in, the total movie budget may have been closer to $500 million.*! Fortunately for 20th 
Century Fox, the gamble on Cameron and the blockbuster paid off. Avatar made a profit over these 
expenses in local box-office sales alone, raking in $750 million domestically in the first 6 months 
after its release.™! As the 2020s got underway, the film was still the top grossing film of all time, 
making close to $3 billion.” 


However, for every expensive film that has made out well at the box office, there are a handful 
of others that have tanked. Here is one example you should know. Back in 1980, when United Artists 
(UA) was a major Hollywood studio, its epic western Heaven's Gate cost nearly six times its original 
budget: $44 million instead of the proposed $7.6 million—big money back then. The movie, which 
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bombed at the box office, was the largest failure in film history at the time, losing at least $40 mil- 
lion, and forcing the studio to be bought out by MGM." Since then, Heaven's Gate has become 
synonymous with commercial failure in the film industry.*” 


Despite such failures, the rash of high-budget and high-grossing films that have appeared 
since—Avengers: Endgame (2019), Harry Potter and the Sorcerer's Stoneand its sequels 
(2002-2011), Alice in Wonderland (2010), The Lord of the Rings films (2001-2003), The Dark Knight tril- 
ogy (2005-2012), and others—are indications that, for the time being, the blockbuster standard will 
drive Hollywood production. 


The Sequel—and Sequel to the Sequel 


The cost of producing and marketing movies can be astronomical. Studios look 
constantly for a “sure thing,” a film that is likely to succeed. As we noted, the “chil- 
dren” of blockbusters are regularly looked to for support. Remakes and sequels 
are seen as safer bets. Audiences have shown that they like the concept or the 
characters. Why wouldn't they like them a second time? Or third? 


FIGURE 8.16 
The sequel, The Empire Strikes Back, 
introduced a new character, Yoda. 


The idea has been around from almost the beginning of film. A sequel to The 
Birth of a Nation—The Fall of a Nation—came out the year after, 1916, and was 
another vehicle for racism and controversy. The director, Thomas Dixon Jr., bla- 
tantly attempted to cash in on the success of its predecessor. He failed, and The 
Fall of a Nation has actually disappeared. No copies have survived." 


Interestingly, some of the greatest films ever made are sequels: Movies 
like The Dark Knight (2008) was a sequel to Batman Begins (2005), which itself 
was a reboot of the Batman franchise. The Godfather Part II,Toy Story Source: Willrow Hood/Shutterstock.com 
3, The Empire Strikes Back (sequel to Star Wars), and others consistently appear on all-time best 
lists. Time magazine notes, “Sequels that are better than the original build on what the audience 
already knows and loves about the franchise's characters. Perhaps the movie throws the hero into 
a daunting situations that challenges their beliefs or forces them to evolve. Maybe the movie 
infuses humor in a traditionally tragic series or poignancy in a historically comedic franchise.”*! 


The trend of Hollywood relying on sequels will continue. As the 2020s got underway, more than 
100 sequels were in the works for the years ahead." 


The Small, Essential Role of International and 
Independent Films 


English-born Michael Apted, former president of the Director's Guild of America, once said, “Euro- 
peans gave me the inspiration to make movies... but it was the Americans who showed me how to 
do it.”*" Major Hollywood studio films have dominated the movie industry worldwide since Holly- 
wood's golden age, yet American films have always been in a relationship of mutual influence with 
films from foreign markets. 
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auteur 


Directors whose personal, 
creative visions are 
reflected in their work. 


New Wave movement 


The French New Wave 
was characterized by an 
independent production 
style that showcased the 
personal authorship of its 
young directors. 


From the 1940s through the 1960s, for example, American filmmakers admired and were influ- 
enced by the work of overseas auteurs—directors like Ingmar Bergman (Sweden), Federico Fellini 
(Italy), Francois Truffaut (France), and Akira Kurosawa (Japan), whose personal, creative visions 
were reflected in their work.®” The concept of the auteur was particularly important in France in 
the late 1950s and early 1960s when French filmmaking underwent a rebirth in the form of the New 
Wave movement. The French New Wave was characterized by an independent production style 
that showcased the personal authorship of its young directors."! The influence of the New Wave 
was, and continues to be, felt in the United States. The generation of young, film school-educated 
directors that became prominent in American cinema in the late 1960s and early 1970s owes a good 
deal of their stylistic techniques to the work of French New Wave directors. 


FIGURE 8.17 
Bong Joon-ho and Song Kang-ho at the Cannes movie festival. 


Source: Featureflash Photo Agency/Shutterstock.com 


In the current era of globalization, the influence of foreign films remains strong. The rapid 
growth of the entertainment industry in Asia, for instance, has led to an exchange of style and 
influence with U.S. cinema. Remakes of a number of popular Japanese horror films, including The 
Ring (2005), Dark Water (2005), and The Grudge (2004), have fared well in the United States, as have 
Chinese martial arts films like Crouching Tiger, Hidden Dragon (2000), Hero (2002), and House of 
Flying Daggers (2004). At the same time, U.S. studios have recently tried to expand into the grow- 
ing Asian market by purchasing the rights to films from South Korea, Japan, and Hong Kong for 
remakes with Hollywood actors.“ 


In 2020, South Korean director Bong Joon-ho made history when his film, Parasite, won the 
Oscar for Best Picture, the first time an international film had ever won. The film also won Best 
Screenplay and Best International Film, and the Best Director award went to Bong Joon-ho as well. 
The Economist noted: “The triumph of Parasite is also being hailed by film critics as a victory for 
global cinema in the English-speaking world. ‘Once you overcome the one-inch tall barrier of subti- 
tles, Mr Bong said at the Golden Globes in January, ‘you will be introduced to many more amazing 
films.” 


In 2021, the Best Director award went to Chinese filmmaker Chloé Zhao for the independent 
American film, Nomadland. The film also won Best Picture. International directors and actors will 
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continue to influence Hollywood. And in 2022, New Zealander Jane Campion won the Best Director 
award for Power of the Dog. 


Independent films—indies—also working outside of the Hollywood studio system, have their 
own influence on the movie industry. While the blockbuster still drives the industry, the formulaic 
nature of many Hollywood films continually opens a door for independent films to make their 
mark on the industry. Although films have been produced outside of Hollywood since the begin- 
ning, the conscious characterization of indie films really took hold in the 1990s. 


A number of developments paved the way. The Sundance Film Festival (originally the U.S. Film 
Festival) began in Park City, Utah, in 1980 as a way for independent filmmakers to showcase their 
work. Since then, the festival has grown to garner more public attention, and now often represents 
an opportunity for independents to find market backing by larger studios. In 1989, Steven Soder- 
bergh's sex, lies, and videotape, released by Miramax, was the first independent to break out of the 
art-house circuit and find its way into the multiplexes. 


As Esquire notes, “But even though there have been '‘indies' ever since Thomas Edison first 
monopolized filmmaking technology, the movement was arguably defined in the Nineties, when 
breakout hits like Pulp Fiction and sex, lies and videotape made household names of their stars and 
directors. These were creative, challenging films that nevertheless found mainstream audiences 
(and tens of millions of dollars).”"*! 


In the 1990s and 2000s, independent directors like the Coen brothers, Wes Anderson, Sofia Cop- 
pola, and Quentin Tarantino made significant contributions to contemporary cinema. Tarantino's 
1994 film, Pulp Fiction, garnered attention for its experimental narrative structure, witty dialogue, 
and nonchalant approach to violence. It was the first independent film to break $100 million at the 
box office, proving that there was still room in the market for movies produced outside of the big 
six studios.” And as we noted above, Chinese director Chloé Zhao won Best Picture and Best Direc- 
tor Oscars for Nomadland, an independent film. 


Streaming 


Streaming media, as we have seen, actually have a long history, dating back to 


early radio. Our modern notion of streaming—sending digital content over the FIGURE 8.18 : 
Netflix headquarters near Silicon Valley—not 


Hollywood — California. 


internet to any kind of connected device—developed in the 1990s. And though 
streaming video quickly became part of the phenomenon, Hollywood studios 
were actually leery. And with good reason. People would buy copies of movies 
and then stream them for free to websites. Movie studios and music companies 
were united in the effort to control streaming. 


The problem for movie studios was two-fold. The long-established viewing 
pattern of going to a theater to watch a film had been attacked by television, 
which encouraged at-home entertainment. Indeed, old movies have always been 
a staple of television. The creation of VCR, DVD, and Blu-ray technologies had 
further focused people on at-home viewing of films. After their movie theater 
releases, films were released by studios for VCR and DVD rentals. 


| 
Source: Michael Vi/Shutterstock.com 
In 1999, one of the competing DVD rental companies, Netflix, began offering an online subscrip- 
tion service through the internet. Subscribers chose movies from the Netflix website, which were 
then mailed to customers, along with prepaid return envelopes. Customers typically rented for a 
flat monthly fee as many movies per month as they wished. By the mid-2000s, the technology was 
advanced enough for Netflix to stream the movies over the internet, rather than send DVDs. 


At this point, the Hollywood model was still not completely disrupted. The films first still had 
to be released in theaters before being released to Netflix. Ambitiously, Netflix began producing its 
own content, such as House of Cards, Narcos, and The Crown to directly compete with Hollywood. 
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Other huge media companies, such as Disney and HBO, jumped into the streaming wars. And that 
is where things stood until Spring 2020, when the COVID-19 pandemic shut down Hollywood stu- 
dios as well as movie theaters across the country.” 


And in 2021, just as the pandemic began to ebb in the United States, Hollywood was jolted 
by two huge announcements: ATST, the wireless carrier, agreed to spin off its WarnerMedia group 
and merge it with its rival Discovery Inc. The move combines HBO, Warner Bros. studios, CNN, and 
several other cable networks with a host of reality-based cable channels from Discovery, includ- 
ing Oprah Winfrey's OWN, HGTV, The Food Network, and Animal Planet. The merger creates yet 
another giant in the streaming marketplace. 


Then, within a week of those announcements, the market was shaken again when online shop- 
ping giant Amazon announced it was buying MGM, the almost 100-year-old movie and TV studio 
behind James Bond, “Legally Blonde” and “Shark Tank.” Amazon's goal is to make its Prime Video 
service a more formidable competitor in streaming to compete against Netflix, HBO, and Disney+. 
Such moves confirm that the future of film will certainly be streamed." 


Key Takeaways 


e A film’s performance at the box office is often directly related to the studio marketing budget 
that backs it. 


e Because of high marketing and production costs, the major studios have increasingly come 
to rely on blockbuster films and sequels to keep themselves profitable. 


e International and independent films find increasing popularity in the 2020s, in part because 
they represent a break from the predictable material often released by studios. 


e Streaming movies, rather than releasing them in theaters, has become a pressing question 
for Hollywood. 


Exercises 


In Section 4, you learned that blockbuster and sequel films rely on certain predictable elements 
to attract audiences. Think about recent blockbusters or sequels that you viewed and consider 
the following: 


e What elements do these films have in common? Why do you think these elements help to 
sell movies? 
e How have the big Hollywood studios shaped these elements? 


e How do economic concerns, like box-office totals, promote predictable elements? 


8.5 The Future of Movies in the 2020s 


Learning Objectives 


1. Discuss possible futures of the movie theater after the pandemic. 
2. Analyze viewing habits of younger and older people. 
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8. Introduce how virtual, digital actors are finding success in films. 
4. Discuss the continuing push to diversify the American film industry. 


Every medium discussed in this book felt the severe impact of the COVID-19 pandemic. Movies are 
no different. Yet, as with many other media, the dramatic changes to movies caused by the pan- 
demic were often already taking place. The pandemic hastened forces in play." For example, as we 
saw in the previous section, the ability to stream movies into homes was causing questions for the 
industry prior to the virus. The competition presented by the streaming services, such as Netflix, 
HBO, and Disney, had heightened that tension. The pandemic brought it to the forefront. In that 
arena and others, the 2020s will be pivotal years for the movies. 


Movies Without Theaters? 


Prior to the pandemic, the release of a (hopeful) Hollywood blockbuster was akin to planning 
an invasion. Studios wanted the release dates to produce as much buzz and revenue as possible. 
Studios looked for the best season (summer or Christmas). They tried to avoid other massive block- 
busters. They also had to make sure the film was finished, juggling film editing, reshoots, and 
special effects. 


But the shuttering of theaters by the pandemic disrupted all the invasions. Studios changed 
release dates and then changed them again until they realized they simply could not plan until 
the pandemic was winding down. Industry observers, such as The Verge, studied the changes with 
interest as competitors shuffled filming and release dates to avoid splitting audiences (and box 
office takes). 


FIGURE 8.19 
Older theater with an above the door marquee closed during the pandemic. 


ari 


C2 Matus antl 


Source: Laurie A. Smith/Shutterstock.com 
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“Small delays turned into large ones; films that were scheduled for 2020 jumped to 2021,” wrote 
The Verge. ‘And yet, in all the uncertainty, it seemed that studios were extremely reluctant to turn 
to what might have seemed like an obvious solution: just releasing their biggest films on any of the 
newly minted streaming services or digital video storefronts in lieu of a theatrical release.” Its study 
concluded: “The current model of Hollywood just wasn't built to survive without theaters.”"”! 


The reason, of course, is money. Streaming does not bring in as many viewers or as much 
money as the big theater chains, such as AMC and Regal Cinemas. Studios like Disney and Warner 
Bros. can allow the theater chains to keep 45 percent of the box office and still make more money 
than streaming. Movies released in theaters also are seen by people in the industry as more pres- 
tigious than movies that “only” stream. And a theater showing remains a requirement for eligibil- 
ity for major awards like the Oscars. The New York Times asked, “Without appearing on big screens, 
are movies even movies?”"™! “Years on, companies like Netflix and Amazon are still trying to work 
their way out of the reputation that streaming is somehow a lesser form of entertainment,” The 
Verge notes“! 


But the pandemic changed the equation. Streaming brought in more money than theaters 
that were closed. In 2020 and 2021, dozens of movies originally scheduled for big screens instead 
came out on streaming services. In a major example, Pixar's long-awaited adventure, “Soul,” made 
its debut exclusively on Disney+.And in an unprecedented move, because of the pandemic, 
the Oscars in 2021 decided for the first time to allow streaming films that did not have a theatrical 
release to be eligible for Academy Awards. 


Studio executives pray all this change is temporary. They are hopeful that the pandemic simply 
caused pent-up demand, which will be met in the 2020s by numerous delayed blockbusters in the- 
aters. “There's a reason that the Roaring Twenties followed the 1918 pandemic,” J.J. Abrams, the Bad 
Robot Productions chairman, told The New York Times. “We have a pent-up, desperate need to see 
each other—to socialize and have communal experiences. And there is nothing that I can think of 
that is more exciting than being in a theater with people you dont know, who dont necessarily like 
the same sports teams or pray to the same god or eat the same food. But youre screaming together, 
laughing together, crying together. It’s a social necessity." 


Will Viewing Habits Change? 


The people who will ultimately decide the future of movies and theaters are the viewers. Usually 
when researchers take up the topic of movie viewing, they find they must immediately make dis- 
tinctions based on age. Young people have different experiences and viewing habits than older 
people. Again we see that trends that were in place before the pandemic were accelerated. Young 
people, who were completely comfortable streaming movies on laptops, tablets, and phones, found 
themselves doing so more during quarantine. And older people were forced to make the switch as 
well—and found it convenient. 


They might not be changing back. As Fast Company wryly noted, “If you barely leave your 
house for an entire year and are paralyzed with fear but still trying to work, turns out that affects 
your viewing habits." And the Fast Company writer had an answer for the studio executive above 
who feels that movies in theaters are a social necessity: “2020 was an unforgettable lesson in how 
much people value feeling connected to each other. Watching television has often been seen as 
a barrier to connection, the opposite of spending quality time, but throughout the pandemic it 
became a hub of shared humanity.” 


The New York Times notes that young people will be especially important for the future of 
movies. “Will young people—trained during the pandemic to expect instant access to new movies 
like ‘Hamilton’ and ‘Borat Subsequent Moviefilm—get into the habit of going to the movies like 
their parents and grandparents did?”"*” It is a crucial question. About 33 percent of moviegoers in 
the United States and Canada last year were under the age of 24, according to the Motion Picture 
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Association. Those young people will need to enjoy viewing movies in theaters if the traditional 
film industry is to survive. 


FIGURE 8.20 
Two patrons wearing masks in a large, stadium seating movie theater. They are the only ones in the theater. 


Source: Ringo Chiu/Shutterstock.com 


Actors Who Never Die? 


In May 2020, a leading Hollywood company, Creative Artists Agency (CAA), which represents Scar- 
lett Johansson, Will Smith, Steven Spielberg, and others, announced that it had signed another 
star—Miquela, a 19-year-old, Brazilian-American model, pop singer, and aspiring actress. She is also 
a robot. 


Yes, Miquela was created in 2016 by Brud, a California startup company, which had found 
success with Miquela in a number of entertainment venues. Miquela does not employ artificial 
intelligence in her performances. She convincingly reads her scripts—and never forgets her lines! 
Miquela also has 2.2 million Instagram followers, has sung with real-life singers, and has social 
media battles with virtual boyfriends. CAA felt her future was bright. 


Virtual actors are attractive to studios. The Guardian notes, “they are literally totally malleable. 
They will never complain, they are always in prime condition and camera-ready (creepily, Miquela 
is forever 19 years old),”" 
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Others have remarked upon the possibilities of virtual actors. Said another 


FIGURE 8.21 publication: “While the technology is probably 10 years from being fully realized, 
Will robot actors replace real actors? 


it's a virtual certainty that the deepfakes we have seen used to bring historical 
people back to life, or even reproduce the likenesses and voices of celebrities and 
political figures, will also be used to produce virtual actors in films and TV shows. 
These actors will never get sick, don't have personal issues and personality weak- 
nesses, always show up to work on time, and never need contract negotiations or 
given ‘points’ on a film.” 


Virtual actors are not all that different from movie characters such as Mickey 
Mouse, Buzz Lightyear, Yoda, and others. The Guardian says that CAA knows 
“being a successful actor is never just about acting.” It says, “Celebrity is an inex- 
tricable factor in the equation, and it's no longer exclusive to humans.”"”" 


Source: studiostoks/Shutterstock.com 


#OscarsSoDiverse? 
As you recall, leading up to the 2020s, a movement captured by the Twitter hash- 
dee a 8.22 sweet Oscar ior Best tag #OscarsSoWhite, and given momentum by the Black Lives Matter movement, 
aniel Kaluuya won tne scar tor bes š : $ P 
Supporting Actor for his work in Judas and the helped bring about noticeable change to the diversity of Academy Awards. That 
Black Messiah. trend should continue throughout the decade. 
The Academy of Motion Picture Arts and Sciences helped continue progress 
VA by implementing a new initiative in 2020 to expand diversity and inclusion 
ae | throughout the ranks of the filmmaking industry. The effort, clumsily called 
i J "Academy Aperture 2025," requires Oscar nominees to meet certain diversity and 
inclusion standards in their hiring throughout the performance and production 
ranks. 
ARIETY "While the Academy has made strides, we know there is much more work to 


be done in order to ensure equitable opportunities across the board," Academy 
CEO Dawn Hudson said. "The need to address this issue is urgent. To that end, we 
Source: Kathy Hutchins/Shutterstock.com will amend—and continue to examine—our rules and procedures to ensure that 
all voices are heard and celebrated."™ The rules and procedures will be developed throughout the 
2020s but the end result should "encourage equitable hiring practices and representation on and 
off screen." 


UCLA conducts a bi-annual Hollywood Diversity Report that breaks down the hiring of 
women and people of color in the entertainment industry. In 2021, the first report following the 
new guidelines, the report found that more women and people of color got jobs last year in the cat- 
egories of lead actors, total cast, writers, and directors. In the acting categories, they reached close 
to proportionate representation with the U.S. population. 


As for the Oscars, the 2021 slate was its most diverse. Nine out of 20 acting nominations went 
to people of color—the highest number ever. Chloé Zhao became the first woman of color to win 
best director, for Nomadland (which also won best picture). Daniel Kaluuya (Judas and the Black 
Messiah) and Yuh-Jung Youn (Minari) clinched the races for supporting actor. Mia Neal and Jamika 
Wilson became the first Black women to win in makeup and hairstyling, for Ma Rainey's Black Bot- 
tom. 


Darnell Hunt, a co-author of the report, says Hollywood is learning that diversity does sell and 
that fact is helping the market is becoming more diverse. The report found that on average, films 
with between 41-50% minority casts fared best at the box office, while films with less than 11% 
minority casts fared worst. "It's more profitable to make projects that diverse audiences can relate 
to," he says.” 
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#OscarsSoWhite 
Key Takeaways Creator April Reign 


Explains Why Diversity 
Isn’t Enough 
This video showcases the 


e The COVID-19 pandemic increased the pressure on movie theaters as people streamed 
movies more than ever. creator of the hashtag 


e The future of movies in the 2020s will depend largely on viewing habits, especially of young #OscarsSoWhite. 


people. 


e Virtual actors are becoming a presence in Hollywood as technology continues to shape the 
industry. 


e The film industry, still stung by #OscarsSoWhite, continues to diversify film production and 


awards. WHEN DIVERSITY 
ISN'T ENOUGH 


Exercises View in the online reader 


Think of the last movie you watched, either streaming or in a theater. Consider what was gained 
or lost by viewing the movie the way you did. Then respond to the following questions. 


e What are the advantages and disadvantages of streaming? 
e What are the advantages and disadvantages of seeing movies in a theater? 
e What do you think is the future of movie theaters? 


8.6 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 
a. Explain the importance of Georges Méliés’ work in the development of cinematography. 
b. Why was the MPPC formed? 
c. What caused the movie industry to move to Hollywood? 
d. Describe the factors that led to the rise and fall of the Hollywood studio system. 
2. Questions for Section 3 


a. Explain audience reactions to The Birth of a Nation. How did this film reflect the culture 
of its time? 


b. Explain the role Frank Capra’s Why We Fight films played in World War II cinema. 
c. Explain how American individualism is reinforced in popular films. 
3. Questions for Section 4 
a. Why might studios invest nearly half of their budgets in marketing efforts? 
b. List the six major Hollywood studios today and explain their influence on the film industry. 
c. What economic factors have led to the blockbuster standard? 
d. Explain the influence of foreign films on American cinema. 
4. Questions for Section 5 
a. Explain the impact of the COVID-19 pandemic on movies. 
b. Why does the film industry worry about movie theaters? 
c. Explain the trend in American viewing habits. 
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d. What are virtual actors? 
e. What are reasons that Hollywood would want to be more diverse? 


Critical Thinking Questions 


1. Imagine you are a film studies teacher and you choose to show excerpts from The Birth of a 
Nation in your class to illustrate its significance in film history. One student is highly offended 
by the film and stops to voice her concerns to you after class. Taking into consideration the 
things you have learned about the history of cinema and the relationship between film and 
culture, how would you explain your choice to this student? 


2. Assume you want to create a documentary to raise awareness about a social issue that con- 
cerns you. What issue would you address and what would you choose to document? Whom 
would you interview, where would you go, and so on? 


3. How would you respond to a visitor from another country who accuses the United States of 
cultural imperialism through the export of American movies? 


4. Imagine you want to produce a remake of a movie from the 1980s. Choose a movie that you 
think would be a blockbuster. Create a marketing plan that includes merchandise tie-ins and 
sources of revenue beyond the box office. 


5. After its decline in the 1950s, 3-D experienced a brief comeback in the 1980s. Based on 
what you know about the movie industry of the time and the culture of the 1980s, why might 
this have occurred? 


Career Connection 


Research the career of a Hollywood producer. In this career, identify the different types of pro- 
ducers involved in a production. Then consider the following questions: 


e What tasks are these producers expected to perform? 


e Do people in this career specialize in a certain genre of film? If so, which genre would you 
specialize in and why? 
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CHAPTER 9 
Television in the 2020s 


Young people born in the late 1900s and early 2000s might be the first generations since the 
mid-2oth century to have grown up without the dominating presence of the “television set” in their 
homes. For decades, television was the central medium in social, cultural, economic, and political 
life. At times, a majority of Americans would be watching the same program at the same time. This 
chapter will explore the history and impact of that dominance. 


Yet, the chapter will also emphasize, television is being revolutionized in the 2020s. From three 
network channels in the 1950s to the hundreds of cable channels in the 1980s to the seemingly infi- 
nite streaming content of today, television content now not only comes through the television set 
but through laptops, tablets, cellphones, and devices to come. And thus television, once the unchal- 
lenged medium of its era, must now scrap and compete with other content on those devices for 
time and attention.” The unfolding story of television is essential to understanding media and cul- 
ture today. 


9.1 A History of the Television 


Learning Objectives 


1. Identify two technological developments that paved the way for the evolution of television. 
2. Explain why electronic television prevailed over mechanical television. 
3. Identify important developments in the history of television from 1960 to the 2020s. 


Since replacing radio as the most popular mass medium in the 1950s, television has played such an 
integral role in modern life that, for some, it is difficult to imagine being without it. Both reflecting 
and shaping cultural values, television has at times been criticized for its alleged negative influ- 
ences on children and young people and at other times lauded for its ability to create a common 
experience for all its viewers. Major world events such as the John F. Kennedy and Martin Luther 
King assassinations and the Vietnam War in the 1960s, the Challenger shuttle explosion in 1986, the 
2001 terrorist attacks on the World Trade Center, the impact and aftermath of Hurricane Katrina 
in 2005, the dramatic presidential elections of 2016 and 2020, and the COVID-19 pandemic have all 
played out on television, uniting millions of people in shared experiences. 


Our next section explores the interplay between culture and television. But it is easy to over- 
look the television itself. What is this box that has played and still plays a central role in culture? 
Today, as digital technology and satellite broadcasting change the way people watch television, the 
medium must continues to evolve.” 
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cathode ray tube 
(CRT) 


An electronic display 
device in which a beam of 
electrons is focused on a 
glass viewing screen to 
create an image. 


scanning disk 


A large, flat metal disk with 
perforations arranged in a 
spiral pattern used as a 
rotating camera in early 
television models. 


md The Evolution of Television 


This video goes over the history of television. 


View in the online reader 


The Mechanical Origins of Television 


Inventors conceived the idea of television long before the technology to create it appeared. Early 
pioneers speculated that if audio waves could be separated from the electromagnetic spectrum to 
create radio, so too could television waves be separated to transmit visual images. As early as 1876, 
Boston civil servant George Carey envisioned complete television systems, putting forward draw- 
ings for a “selenium camera” that would enable people to ‘see by electricity’ a year later.” 


During the late 1800s, several technological developments set the stage for television. The 
invention of the cathode ray tube (CRT) by German physicist Karl Ferdinand Braun in 1897 played 
a vital role as the forerunner of the television picture tube. Initially created as a scanning device 
known as the cathode ray oscilloscope, the CRT effectively combined the principles of the camera 
and electricity. It had a florescent screen that emitted a visible light (in the form of images) when 
struck by a beam of electrons. 


The other key invention during the 1880s was the mechanical scanner system. Created by Ger- 
man inventor Paul Nipkow, the scanning disk was a large, flat metal disk with a series of small 
perforations arranged in a spiral pattern. As the disk rotated, light passed through the holes, sepa- 
rating pictures into pinpoints of light that could be transmitted as a series of electronic lines. The 
number of scanned lines equaled the number of perforations, and each rotation of the disk pro- 
duced a television frame. Nipkow's mechanical disk served as the foundation for experiments on 
the transmission of visual images for several decades. 


In 1907, Russian scientist Boris Rosing used both the CRT and the mechanical scanner system 
in an experimental television system. With the CRT in the receiver, he used focused electron beams 
to display images, transmitting crude geometrical patterns onto the television screen. The mechan- 
ical disk system was used as a camera, creating a primitive television system. 
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FIGURE 9.1 Cathode Ray Tube 


Two key inventions in the 1880s paved the way for television to emerge: the cathode ray tube, shown here, and 
the mechanical disk system. 


Vacuum 


Fluorescent 
screen 


Electron beam 


Deflecting 
coils 


Source: © Shutterstock, Inc. 


(m) Nipkow Disk 


Watch this clip to see how the mechanical disk system works. 


View in the online reader 
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FIGURE 9.2 
The low image resolution of John Logie Baird’s 
mechanical television was a major disadvantage 
that led to the technology's replacement by 
electronic television systems. 


Source: Popular Radio, November 1926, https:// 


Mechanical Television versus Electronic Television 


From the early experiments with visual transmissions, two types of televi- 
sion systems came into existence: mechanical television and electronic television. 
Mechanical television developed out of Nipkow’s disk system and was pioneered 
by British inventor John Logie Baird. In 1926, Baird gave the world's first public 
demonstration of a television system at Selfridges department store in London. 
He used mechanical rotating disks to scan moving images into electrical 
impulses, which were transmitted by cable to a screen. Here they showed up asa 
low-resolution pattern of light and dark. Baird's first television program showed 
the heads of two ventriloquist dummies, which he operated in front of the cam- 
era apparatus out of the audience's sight. In 1928, Baird extended his system by 
transmitting a signal between London and New York. 


The following year, the British Broadcasting Corporation (BBC) adopted his 
mechanical system, and by 1932, Baird had developed the first commercially 
viable television system and sold 10,000 sets. Despite its initial success, mechani- 
cal television had several technical limitations. Engineers could get no more than 
about 240 lines of resolution, meaning images would always be slightly fuzzy 
(most modern televisions produce images of more than 600 lines of resolution). 
The use of a spinning disk also limited the number of new pictures that could be 
seen per second, resulting in excessive flickering. The mechanical aspect of tele- 
vision proved to be a disadvantage that required fixing in order for the 
technology to move forward. 


commons.wikimedia.org/wiki/File:Jonn_Logie_Baird_ 


and_television_receiver.jpg. 


mechanical television 


A television system that 
used mechanical moving 
parts to capture and 
display images. 
Mechanical television was 
phased out during the 
1930s in favor of electronic 
television. 


electronic television 


All-electronic television 
system that scanned 
images using an electronic 
camera and received 
images by cathode ray 
tube. Electronic television 
replaced mechanical 
television in the 1930s. 


At the same time Baird (and, separately, American inventor Charles Jenkins) 

was developing the mechanical model, other inventors were working on an 

electronic television system based on the CRT. While working on his father’s farm, Idaho teenager 

Philo Farnsworth realized that an electronic beam could scan a picture in horizontal lines, repro- 

ducing the image almost instantaneously. In 1927, Farnsworth transmitted the first all-electronic 

television picture by rotating a single straight line scratched onto a square piece of painted glass by 
90 degrees. 


Farnsworth barely profited from his invention; during World War II, the government sus- 
pended sales of television sets, and by the time the war ended, Farnsworth’s original patents were 
close to expiring. However, following the war, many of his key patents were modified by RCA and 
were widely applied in broadcasting to improve television picture quality. 


Having coexisted for several years, electronic television sets eventually began to replace 
mechanical systems. With better picture quality, no noise, a more compact size, and fewer visual 
limitations, the electronic system was far superior to its predecessor and rapidly improving. By 1939, 
the last mechanical television broadcasts in the United States had been replaced with electronic 
broadcasts. 


Early TV Broadcasting 


Television broadcasting began as early as 1928, when the Federal Radio Commission autho- 
rized Charles Jenkins to broadcast from W3XK, an experimental station in the Maryland suburbs 
of Washington, DC. Silhouette images from motion picture films were broadcast to the general pub- 
lic on a regular basis, at a resolution of just 48 lines. Similar experimental stations ran broadcasts 
throughout the early 1930s. In 1939, RCA subsidiary NBC (National Broadcasting Company) became 
the first network to introduce regular television broadcasts, transmitting its inaugural telecast of 
the opening ceremonies at the New York World's Fair. The station's initial broadcasts transmitted to 
just 400 television sets in the New York area, with an audience of 5,000 to 8,000 people." 
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Television was initially available only to the privileged few, with sets ranging from $200 to 
$600—a hefty sum in the 1930s, when the average annual salary was $1,368." RCA offered four types 
of television receivers, which were sold in high-end department stores such as Macy’s and Bloom- 
ingdale's, and received channels 1 through 5. Early receivers were a fraction of the size of modern 
television sets, featuring 5-, 9-, or 12-inch screens. Television sales prior to World War II were disap- 
pointing—an uncertain economic climate, the threat of war, the high cost of a television receiver, 
and the limited number of programs on offer deterred numerous prospective buyers. Many unsold 
television sets were put into storage and sold after the war. 


NBC was not the only commercial network to emerge in the 1930s. RCA radio rival CBS (Colum- 
bia Broadcasting System) also began broadcasting regular programs. So that viewers would not 
need a separate television set for each individual network, the Federal Communications Commis- 
sion (FCC) outlined a single technical standard. In 1941, the panel recommended a 525-line system 
and an image rate of 30 frames per second. It also recommended that all U.S. television sets operate 
using analog signals (broadcast signals made of varying radio waves). Analog signals were replaced 
by digital signals (signals transmitted as binary code) in 2009. 


With the outbreak of World War II, many companies, including RCA and General Electric, 
turned their attention to military production. Instead of commercial television sets, they began to 
churn out military electronic equipment. In addition, the war halted nearly all television broadcast- 
ing; many television stations reduced their schedules to around 4 hours per week or went off the 
air altogether. 


Although it did not become available until the 1950s or popular until the 1960s, the technology 
for producing color television was proposed as early as 1904, and was demonstrated by John Logie 
Baird in 1928. As with his black-and-white television system, Baird adopted the mechanical method, 
using a Nipkow scanning disk with three spirals, one for each primary color (red, green, and blue). 
In 1940, CBS researchers, led by Hungarian television engineer Peter Goldmark, used Baird's 1928 
designs to develop a concept of mechanical color television that could reproduce the color seen by 
a camera lens. 


Following World War II, the National Television System Committee (NTSC) worked to develop 
an all-electronic color system that was compatible with black-and-white television sets, gaining 
FCC approval in 1953. A year later, NBC made the first national color broadcast when it telecast the 
Tournament of Roses Parade. Despite the television industry's support for the new technology, it 
would be another 10 years before color television gained widespread popularity in the United 
States, and black-and-white television sets outnumbered color television sets until 1972." 


The Golden Age of Television 


The 1950s proved to be the golden age of television, during which the medium experienced massive 
growth in popularity. Mass-production advances made during World War II substantially lowered 
the cost of purchasing a set, making television accessible to the masses. In 1945, there were fewer 
than 10,000 television sets in the United States. By 1950, this figure had soared to around 6 million, 
and by 1960 more than 60 million television sets had been sold.” 
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analog signal 


Broadcast signal made of 
varying radio waves. 
Analog signals were used 
to broadcast television 
programming for 60 years. 
They were replaced by 
digital signals in 2009. 


digital signal 


Signals transmitted as 
binary code. Digital signals 
replaced analog signals as 
the universal method of 
transmitting television 
broadcasts in 2009. 


FIGURE 9.3 


Source: © Shutterstock, Inc. 
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FIGURE 9.4 Explosive Television Growth from 1950 to 1970 
During the so-called “golden age” of television, the percentage of U.S. households that owned a television set rose 
from 9 percent in 1950 to 64.5 percent in 1955. 
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Source: Data from “Number of TV Households in America 1950-1978,” The American Century, accessed May 26, 2022, https://www. 
americancentury.omeka.wlu.edu/items/show/136. 


Many of the early television program formats were based on network radio shows and did not 
take advantage of the potential offered by the new medium. For example, newscasters simply read 
the news as they would have during a radio broadcast, and the network relied on newsreel com- 
panies to provide footage of news events. However, during the early 1950s, television programming 
began to branch out from radio broadcasting, borrowing from theater to create acclaimed dramatic 
anthologies such as Playhouse 90 (1956) and The U.S. Steel Hour (1953) and producing quality news 
film to accompany coverage of daily events. 


FIGURE 9.5 
The United States commemorated 1950s TV shows with stamps, such as for Howdy Doody and I Love Lucy. 
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Source: Olga Popova/Shutterstock.com 
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Two new types of programs—the magazine format and the television spectacular—played an 
important role in helping the networks gain control over the content of their broadcasts. Early tele- 
vision programs were developed and produced by a single sponsor, which gave the sponsor a large 
amount of control over the content of the show. By increasing program length from the standard 
15-minute radio show to 30 minutes or longer, the networks substantially increased advertising 
costs for program sponsors, making it prohibitive for a single sponsor. Magazine programs such 
as the Today Show and The Tonight Show, which premiered in the early 1950s, featured multiple 
segments and ran for several hours. They were also screened on a daily, rather than weekly, basis, 
drastically increasing advertising costs. As a result, the networks began to sell spot advertisements 
that ran for 30 or 60 seconds. Similarly, the television spectacular (now known as the television spe- 
cial) featured lengthy music-variety shows that were sponsored by multiple advertisers. 


In the mid-1950s, the networks brought back the radio quiz-show genre. Inexpensive and easy 
to produce, the trend caught on, and by the end of the 1957-1958 season, 22 quiz shows were being 
aired on network television, including CBS's $64,000 Question. Shorter than some of the new types 
of programs, quiz shows enabled single corporate sponsors to have their names displayed on the 
set throughout the show. 


The popularity of the quiz-show genre plunged at the end of the decade, however, when it 
was discovered that most of the shows were rigged. Producers provided some contestants with the 
answers to the questions in order to pick and choose the most likable or controversial candidates. 
When a slew of contestants accused the show Dotto of being fixed in 1958, the networks rapidly 
dropped 20 quiz shows. A New York grand jury probe and a 1959 congressional investigation effec- 
tively ended prime-time quiz shows for 40 years, until ABC revived the genre with its launch of Who 
Wants to Be a Millionaire in 1999." 


The Rise of Cable Television 


Formerly known as Community Antenna Television, or CATV, cable television was originally devel- 
oped in the 1940s in remote or mountainous areas, including in Arkansas, Oregon, and 
Pennsylvania, to enhance poor reception of regular television signals. Cable antennas were erected 


cable television 


A system of providing 
television and other media 


on mountains or other high points, and homes connected to the towers would receive broadcast services to consumers via 
signals. coaxial cable. Subscribers 
are connected through a 
In the late 1950s, cable operators began to experiment with microwave to bring signals from central community 
distant cities. Taking advantage of their ability to receive long-distance broadcast signals, operators antenna, which picks up 


satellite signals for 


branched out from providing a local community service and began focusing on offering consumers GEBU. 


more extensive programming choices. Rural parts of Pennsylvania, which had only three channels 
(one for each network), soon had more than double the original number of channels as operators 
began to import programs from independent stations in New York and Philadelphia. The wider 
variety of channels and clearer reception the service offered soon attracted viewers from urban 
areas. By 1962, nearly 800 cable systems were operational, serving 850,000 subscribers. 
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© Evolution of Television 1920-2020 


Watch this clip for an overview of the evolution of television. 
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View in the online reader 


Cable's exponential growth was viewed as competition by local television stations, and broad- 
aa casters campaigned for the FCC to step in. The FCC responded by placing restrictions on the ability 

Subscription-based A é : . z 

Teea savies muhi of cable systems to import signals from distant stations, which froze the development of cable tele- 

consumers pay a fee to vision in major markets until the early 1970s. When gradual deregulation began to loosen the 

the program provider. restrictions, cable operator Service Electric launched the service that would change the face of the 

cable television industry—pay TV. 


pay TV 


FIGURE 9.6 
Robert ller, James Gandolfini, and Jamie-Lynn Sigler at a showing of The Sopranos. 


Source: Everett Collection/Shutterstock.com 


The 1972 Home Box Office (HBO) venture was a big test. Would people pay for TV that for 
decades they got for free (with advertising)? The answer was yes. HBO customers paid a sub- 
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scription fee to access premium cable television shows and video-on-demand products. It was the 
nation’s first successful pay cable service. HBO's use of a satellite to distribute its programming 
made the network available throughout the United States. This gave it an advantage over the 
microwave-distributed services, and other cable providers quickly followed suit. 


HBO also began producing its own shows and had a significant impact with the most influ- 
ential of these series, The Sopranos (1999-2007), which focused on Mafia boss Tony Soprano (played 
by James Gandolfini), who struggled with rival bosses, panic attacks, and his own family. 


Further deregulation provided by the 1984 Cable Act enabled the industry to expand even 
more, and by the end of the 1980s, nearly 53 million households subscribed to cable television. In 
the 1990s, cable operators upgraded their systems by building higher-capacity hybrid networks of 
fiber-optic and coaxial cable. These broadband networks provide a multichannel television service, 
along with telephone, high-speed internet, and advanced digital video services, using a single wire. 


Digital and High Definition Television—with AR 
and VR? 


Following the FCC standards set out during the early 1940s, television sets received programs via 
analog signals made of radio waves. The analog signal reached television sets through three dif- 
ferent methods: over the airwaves, through a cable wire, or by satellite transmission. Although the 
system remained in place for more than 60 years, it had several disadvantages. Analog systems 
were prone to static and distortion, resulting in a far poorer picture quality than films shown in 
movie theaters. As television sets grew increasingly larger, the limited resolution made scan lines 
painfully obvious, reducing the clarity of the image even more. 


Companies around the world, most notably in Japan, began to develop technology that pro- 
vided newer, better-quality television formats, and the broadcasting industry began to lobby the 
FCC to create a committee to study the desirability and impact of switching to digital television. A 
more efficient and flexible form of broadcast technology, digital television uses signals that trans- 
late television images and sounds into binary code, working in much the same way as a computer. 
This means they require much less frequency space and also provide a far higher quality picture. 


In 1987, the Advisory Committee on Advanced Television Services began meeting to test various 
television systems, both analog and digital. The committee ultimately agreed to switch from analog 
to digital format in 2009, allowing a transition period in which broadcasters could send their signal 
on both an analog and a digital channel. 


Around the same time the U.S. government was reviewing the options for analog and digital 
television systems, companies in Japan were developing technology that worked in conjunction 
with digital signals to create crystal-clear pictures in a wide-screen format. High-definition 
television, or HDTV, attempts to create a heightened sense of realism by providing the viewer with 
an almost three-dimensional experience. It has a much higher resolution than standard television 
systems, using around five times as many pixels per frame. By 2010, nearly half of American viewers 
watched television in high definition, the fastest adoption of television technology since the intro- 
duction of the VCR in the 1980s." 


Throughout the next decades, various companies have tried to bring virtual reality (VR) and 
augmented reality (AR) to television with limited success. Even in the 2020s, the technology for the 
producer and consumer is clumsy. But inventions and new forms of storytelling may eventually 
emerge. 
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broadband 


A high-speed network 
connection that can carry 
data, voice, television, and 
video at higher speeds and 
in greater quantities than 
traditional connections. 


digital television 


Television that uses signals 
that translate television 
images and sounds into 
binary code. Digital 
television replaced analog 
television in 2009. 


high-definition 
television 


Wide-screen television 
system with a much higher 
resolution than standard 
televisions, creating a 
cinematic experience for 
the viewer. 
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FIGURE 9.7 TV Screens Adapt to Movies at Home 

HDTV uses a wide-screen format with a different aspect ratio (the ratio of the width of the image to its height) than 
standard-definition television. The wide-screen format of HDTV is similar to that of movies, allowing for a more 
authentic film-viewing experience at home. 


— Extra picture area——* 
Traditional TV 4:3 HDTV 16:9 


Source: © Shutterstock, Inc. 


Streaming 


As we saw in our chapters on radio and movies, streaming technology—sending 
FIGURE 9.8 digital content over the internet—has upended many media. Television is no dif- 
The Hulu original The Handmaid's Tale became ; s š A 
a hit for the streaming network. ferent. All three previous television delivery systems—over-the-air aerial 
systems, cable television, and satellite television—required layers of new technol- 
ogy and infrastructure. With streaming, many people already had internet access 


and the adoption of streaming has been swift. 
A hulu onicinat 


y Early tech companies were the first to realize the attraction of television over 
THE HAN | MAID y TALE the internet. YouTube, founded in 2005, and Apple iTunes and Amazon soon had 
old television programs available as well. Not long after, television networks 
began creating their own websites where shows and programs could be streamed 


online. Netflix moved from DVD rentals to streaming and inspired competitors 
such as Hulu, HBO Max, Apple TV+ and Disney+." 


Source: Kathy Hutchins/Shutterstock.com As the 2020s unfold, the competition among these many services has 
resulted in ever more choices for television watchers. Top streaming television shows, like The 
Crown, The Handmaid's Tale, The Mandalorians, Stranger Things, Titans, and other shows, had peo- 
ple glued to their screens. Future books might look back on this time as the Golden Age of 
Streaming! 


Key Takeaways 


e Two key technological developments in the late 1800s played a vital role in the evolution of 
television: the cathode ray tube and the scanning disk. The cathode ray tube, invented by 
German physicist Karl Ferdinand Braun in 1897, was the forerunner of the television picture 
tube. The scanning disk, invented by German inventor Paul Nipkow, was a large, flat metal 
disk that could be used as a rotating camera. It served as the foundation for experiments on 
the transmission of visual images for several decades. 


e Out of the cathode ray tube and the scanning disk, two types of primitive television systems 
evolved: mechanical systems and electronic systems. Mechanical television systems had 
several technical disadvantages: low resolution caused fuzzy images, and the use of a spin- 
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ning disk limited the number of new pictures that could be seen per second, resulting in 
excessive flickering. By 1939, all mechanical television broadcasts in the United States had 
been replaced by electronic broadcasts. 


e Early televisions were expensive, and the technology was slow to catch on because develop- 
ment was delayed during World War II. Color technology was delayed even further because 
early color systems were incompatible with black-and-white television sets. Following the 
war, television rapidly replaced radio as the new mass medium. During the “golden age” of 
television in the 1950s, television moved away from radio formats and developed new types 
of shows, including the magazine-style variety show and the television spectacular. 


e Since 1960, several key technological developments have taken place in the television indus- 
try. Color television gained popularity in the late 1960s and began to replace black-and-white 
television in the 1970s. Cable television, initially developed in the 1940s to cater to viewers in 
rural areas, switched its focus from local to national television, offering an extensive number 
of channels. 


e In 2009, the traditional analog system, which had been in place for 60 years, was replaced 
with digital television, giving viewers a higher-quality picture and freeing up frequency space. 
In a few short years, nearly half of American viewers had high-definition television, which 
offered a crystal-clear picture in widescreen to provide a cinematic experience at home. 


e In the 2020s, streaming television has become the latest technological advancement and 
has become quickly adopted in American homes. 


Exercises 


Please respond to the following writing prompts. Each response should be a minimum of one 
paragraph. 


1. Prior to World War Il, television was in the early stages of development. In the years following 
the war, the technical development and growth in popularity of the medium were exponen- 
tial. Identify two ways television evolved after World War Il. How did these changes make 
postwar television superior to its predecessor? 


2. Compare the television you use now with the television from your childhood. How have tele- 
vision sets changed in your lifetime? 

3. What do you consider the most important technological development in television since the 
1960s? Why? 


9.2 The Role of Television in American 
Culture 


Learning Objectives 


1. Identify ways in which American culture is reflected on television. 
2. Identify ways in which television affects the development of American culture. 


Since its inception as an integral part of American life in the 1950s, television has both reflected 
and nurtured cultural mores and values. From the escapist dramas of the 1960s, which consciously 
avoided controversial issues and glossed over lifes harsher realities in favor of an idealized por- 
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domestic comedy 


Generic family comedy 
popular in the 1950s that 
was identified by its 
character-based humor 
and was usually set within 
the home. 


trayal, to the copious reality television shows in recent years, on which participants discuss even 
the most personal and taboo issues, television has held up a mirror to society. 


But the relationship between social attitudes and television is reciprocal. Broadcasters have 
often demonstrated their power to influence viewers, either consciously through political com- 
mentary, or subtly, by portraying controversial relationships (such as single parenthood, same-sex 
marriages, or interracial couplings) as socially acceptable. Still today, the symbiotic nature of televi- 
sion and culture is exemplified in every broadcast, from family sitcoms to serious news reports.” 


Television and Culture Through the Decades 


Compared to other media, television is relatively new. It joined the ranks of America’s mass media 
in the 1950s. But when it arrived, television's impact was immediate. It quickly influenced American 
culture, decade after decade, as generations of people gathered each night around “the tube,” taking 
in its light and lessons. 


The 1950s: Prosperity (for Some) and Idealized TV 


Many families in the 1950s strived for prosperity, tradition, and structure. Following the widespread 
poverty, political uncertainty, and physical separation of the war years, many Americans wanted to 
settle down, perhaps in the suburbs, have children, and enjoy the peace and security that family 
life appeared to offer. During the booming postwar era—a period of optimism and prosperity for 
many—the traditional nuclear family flourished—for white people. Many people of color faced dis- 
crimination in education, employment, and housing, and remained poor and under pressure. TV 
celebrated white families and ignored the rest. 


In the 1950s, most television entertainment programs eschewed current events, political issues, 
and the bifurcated American society. Instead, the three major networks (ABC, NBC, and CBS) devel- 
oped prime-time shows that would appeal to a general family audience. Chief among these types 
of shows was the domestic comedy—a generic family comedy that was identified by its character- 
based humor and usually set within the home. 


Seminal examples included popular 1950s shows such as Leave It to Beaver, The Donna Reed 
Show, and The Adventures of Ozzie and Harriet. Presenting a standardized version of the white, 
middle-class suburban family, domestic comedies portrayed the conservative values of an idealized 
American life. Studiously avoiding prevalent social issues such as racial discrimination and civil 
rights, the shows focused on mostly white, middle-class families with traditional nuclear roles 
(mother in the home, father in the office) and implied that most domestic problems could be solved 
within a 30-minute time slot, always ending with a strong moral lesson. 


The families and lifestyles presented in domestic comedies did not attempt at all to encompass 
the overall American experience. As historian Stephanie Coontz points out, “the June Cleaver or 
Donna Stone homemaker role was not available to the more than 40 percent of Black women with 
small children who worked outside the home.”™ Although nearly 60 percent of the U.S. population 
was labeled middle class by the mid-1950s, 25 percent of all families and more than 50 percent of 
two-parent Black families were poor. Migrant workers suffered horrific deprivations, and racial ten- 
sions were rife. None of this was reflected in the world of domestic comedies, where even the Latinx 
gardener in Father Knows Best was named Frank Smith." 
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Not all programs in the 1950s were afraid to tackle controversial social or 


political issues. Television journalism was learning its power. In March 1954, jour- FIGURE 9.9 a 

list Ed dR M broadcast flatteri trait of US. S t Most domestic comedies in the 1950s, such as 
nalist Edward R. urrow broadcast an unflattering portrait of U.S. Senator teave- fito Beaver, poiträyedan idealized 
Joseph McCarthy on his show See It Now. McCarthy, a member of the Senate version of family life and ignored social and 
Investigation Committee, had launched inquiries regarding potential Communist political events. 


infiltration in U.S. institutions. He would make broad, unfounded claims and ruin F 
reputations across the country, especially in the arts. Murrow thought that 
McCarthy's aggressive tactics were a potential threat to civil liberties. His portrait 
cast the senator from Wisconsin in an unflattering light by pointing out contra- 
dictions in his speeches. This led to such a reaction that McCarthy was formally 
reprimanded by the U.S. Senate.” 


Some entertainment programs also subtly and slowly came to confront con- 
troversial issues. The long-running television western Gunsmoke, which aired on 
CBS from 1955 to 1975, flourished in a Cold War society, where U.S. Marshal Matt 
Dillon (James Arness) stood up to lawlessness in defense of civilization. The char- 
acters and community in Gunsmoke, especially as the show gained success 
heading into the 1960s, faced relevant social issues, including the treatment of 
minoritized groups, the meaning of family, the legitimacy of violence, and the 
strength of religious belief. During the 1960s, the show adapted to the desires of 
its viewing audience, becoming increasingly aware of and sympathetic to ethnic 
minorities, in tune with the national mood during the civil rights era. This adapt- 
ability helped the show to become the longest-running western in television 


history. Source: ABC Television, https://commons.wikimedia. 
org/wiki/File:Cleaver_family_Leave_it_to_Beaver_1960. 
JPG. 


The 1960s: Violent News and (Mostly) Escapist TV 


During the 1960s, television news broadcasts brought the realities of real-world events into people's 
living rooms in vivid detail. The CBS Evening News with Walter Cronkite, which debuted in 1962, 
quickly became the country’s most popular newscast, and by the end of the decade, journalist Wal- 
ter Cronkite was known as the most trusted man in America. At times more than 50 percent of 
American households were watching his newscast. 

John F. Kennedy’s election to the presidency at the beginning of the decade seemed to symbol- JFK Assassination: 
ize the youthful energy of a growing country. Kennedy was charismatic and elected at age 43. His Cronkite Informs a 
presidency came to symbolize something much darker when the 1960s took an ominous turn. Shocked Nation 
Shocked viewers tuned into Cronkite’s broadcast on November 22, 1963, to learn about the assassi- Walter Cronkite of CBS News 
nation of their president. During the next few days, viewers followed every aspect of the tragedy Se eng ek ce 
on television, from the tremor in Cronkite's voice as he removed his glasses and announced the John F. Kennedy. 
news of Kennedy's death, to the frantic scenes from Dallas police headquarters where the assassin, 
Lee Harvey Oswald, was gunned down by nightclub owner Jack Ruby, to the thousands of mourn- 
ers lining up next to the president's flag-draped coffin. 


Not long after Kennedy’s assassination, horrific images from Vietnam began streaming into 
people's living rooms as the United States increased its presence there. Vietnam became the 
nation’s first televised war. With camera crews on duty in the Saigon bureau and reporters going on 
patrol with troops, news crews captured vivid details of the war in progress. Although graphic 
images were rarely shown on network television, several instances of violence reached the screen, View in the online reader 
including a CBS report in 1965 that showed Marines lighting the thatched roofs of the village of 
Cam Ne with Zippo lighters and an NBC news report in 1968 that aired a shot of South Vietnamese 
General Nyuyen Ngoc Loan executing a captive on a Saigon street. Further images, of children 
being burned and scarred by napalm and prisoners being tortured, fueled the antiwar sentiments 
of many Americans. 


Televised coverage of the civil rights movement in the 1960s also had a tremendous impact on 
American culture. For example, footage of a 1963 attack on civil rights protesters in Birmingham, 
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situation comedy 


Comedy genre, also 
known as a sitcom, that 
features a recurring cast of 
characters who resolve 
zany situations based on 
their everyday lives. 


Alabama, showed police blasting African American demonstrators—many of them children—with 
fire hoses. Coupled with images of angry white segregationist mobs squaring off against Black stu- 
dents, the news footage did much to sway public opinion in favor of liberal legislation such as the 
1964 Voting Rights Act. Conversely, when volatile pictures of the race riots in Detroit and other cities 
in the late 1960s hit the airwaves, horrified viewers saw the need for a return to law and order. The 
footage helped create an anti-civil-rights backlash that encouraged many viewers to vote for con- 
servative Republican Richard Nixon during the 1968 presidential election. 


In addition to the upheavals caused by the president's death, the Vietnam War, and the civil 
rights movement, Americans were also feeling the pressure of the Cold War—the clash between 
the United States and the Soviet Union in the years following World War II. This pressure was 
especially great during periods of tension throughout the 1950s and 1960s, such as the 1962 Cuban 
Missile Crisis, a confrontation that caused many people to fear nuclear war. 


Although the news seemed filled with the agonies of the 1960s, night-time television offered 
escape. Programs took viewers away from grim reality, such as I Dream of Jeannie, a fantasy show 
about a 2,000-year-old genie who marries an astronaut, and Bewitched, a supernatural-themed 
show about a witch who tries to live as a suburban housewife. Both shows typified the situation 
comedy, or sitcom, a comedy genre featuring a recurring cast of characters who resolve zany situa- 
tions based on their everyday lives. 


© I Dream of Jeannie 


Escapist sitcoms like / Dream of Jeannie provided Americans with diversion from events of the 
1960s. 


View in the online reader 


Other popular sitcoms in the 1960s included The Beverly Hillbillies, a show about a poor back- 
woods family who move to Beverly Hills, California, after finding oil on their land, and Gilligan's 
Island, the ultimate escapist comedy about seven characters shipwrecked on an uncharted island. 
None of the 1960s sitcoms mentioned any of the political unease that was taking place in the out- 
side world, providing audiences with a welcome diversion from real life. Other than an occasional 
documentary, television programming in the 1960s consisted of a sharp dichotomy between prime- 
time escapist comedy and hard news. The late 1960s and 1970s would change all that. 
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The 1970s: Diversity and Politics 


As television networks gained confidence and experience, broadcasters began to 
expand their content and confront the many issues that spilled over from the 
1960s into the 1970s. Tellingly, they diversified families on their shows to reflect 
changing social attitudes toward formerly too-controversial issues such as single 
parenthood and divorce. Feminist groups including the National Organization 
for Women (NOW), the National Women's Political Caucus, and the Coalition of 
Labor Union Women pushed for equality on issues such as pay and encouraged 
women to enter the workforce. In 1972, the U.S. Supreme Court sanctioned 
women’s right to abortion, giving them control over their reproductive rights. 
Divorce rates skyrocketed during the 1970s, as states adopted no-fault divorce 
laws. 


These changes to family dynamics were reflected on television. All in the 
Family exemplifies this model of 1970s television. It is often called one of the 
greatest television series in American history." It began in January 1971 and ran 
for eight years, with a number of successful spinoff shows devoted to individual 
characters. The show revolved around a cantankerous, conservative working- 
class father and his family as they confronted, from various perspectives, and 
with a deft comic touch, some of the most sensitive issues in American life, such 
as racism, civil rights, gender rights, antisemitism, same-sex relationships, rape, 
religion, abortion, cancer, and the ongoing Vietnam War. 


But All in the Family was just one of a number of shows confronting Ameri- 
can life. Between 1972 and 1978, CBS aired the equally controversial sitcom Maude. 
Featuring a middle-aged feminist living with her fourth husband and divorced 
daughter, the show exploded the dominant values of the white middle-class 
domestic sitcom and its traditional gender roles. Throughout its 7-year run, 
Maude tackled social and political issues such as abortion, menopause, birth con- 
trol, alcohol abuse, and depression. During its first four seasons, the show was in 
the top 10 in Nielsen ratings, illustrating the changing tastes of the viewing audi- 
ence, who had come of age during the era of civil rights and Vietnam protests and 
developed a taste for socially conscious television. 


Other 1970s sitcoms took the same approach, including The Mary Tyler Moore 
Show, which reflected changing attitudes toward women's rights by featuring 
television's first never-married independent career woman as the central charac- 
ter. Even wholesome family favorite The Brady Bunch, which ran from 1969 to 
1974, featured a non-nuclear family, reflecting the rising rates of blended families 
in American society. 
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FIGURE 9.10 

All in the Family is sometimes called "The Show 
that Changed Television." With a lovable cast, 
set in blue-collar America, the show brought 
pressing social, cultural, and political issues to 
American households in the form of a comedy. 


Commons; https://commons.wikimedia.org/wiki/ 
File:All_In_the_Family_Cast.JPG. 


FIGURE 9.11 

The popularity of controversial shows like 
Maude reflected the changing cultural and 
social values of the 1970s. 


Source: CBS Television, Public domain, via Wikimedia 
Commons; https://commons.wikimedia.org/wiki/ 
File: Maude_mrs_naugatuck_1974.JPG. 
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sketch comedy 


A series of short comedy 
scenes or vignettes that 
are often featured on 
variety shows, talk shows, 
or comedy shows. During 
the 1970s, comedy 
sketches that parodied 
American popular culture 
and politics grew in 
popularity. 


FIGURE 9.12 


MTV started out as music only television. 


Source: monticello/Shutterstock.com 


In addition to changing family dynamics on sitcoms and other prime-time shows, variety and 
comedy sketch shows developed a political awareness in the 1970s that reflected audiences’ growing 
appetite for social and political commentary. Sketch comedy show Saturday Night Live (SNL) pre- 
miered on NBC in 1975 and has remained on air ever since. Featuring a different celebrity guest host 
every week and often relatively unknown comedy regulars, the show parodies contemporary pop- 
ular culture and politics, lambasting presidential candidates and pop stars alike. Earlier NBC sketch 
comedy show Laugh-In, which ran from 1968 to 1973, also featured politically charged material, 
though it lacked the satirical bite of later series such as SNL. By the end of the decade, television 
broadcasting reflected a far more politically conscious and socially aware viewing audience. 


The 1980s: From Three Channels to Cable Niches 


Until the mid-1980s, the top three networks (ABC, NBC, and CBS) dominated tele- 
vision broadcasting in the United States. However, as we saw in our history of 
television, the technology for television by cable (rather than antennas) had been 
available since the 1940s. And in the 1980s, cable television became a reality for 
most Americans, who found themselves going from three networks to hundreds. 


Broadcast companies confronted the multitude of channels by beginning to 
secure niches, such as in news, sports, weather, music, history, and more. Services 
such as Cable News Network (CNN), Entertainment and Sports Programming 
Network (ESPN), and Music Television (MTV) profoundly altered the media land- 
scape outside of television. New markets opened up for these innovative 
program types and more niches followed. 


Network television was not dead, however. During the 1980s, a revival of fam- 
ily sitcoms took place with two enormous hits, updated for the times: The Cosby Show and Family 
Ties. Both featured a new take on modern family life, with the mothers working outside of the 
home and the fathers pitching in with housework and parental duties. Despite their success on 
network television, sitcoms faced stiff competition from cable's variety of choices. Between 1983 and 
1994, weekly broadcast audience shares (a measure of the number of televisions in use that are 
tuned to a particular show) for network television dropped from 69 to 52, while cable networks’ 
shares rose from 9 to 26."" Television was getting to be less of a national, communal experience and 
more of a selective, personal experience. 


Black Entertainment Television (BET) 


Launched in 1980, during a time of specialization in television, Black Entertainment Television 
(BET) was the first television network in the United States dedicated to the interests of African 
American viewers. The basic-cable franchise was created in Washington, DC, by media entre- 
preneur Robert Johnson, who initially invested $15,000 in the venture. Within a decade, he had 
turned the company into a multimillion-dollar enterprise, and in 1991 it became the first Black- 
controlled company on the New York Stock Exchange. The company was sold to Viacom in 2003 
for $3 billion. 


Predating MTV by a year, BET initially focused on black-oriented music videos but soon diversi- 
fied into original urban-oriented programs and public affairs shows. Although BET compensated 
somewhat for the underrepresentation of Black people on television (African Americans made up 
8 percent of the prime-time characters on television in 1980 but made up 12 percent of the pop- 
ulation), viewers complained about the portrayal of stereotypical images and inappropriate violent 
or sexual behavior in many of the rap videos shown by the network. In a 2004 interview with BET 
vice president of communications Michael Lewellen, former BET talk show host Bev Smith said, 
“We had videos on BET in those days that were graphic but didn’t proliferate as they seem to 
be doing now. That’s all you do seem to see are scantily dressed women who a lot of African 
American women are upset about in those videos.” Now a part of the transnational company, 
Viacom, BET continues as a distinctive media niche.""® 
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The 1990s: Specialization and Fragmentation 


Television in the 1990s was becoming something quite different for the generations that grew up 
with television as a national, even communal experience. Though the decade would see nation- 
wide hit shows, such as Friends, Seinfeld, and ER, the drive toward niche and specialization by 
stations was in full swing. Entire cable channels were now devoted to cooking, golf, business news, 
local weather, and courtroom dramas. Viewers could now choose exactly what type of show they 
wanted to watch instead of seeing “what was on.” 


1990s Television 
Unlike before where programs were made to attract a wider audience, television in the 1990s 


was the opposite. Programs tended to attract a smaller audience, or audience of a definite age 
group, income, or preferences in order to attract certain advertisers." 


This trend toward specialization reflected a more general shift within cul- 


ture, as companies catered increasingly to smaller, more targeted consumer FIGURE 9.13 

b Búsin ii me editór Chris Andèrsoti lained “Were leaving th Bart Simpson is the popular elementary school 
asẸS- DUSINESS: see CAIO a erson Steed E Caving tag character in the American animated television 

watercooler era, when most of us listened, watched and read from the same rela- series, The Simpsons, the longest-running 
tively small pool of mostly hit content. And we're entering the microculture era, American primetime television series. 


»[20] 


when we are all into different things. 


This fragmentation was even seen in networks themselves. The Fox network 
had started in 1986 but was looking for ways to differentiate itself from the other 
three, more established networks. For example, it ran a prime-time cartoon, 
geared for older audiences. The Simpsons, an animated sitcom, follows the Simp- 
son family through tumultuous times that are equal to those faced in All in the 
Family. It first aired in 1989, has won critical acclaim, received numerous Emmy 
Awards, and is the longest-running animated series and sitcom of all time. Other 
hit Fox shows of the decade were The X-Files and Beverly Hills 90210. 


One important development in this age of fragmentation was the 1996 cre- 
ation of Fox News.The owner of the Fox network, Australian-born media 
mogul Rupert Murdoch, felt that the network needed a news channel if it was to 
compete with the other three networks. Prior to founding Fox News, Murdoch 
had gained significant experience in the 24-hour news business with Sky News in 
Britain. 


In a fateful move, Murdoch hired a former NBC executive and, importantly, 
Republican Party strategist, Roger Ailes, to head the new station, Fox News. In its 
early years, Fox News was not even seen in most of America's big cities. But in the 
decades to come, under the leadership of Murdoch and Ailes, Fox would become 
a force in American politics and culture. Source: 360b/Shutterstock.com 


The 2000s: Advances in Technology—and Storytelling 


Numerous critics have titled the 2000s another “Golden Age” of television. But it was an age quite 
different from those before. 


The first significant distinction was the very nature of the television itself. Technology had 
advanced enough that the box-like television set was being replaced by lighter, thinner but more 
powerful and sensitive flat-screen televisions. A second technological distinction was in the deliv- 
ery of the television content. Antennas were now a thing of the past. Cable was being augmented 
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by high-definition (HDTV), online video platforms and web TV, streaming, and video-on-demand. 
The physical quality of television was measurably improved. 


FIGURE 9.14 
Mad Men was one of the shows that critics said marked a new "Golden Age" in television in the 2000s. 
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Source: s_bukley/Shutterstock.com 


The quality of the television experience and the increasing number of outlets encouraged 
numerous creators, from directors to actors, who might have sought to work only in film, to pursue 
television programming. The results were award-winning, long-running series that viewers and 
critics compared favorably to films. The long-running shows and their start dates included Buffy 
the Vampire Slayer, The Sopranos, and The West Wing, all of which first aired in the late 1990s but 
dominated the 2000s; Six Feet Under and 24 (2001); The Wire and The Shield (2002); Deadwood and 
Battlestar Galactica (2004); Friday Night Lights (2006); Mad Men (2007); and Breaking Bad (2008). 
Cosmopolitan wrote: 


TV of the early 2000s was just so good. We were just entering latest Golden Age of Televi- 
sion, thanks to prestige shows like Mad Men and cultural phenomena like Friday Night 
Lights. But we were also enjoying a Golden Age of Feel Good Television, before antiheroes 
and tragic storylines started to completely dominate the TV landscape. TV history from 
2000 through 2010 is this unique, special unicorn of entertainment, when there was room 
for Walter White and the Gilmore girls, when Buffy was slaying vampires and redefining 
pop culture feminism while The West Wing was changing how high brow people thought 
a network TV drama could be.”! 


Fragmentation continued, especially in the realm of news and politics. Roger Ailes had steered 
Fox News to a more conservative niche, arguing that once-trusted mainstream media were actually 
biased against conservatives and Republicans, and offering Fox News as “Fair and Balanced.” 
MSNBC, created in 1996, occupied an opposing position on the liberal side while CNN tried to strad- 
dle a middle ground. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 9 Television in the 2020s 297 


As broadcasters narrowed their focus to cater to more specialized audiences, viewers chose to 
watch the networks that fit their political bias. Middle-of-the-road network CNN, which aims for 
nonpartisanship, frequently lost out in the ratings wars against Fox and MSNBC, both of which 
had fierce groups of supporters. Economics played an important role. A small partisan base is 
enough for big ratings. Critics argue that partisan news networks cater to niche political audiences 
by offering a right-wing or left-wing viewpoint rather than attempting to offer impartial informa- 
tion and this can cause viewers to have less understanding of opposing political opinions, making 
them more polarized. It was a trend to continue in the 2010s and beyond. 


The 2010s: “Changed Television Forever”? 


For some observers, the 2010s were the years that “changed television forever.” Writing in 2019, the 
BBC said, “The past 10 years have rung in some huge changes for television—perhaps greater than 
in any other single decade.” One factor in particular changed television in the 2010s, observers felt. 
What was it? 


Recall that in the 2000s, we saw the trend that television would no longer be primarily a com- 
munal experience with one program viewed by many people at the same time. The exceptions 
proved the rule: the Super Bowl and the Oscars. Otherwise, people were choosing to watch different 
shows at different times. But a significant addition to that trend led to a revolution: the decision by 
Netflix and other streaming services to make every episode of a series available at once. It was a sea 
change. Previous generations watched 15 shows in a series strung out over 15 weeks. In the 2010s, 
viewers could watch them all in one weekend. 


In the 2010s, a new phrase entered the human vocabulary: “binge watching.” “We have moved 
from the weekly watch to the all-night binge,” the BBC said. “Where once television was a shared 
experience—something discussed at work and debated with friends—now our viewing is increas- 
ingly fragmented. We watch more greedily, but, increasingly, we watch alone.” 


New York magazine's Vulture section agreed. “The 2010s were, without a doubt, a transforma- 
tive time for television,” it said. “In the year 2010, our viewing options were akin to an overstuffed 
closet: There was a lot to sort through, but it was manageable. We had a handle on how to get rid of 
the stuff that didn't spark joy. But in 2019, our potential binge-watches are more like the stock room 
in The Matrix: an endless series of shelving units that extend into infinity." 


A perhaps smaller but also significant change: As more and more shows were consumed faster 
and faster, the need for content expanded and varied voices and viewpoints began to appear. For 
decades, television had been dominated by white men. But in the 2010s, women created, wrote, 
directed, and starred in leading shows, such as Orange is the New Black, Scandal, Transparent and 
Unreal. After decades of being secondary characters behind the camera and in front of the camera, 
women took more control in the 2010s. 


As the 2020s begin, the stage is set for continued changes in the television viewing experience 
and the very content of television. 
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FIGURE 9.15 
Orange is the new Black was one of the top shows featuring female leadership. 


Source: Leonard Zhukovsky/Shutterstock.com 


Key Takeaways 


e After World War II, television quickly became established in American culture. And in every 
decade, culture and television influenced each other. 


In the 1950s, prosperity for some was met by idealized images on TV. 
In the 1960s, war and assassinations led to escapist television. 
In the 1970s, television began to confront changes in American society. 


In the 1980s, changes to television itself—cable television—influenced how people 
viewed. 


In the 1990s, the specialization and fragmentation of television further altered the viewing 
experience. 


In the 2000s, storytelling on television again took up essential cultural issues. 


In the 2010s, the nature of television viewing changed again with the advent of binge 
watching—and the rise of women in front of the camera and behind the camera. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. Choose a popular sitcom from the past 50 years you are familiar with (you can view episodes 
online to refamiliarize yourself if necessary). Using the ideas in this section as a starting point, 
identify three ways in which your chosen sitcom reflects or reflected American culture. 


2. Have you “binge watched” a television show? How is the experience different from the pre- 
vious tradition of weekly watching? What is lost and what is gained by binge watching? 
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9.3 Trends in Television 


Learning Objectives 


1. Explore the long influence of sponsors on television content. 
2. Describe the rise, fall, and survival of television networks. 


When television was in its infancy, producers modeled the new medium on radio in almost every 
way. In terms of financing, just like radio, television would be a commercial venture, sponsored by 
advertisers, not a public entity (like the BBC) supported by license fees. New television shows were 
sponsored by single advertisers, just as radio shows had been. In terms of ownership, television was 
dominated by three major networks—NBC, ABC, and CBS—the three major radio networks. Popu- 
lar radio shows, such as the police drama, Dragnet, and the western cowboy series, Gunsmoke, were 
simply adapted by the networks for television. And the networks accounted for more than 95 per- 
cent of all prime-time television viewing until the late 1970s. 


We have traced the continued evolution of television through the decades. Let's now look at 
these factors—sponsorship and networks—that have remained constant throughout the trends of 
television. Though they have persisted, they have been very much changed. 


And Now a Word from Our Sponsor 


Early television programs, as we noted, were often developed, produced, and supported by a single 
sponsor, which even reaped the benefits of having its name inserted into the program's title—Col- 
gate Comedy Hour, Camel Newsreel, Goodyear TV Playhouse. However, as production costs soared 
during the 1950s (a single one-hour television show cost a sponsor about $35,000 in 1952 compared 
with $90,000 at the end of the decade), sponsors became increasingly unable to bear the financial 
burden of promoting a show single-handedly. 
The broadcast networks were not unhappy with the discomfort of the sponsors. They had The Colgate Comedy 
found that corporate sponsorship came with a significant drawback: The sponsors wanted control Hour 
over the program content for which they were paying. Television executives, such as NBC's Many sponsors believed that 
Sylvester L. “Pat” Weaver, advocated instead for “the magazine concept,” in which advertisers pur- if viewers identified their 
hased - or two-minute blocks rather than the entire program, just as magazines contained TAOTE SNOWS, SUCMAS INE 
chased one- or two-minute oc s ra a e entire prog „jus as magazines Colgate Comedy Hour, with a 
multiple advertisements from different sponsors. The presence of multiple sponsors meant that no sponsor, they would be more 
one advertiser or sponsor controlled the entire program. It is the form of financial support for tele- likely to purchase the product 
ae : [24] being advertised. 
vision networks to this day. 


Although sponsors and their advertising agencies relinquished control of production to the 
networks, they can and have retained some influence over the content of the programs they spon- 
sor. As one network executive commented, “If my client sells peanut butter and the script calls for 
a guy to be poisoned eating a peanut butter sandwich, you can bet were going to switch that poison 
to a martini.” 


View in the online reader 
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FIGURE 9.16 
Here controversial commentator Glenn Beck 
speaks at a 2016 rally for then presidential 

candidate, Ted Cruz. 
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Source: Joseph Sohm/Shutterstock.com 


FIGURE 9.17 
Netflix on a tablet device with 
earbuds plugged in. 


Source: Kaspars Grinvalds/ 
Shutterstock.com 


Sponsors influenced program content indirectly by financially supporting 
shows they supported and pulling funding from those they did not. For example, 
in 1995, pharmaceutical giant Procter & Gamble, the largest television advertiser, 
announced it would no longer sponsor daytime talk shows that were too sexual 
or provocative. The company provided producers with details about its guide- 
lines, pulling out of shows it deemed offensive and supporting shows that dealt 
with controversial subject matter more “responsibly.” Communications heavy- 
weight AT&T took a similar path, reviewing shows after they were taped but 
before they aired in order to make decisions about corporate sponsorship on an 
individual basis.” 


The influence often extends into politics. In 2009, for example, advertisers 
used their financial might to take a stand against Fox News host Glenn Beck, who 
offended viewers and sponsors alike with his incendiary comments that Presi- 
dent Obama was a “racist” and had a “deep-seated hatred for white people.” 
Sponsors of the Glenn Beck television talk show began to remove advertising 
spots from the program in protest of Beck's comments. A spokeswoman for Pro- 
gressive car insurance said, “We place advertising on a variety of programming 
with the goal of reaching a broad range of insurance consumers who might be 
interested in our products. We also seek to avoid advertising on programming 
that our customers or potential customers may find extremely offensive.””” Beck 
eventually left Fox to start his own network. Into the 2020s, TV programs, such 
as NBC's long-running sketch comedy show Saturday Night Live and Fox's Tucker 
Carlson, have seen advertising pulled but it is unclear what impact, if any, such 
actions now have.” Advertisers often come back or are replaced by others seek- 
ing the demographic of the particular audience. 


Streaming — without Sponsors 


One of the most important developments in television sponsorship was the decision by Netflix and 
other streaming services to find financial support through subscriptions—not sponsors. In an 
interview with Variety, Netflix CEO and co-founder Reed Hastings explained, “It’s definitely not a 
rule. It's a judgment call,” he said in regards to keeping ads off of Netflix. “It's a belief we can build a 
better business, a more valuable business [without advertising].””"! For networks, the decision was a 
double-edged sword. They did not have to compete for advertisers with Netflix. But they had to 
compete with Netflix for viewers, whom their advertisers coveted. 


Netflix Co-Founder, Reed Hastings, on Advertising and Sponsors 


Revenue has to be taken away from other media, the magazine noted, because the total ad mar- 
ket is not growing. “It’s hand-to-hand combat to get people to spend less on, you know, ABC 
and to spend more on Netflix.”&°! 


Elsewhere, Hastings also stated that the internet giants were other fierce competitors for 
advertising dollars. “Google and Facebook and Amazon are tremendously powerful at online adver- 
tising because they're integrating so much data from so many sources,” he said. “There's a business 
cost to that, but that makes the advertising more targeted and effective. So I think those three are 
going to get most of the online advertising business.” To compete, Netflix would have to track more 
data on its subscribers, including things like their location. Hastings called that “exploiting users.”"" 
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© Sponsored Content: Last Week Tonight with John Oliver 


A funny, profane look at sponsors and local news by the late night comedian John Oliver. Do not 
watch if you are offended by profanity. 


View in the online reader 


Public Television and Corporate Sponsorship 


Corporate sponsorship does not just affect network television. Even public television is under the Public Broadcasting 
influence of sponsors. Established in 1969, the Public Broadcasting Service (PBS) developed out of Service (PBS) 
a report by the Carnegie Commission on Educational Television, which examined the role of edu- . sal 

: A _ i : Public television network 
cational, noncommercial television in society. The report recommended that the government established in 1969. The 
finance public television in order to provide diversity of programming during the network era—a service was intended to 


service created “not to sell products” but to “enhance citizenship and public service.”®” eneldo Universal aecess 16 
television for viewers in 


Public television was also intended to provide universal access to television for viewers in rural rural areas and viewers 
: : ad : who could not afford to 
areas or viewers who could not afford to pay for private television services. PBS focused on educa- pay for private television 
tional program content, targeting viewers who were less appealing to the commercial networks and services. 


advertisers, such as the over-50 age demographic and children under 12. 


The original Carnegie Commission report recommended that Congress create a federal trust 
fund based on a manufacturer's excise tax on the sale of television sets to finance public television, 
a model similar to Britain's BBC. Recognizing the competition, the networks fought back. Following 
intense lobbying by the National Association of Broadcasters, the proposal was removed from the 
legislation that established the service. As a result, U.S. public television is poorly funded, relying 
on individual viewer contributions and the whims of federal funding that can change from year to 
year. For example, President George W. Bush sought to eliminate more than half of the federal allo- 
cation to public broadcasting, from $820 million to $420 million. But Congress saved PBS. 


PBS has become increasingly dependent on corporate sponsorship to stay on the air. Though 
sponsorship has saved many programs that would otherwise have been lost, critics have bemoaned 
the creeping commercialism of public television. When PBS began selling banner advertisements 
on its website, Gary Ruskin, executive director of consumer group Commercial Alert, commented, 
“Its just one more intrusion of the commercial ethos into an organization that was supposed to be 
firmly noncommercial. The line between them and the commercial networks is getting fuzzier and 


fuzzier.”"™! 


Despite such criticisms, the drop in federal funding has forced public television executives to 
seek more creative ways of obtaining financial backing—for example, using company logos and 
encouraging partnerships. PBS also shortened the length of time companies were required to spon- 
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network era 


The period between 1950 
and 1990, during which 
network television 
dominated the airwaves 
and accounted for more 
than 95 percent of 
prime-time viewing. 


sor some programs in an effort to encourage advertisers. In 2008, The New York Times asked: “Is 
PBS Still Necessary?”"*! 


In the 2020s, however, the Times had a more nuanced take on PBS: “When PBS arrived a half 
century ago, television was essentially a three-network game, and PBS thrived by championing 
programming and audiences ignored by NBC, CBS and ABC. But that distinctiveness has faded in 
today’s world of hundreds of cable channels and seemingly unlimited streaming services, many 
built after rivals saw the commercial value in PBS's embrace of food lovers, costume drama obses- 
sives, home improvement tinkerers and other niches.” The headline: “PBS Showed TV the Future. 
But What Does Its Own Look Like?”®® 


FIGURE 9.18 
Characters from the long-running PBS show, Sesame Street. 
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The Rise and Fall and Survival of the Network 


The period between 1950 and 1990 is historically recognized as the network era. Aside from a small 
portion of airtime controlled by public television, the three major networks—ABC, NBC, and 
CBS—(known as the Big Three) dominated the television industry, collectively accounting for more 
than 95 percent of prime-time viewing. As we have discussed, things began to change in 1986 when 
Rupert Murdoch, the head of multinational company News Corp, launched the Fox network, chal- 
lenging the dominance of the Big Three. 
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In its infancy, Fox was at best a minor irritation to the other networks. With fewer than 100 
affiliated stations (the other networks all had more than 200 affiliates each), reaching just 80 per- w ; 

f se ld ith the Bi bined F A local television or radio 
cent of the nation's households (compared with the Big Three's 97 percent coverage rate), Fox Senec cE EA NA 
started with one original show (The Late Show Starring Joan Rivers) and was barely a consideration particular broadcast 
in the battle for TV ratings. During the early 1990s, however, these dynamics began to change. Look- network that carries some 
z ; i : : i or all of that network’s 
ing for a niche, Fox targeted young viewers and Black audiences with shows such as Beverly Hills precian 
90210, Melrose Place, In Living Color, and The Simpsons. It began to establish itself as an edgy, youth- 
oriented network. Luring affiliates away from other networks to increase its viewership, Fox also 
extended its programming schedule beyond the initial 2-night-a-week broadcasts. 


affiliated station 


FIGURE 9.19 
Fox televised Super Bowl 54 from Miami in 2020. 
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Source: EQRoy/Shutterstock.com 


The Australian-born Murdoch knew enough about his new country to recognize Fox might 
never be considered a “real network” unless it broadcast American football. In 1994, in a provocative 
move, Fox made a strong bid and acquired the rights to National Football League (NFL) games for 
a then-record breaking $1.58 billion, entitling it to four years of NFL games. And shrewdly, Fox used 
much of the advertising time during the games to build interest in its other programming. Fox 
emerged as a worthy rival to the other three broadcast networks. Its success turned the Big Three 
into the Big Four.®” 


Fox's success prompted the launch of several smaller networks in the mid-1990s, further sap- 
ping the dominance of the Big Three. UPN (owned by Paramount, later acquired by Viacom) and 
WB (owned by media giant Time Warner) both debuted in January 1995. Using strategies similar 
to Fox, the networks initially began broadcasting programs 2 nights a week, expanding to a 6-day 
schedule by 2000. Targeting young and minority audiences with shows such as Buffy the Vampire 
Slayer, Moesha, Dawson's Creek, and The Wayans Bros., the new networks hoped to draw stations 
away from their old network affiliations. 
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netlets 


A term coined by Variety 
magazine for minor-league 
networks that lack a full 
week’s worth of 
programming. 


deregulation 


The removal of 
government regulations 
from an industry. 
Government deregulation 
of the cable industry in the 
1980s enabled its 
extensive growth 
throughout the next two 
decades. 


However, rather than repeating the success of Fox, UPN and WB struggled to make an impact. 
Unable to attract many affiliate stations, the two fledgling networks reached fewer households 
than their larger rivals because they were unobtainable in some smaller cities. High start-up costs, 
relatively low audience ratings, and increasing production expenses spelled the end of the “netlets,” 
a term coined by Variety magazine for minor-league networks that lacked a full week's worth of 
programming. After losing $1 billion each, parent companies CBS (having split from Viacom) and 
Time Warner agreed to merge UPN and WB, resulting in the creation of the CW network in 2006. 
Targeting the desirable 18-34 age group, the network retained the most popular shows from before 
the merger—America’s Next Top Modeland Veronica Marsfrom UPN and Beauty and the 
Geek and Smallville from WB—as well as launching new shows such as Gossip Girl and The Vam- 
pire Diaries. And the CW continues as a minor network into the 2020s with shows such as Flash, 
Supergirl, and Walker." 


But the biggest competition for network television in the 1990s would not come from other 
networks. That would come from cable television." 


Cable Challenges the Networks—and Is Challenged by 
Streaming 


A far greater challenge to network television than the emergence of smaller competitors was the 
sudden rise of cable television. Between 1994 and 2009, the percentage of U.S. households watching 
the Big Four networks during prime time plummeted from 43 percent to 27 percent.“ Two key fac- 
tors influenced the rapid growth of cable television networks: industry deregulation and the use 
of satellites to distribute local television stations around the country. 


During the 1970s, the growth of cable television had been restricted by FCC regulations, which 
protected broadcasters by establishing franchising standards and enforcing “anti-siphoning” rules 
that prevented cable from taking sports and movie programming away from the networks. How- 
ever, during the late 1970s, a court ruled that the FCC had exceeded its authority, and the anti- 
siphoning rules were repealed. This decision paved the way for the development of cable movie 
channels, contributing to the exponential growth of cable in the 1980s and 1990s. 


Further deregulation of cable in the 1984 Cable Communications Policy Act 


FIGURE 9.20 
The 1975 Ali-Frazier fight was a world-wide removed restrictions on cable rates, enabling operators to charge what they 
spectacle. wanted for cable services as long as there was effective competition to the service 


Source: catwalker/Shutterstock.com 


(a standard that over 90 percent of all cable markets could meet). Other deregu- 
latory policies during the 1980s included the eradication of public-service 
requirements and the elimination of regulated amounts of advertising in chil- 
dren's programming, expanding the scope of cable channel stations. 


The growth of cable television was also assisted by a national satellite distri- 
bution system. Pioneered by Time Inc., which founded cable network company 
HBO, the corporation used satellite transmission in 1975 to beam the “Thrilla in 
Manila’—the historic heavyweight boxing match between Muhammad Ali and 
Joe Frazier—into peoples homes. Shortly afterward, entrepreneur Ted Turner, 
owner of independent Atlanta-based station WTBS, uplinked his station's signal 
onto the same satellite as HBO, enabling operators to downlink the station on 
one of their channels. Initially provided free to subscribers to encourage interest, 
the station offered television reruns, wrestling, and live sports from Atlanta. Hav- 
ing created the first “superstation,” Turner expanded his realm by jumping into cable and founding 
24-hour news network CNN in 1980. At the end of the year, 28 national programming services were 
available, and the cable revolution had begun. 


Ironically, deregulation was intended to encourage competition within the overall television 
industry but instead enabled cable companies to establish local monopolies all over the country. 
As more Americans moved to take advantage of the hundreds of channels offered by cable, they 
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often found they were at the mercy of just one cable company. The FCC reintroduced regulations 
for basic cable rates in 1992, by which time more than 56 million households (over 60 percent of the 
households with televisions) subscribed to a cable service. Propelled by the popularity of networks 
devoted to news, sports, weather, movies, and more, cable cut deeply into the viewership of network 
television. “Here's to the Death of Broadcast,” said Time magazine.“" 


Still surviving in the 2000s, however, the networks then faced the challenges of the internet. 
Facebook, Twitter, YouTube, and more pulled viewers from their television screens.” And then, in 
the 2010s, as we have discussed, network, cable, and internet sites were challenged by streaming ser- 
vices such as Netflix and HBO. And yet, network television is still with us. 


Network Television Survives 


In the 2020s, despite many competitors and challenges, network television has survived. Why and 
how? The primary reason for the survival of the networks is actually the flip side of their weakness. 
In an age of increasing fragmentation, niche markets, specializations, and “narrowcasting,” network 
television offers one of the few “mass markets” left to national and international advertisers. 


Take, for example, the American automobile industry. As car manufacturers introduce a new 
model, they are faced with the daunting task of placing ads in hundreds or even thousands of 
outlets, from individual sites on YouTube, Facebook, and Instagram, to a variety of cable television 
channels, to specialized magazines. Or they could purchase an advertisement on a network televi- 
sion show and be sure to reach an audience of millions. 


It turns out that audiences and advertisers still embrace network television. Looking back at 
the 2010s, New York magazine agreed. It found that “in a decade that will also be remembered as a 
time of great polarization, it seems only right to offer another perspective. As much as the TV land- 
scape transformed, it’s remarkable how much didn't change at all.”“*! 


FIGURE 9.21 
American living rooms often still circle around a television. 


Source: Hendrickson Photography/Shutterstock.com 
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The data is intriguing. In a time of “cord cutting” and binge watching on cellphones or 
tablets, according to Nielsen data, 96.1 percent of U.S. homes still have televisions that receive tradi- 
tional TV signals via over-the-air, cable, or a broadband internet connection to a TV set. In 2011, the 
number was 96.7 percent, a change only of .6 percent. “Yes, the ways in which people watch shows 
has changed,” New York note, “but the television itself hasn't gone anywhere.” 


The magazine then turned its attention to the networks. Acknowledging the rise of Netflix, 
HBO, and other streaming services, New York also detailed the continued success of the networks 
at decade's end: Grey's Anatomy on ABC; NCIS on CBS; Blue Bloods on CBS; The Walking Dead on 
AMC; The Bachelor and Dancing With the Stars on ABC; The Real Housewives of Beverly Hills on 
Bravo; Bob's Burgers, Family Guy, and The Simpsons on Fox. The magazine notes, “The Simpsons will 
probably survive if we experience an actual zombie apocalypse.” 


Will the networks continue to survive in the 2020s? We take up the future of television in the 
next section. 


Key Takeaways 


e Sponsorship has been an enduring trend since the beginning of American television. During 
the 1950s, sponsorship on network television shifted from single sponsorship, in which a 
program was entirely supported and produced by one advertiser, to multiple sponsorship, in 
which advertisers bought 1- or 2-minute spots on the show. 


e Although no one advertiser controls the content of most television shows, sponsors can have 
some say in the program’s subject matter. Sponsors have withdrawn funding from shows 
that are deemed to have offensive or inappropriate content. 


e Public television was created to enhance citizenship and also to provide a television service 
for people in rural areas or those who could not afford to pay for a private television service. 
Despite its origins as a noncommercial entity, public television has increasingly had to turn to 
commercial sponsorship to stay afloat. Government funding for public television has declined 
over the years, and competition from niche cable channels and streaming has rendered its 
future uncertain. 


e Network television is another enduring trend. Between 1950 and 1970, the Big Three net- 
works (ABC, CBS, and NBC) accounted for around 95 percent of prime-time viewing. The 
addition of Fox in 1986 created the Big Four. However, attempts to create an additional 
major network have been unsuccessful. CBS-owned UPN and Time Warner-owned WB 
merged in 2006 to create the CW. Targeted at women ages 18-34, the CW consistently 
ranks a low fifth in the ratings. 


e Primary challenges to network television have included the rapid growth of cable, which grew 
exponentially in the 1980s and 1990s as a result of industry deregulation and the use of 
satellites to distribute local channels to a national audience; the growth of the internet and 
social media, and streaming services such as Netflix. 


e Despite these many challenges, network television continues to survive in the 2020s. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. Does your family still own a television set? If so, when and how is it used? If not, why not? 


2. Watch a network television show on the TV set or online (as long as it has commercials). 
How would you describe the commercials? To whom were they targeted? What commercials 
would you expect NOT to see sponsoring this television program? 
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9.4 The Future of Television in the 
2020s 


Learning Objectives 


1. Describe the “offspring” of television. 
2. Explain the steady decline in cable television subscribers. 
3. Analyze the continued success of streaming television. 


4. Identify how streaming television will use data to make television more personalized. 


Although the television screen—can we call it a television set anymore?—still can be found in a 
majority of American homes, television is very different from the medium that dominated the 
nation in the 1950s and 1960s. What is the future of television in the 2020s? 


The “Babies” of Television? 


Some observers conceive the challenges facing television in a different way: They suggest the chal- 
lenges are not competitors to television but actually the offspring of television. Network television 
gave birth to cable television which gave birth to streaming television which likely will give birth to 
other creations—but still often delivered via a screen, often the television screen. 


This viewpoint was front and center at a summit on the future of television hosted by Ad Age. 
Advertisers, of course, are crucially invested in television's future. Noting the growth of streaming, 
the summit suggested that streaming is not “a nail in the coffin for TV—it's TV by another name.” 
As TD Dixon, chief growth officer for Post Consumer Brands, said, “We can all agree that TV’s not 
going away, it just had a lot of babies. So, as marketers, we have to determine which are the right 
babies for us to focus on.” 


From this perspective, individual programs, networks, cable companies, and streaming services 
need to worry about their futures. But the future of television itself will be assured in the 2020s by 


its babies. 
The Evolution of 
Television: Part Il 
= . This video is th di 
Cords Will Continue to be Cut iherserles on the y 


television. 


Using the metaphor of television's offspring, we can say that one of television's babies is not faring 
well in the 2020s: cable television. Cord cutting—cancelling subscriptions to television brought by 
cable—began in the 2010s and will only quicken in the 2020s. 


In an article on the future of television, Forbes said, “One thing for sure is that the growth of 
streaming services is the downfall of traditional cable.”“* Cable offers few of the features that view- 
ers have come to expect from television, such as watching shows on demand and paying only for 
what you watch. For example, non-sports viewers have been enraged for years that much of their View in the online reader 
cable bill went to pay for ESPN, which they did not watch. 
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The numbers are startling even for an industry that has seen many ups and 


Diseases cae imigh ral downs. According to Emarketer, close to 7 million households cut the cord in 2020 
Serene eee ae Maes ad ANN and the number of U.S. households with pay-TV subscriptions is expected to drop 
packages. below 50% with the trend heading steadily downward throughout the decade.“ 


Cable providers may find a way to survive, however. It is perhaps somewhat 
ironic that viewers stream television over an internet connection provided 
by—cable companies. For example, Xfinity, the cable arm of Comcast, supplies 
internet and wireless services, as well as cable, and will work to build that busi- 
ness further. The Verge notes, “The bottom line is that if all these companies want 
to be in on streaming, it means they have to slim down and abandon other parts 
of their business that have become dinosaurs. In many cases, that means shed- 

ding cable networks.” The 2020s will perhaps see a shift of focus by large cable 
peti . providers from cable television programming to enhanced internet services, a 
Source: Jonathan Weiss/Shutterstock.com more profitable venture in these times. 


Streaming: “What You Want, When You 
Want” — But Too Many Options? 


In the early days of television, a common question was “What’s on?” Magazines such as TV 
Guide and entire newspaper pages were devoted to detailing the television schedule. Those days are 
passing away. As one headline read, “Streaming was part of the future—now it’s the only future.”""* 


FIGURE 9.23 
Too many streaming options? 


zra ik ay 
T FE = 


Source: Sergey Mironov/Shutterstock.com 


Forbes put it bluntly: “What sets the scene for every other change to the future of TV is the 
growth of streaming and on-demand services. Customers will no longer wait around for their show 
to air at a certain time, but instead will be able to watch what they want, when they want.” The 
growth in streaming services is as dramatic as the drop in cable television. In 2017, Americans 
were watching cable television and, on average, subscribing to one streaming service: Netflix. In 
the 2020s, Americans are cutting the cord and subscribing on average to three paid streaming ser- 
vices. Hundreds of companies are now competing to be part of those subscriptions, Forbes notes, 
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from huge transnationals, such as Disney+ and HBO Max, to telenovelas (Pongalo) to horror movies 
(Shudder) and even content targeted at equestrians (Horse Lifestyle).*! 


However, what is too much when it comes to streaming services? Nearly 50% of consumers say 
they are frustrated by the growing number of subscription services, Forbes said. As more streaming 
services enter the market, consumers will have to subscribe to multiple services—and may look for 
another way. It is possible that streaming services will follow the path of so many other media and 
consolidate to offer consumers bundles. Disney+ and Hulu are showing the possibilities of such 
bundles. 


“| Want My TV” — Personalization 


The headline above might seem ironic to cable providers. It is an adaptation of a slogan created in 
the 1980s by MTV—Music Television. The slogan, “I Want My MTV,” was put forth for consumers to 
pressure their cable companies to carry MTV as part of their packages. It was well-known enough 
to be incorporated into a hit song by Dire Straits. But, to the chagrin of cable companies, the ambi- 
tions of consumers are larger now. People want the entire television experience created for them. 


As streaming companies try not to overwhelm consumers with too many subscriptions and 
choices, they are also going to have to grapple with an emerging feature of television in the 2020s: 
Personalization.®" 


Streaming too often suffers from the great weakness of cable. Customers purchase a streaming 
service but get much content that they don't want or need. The growth in streaming has come 
about partly because TV can become more personalized, meaning that ultimately consumers can 
get exactly what they want without anything extra. In the 2020s, consumers will increasingly be 
able to create their own packages instead of only having a few non-relevant options. For example, a 
particular consumer may get to choose among horror movies for cinema and European football for 
sports. 


And consumers won't have to make these decisions on their own. All the streaming companies 
use data compiled from your previous choices—combined with data from others who have made 
similar choices—to help you find your exact viewing preferences. Netflix famously hosted a $1 mil- 
lion contest—in 2006—for anyone who could develop algorithms to provide them with 10 percent 
better predictions. Of course, with any such predictive system, based on data gathered about you, 
privacy concerns will always be present. To get “my TV,” I have to let the streaming services find out 
about me.™ 


Key Takeaways 


e Television’s challenges can be reconceived as the “offspring” of television—network televi- 
sion gave birth to cable which gave birth to streaming. 


e Cable television will continue to decline as viewers “cut the cord.” 
e Streaming television will add to its successes but with more competitors entering the arena. 


e Television will become more personalized as streaming services learn to suggest the shows 
you want. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 
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1. We said that network television gave birth to cable television which gave birth to streaming 
television which likely will give birth to other creations. What do you think might follow 
streaming in the future of television? 


2. Summarize the reasons that people might want to cut the cord to cable television. 
3. How many streaming services do you subscribe to and why? 
4. What would personalized TV look like for you? 


9.5 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 1 


a. What were some of the technological developments that paved the way for the evolution 
of television? 


b. What factors contributed to the dominance of electronic television over mechanical tele- 
vision? 
c. What were the characteristics of “the Golden Age of Television”? 
d. How does streaming continue but also disrupt the technological development of televi- 
sion? 
2. Questions for Section 2 
a. What cultural factors influenced television programming between 1950 and 2020? 
b. How did television influence culture between 1950 and 2020? 
c. What decade has been called another “Golden Age of Television”? 
d. Why do some observers say the 2010s changed television forever? 
3. Questions for Section 3 
a. How can corporate sponsors influence television programming? 


b. What factors have influenced the decline of the major networks since 1970? How have 
the networks adapted to changes in the industry? 


c. What factors have influenced public broadcasting in the United States? 
d. How does cable television differ from network television? How has streaming disrupted 
cable? 
4. Questions for Section 4 
a. What are the “offspring” of television? 
b. Why is cable television in decline in the 2020s? 
c. Why has streaming been so successful as cable television declines? 
d. How will television become more “personalized”? 


Critical Thinking Questions 


1. Do television programs just reflect cultural and social change, or do they influence it? 


2. Television audiences are becoming increasingly fragmented as a result of competition from 
cable and satellite companies and non-television delivery systems such as the internet. What 
are the potential social implications of this trend? 
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3. How can broadcast networks compete against streaming services in the 2020s? 


4. Critics frequently blame television for troubles in society, from levels of violence and aggres- 
sion in children to the political polarization of the 2020s. Do television broadcasters have a 
social responsibility to their viewers in the 2020s, and if so, how can they fulfill it? 


5. Supporters of public television argue that it serves a valuable role in the community, whereas 
opponents believe it is outdated. Is public television still relevant in today’s society, or should 


funding be cut completely? 


Career Connection 


Many people working in television grew up in its earlier decades, which we have covered in this 
chapter. Think about how those people experience television and then think about how your 
own experience is different. Then consider the following prompts: 


e Compose a paragraph for a cover letter in which you “nicely” point out how different the tele- 


vision experience is for your generation. 


e Compose a second paragraph in which you suggest how your own experience of television 
might benefit the company for which you would like to work. 
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CHAPTER 10 
Electronic Games in the 2020s 


10.1 Games for a Pandemic and Post- 
Pandemic World 


Around the world, people began the 2020s in isolation and quarantine during the 


COVID-19 pandemic. Often forbidden to even step outside their homes, many of FIGURE 10.1 
‘ 3 : 2 : Video games have come a long way as an 
these people found entertainment and distraction—with electronic games. industry 


Called “video games’ in the early years, electronic games or egames proved them- 
selves to be a significant aspect of media and culture during this most crucial 
time. Gaming “skyrocketed during the pandemic,” the BBC noted, “reaching peo- 
ple whod play every now and then, or even those who had previously snubbed it 
entirely.” One survey found that four out of five consumers played video games 
during the pandemic.” 


And people found more than just distraction. “In this age of long-haul social 
distancing and mental-health strains, gamers have long had a tool that's now 
bringing some relief to those whove never picked up a controller before,” the BBC 
noted. “The explosive growth of gaming during the pandemic has shown that 
many have found a new outlet for much-needed connection in isolation.” 


Source: sezer66/Shutterstock.com 


Video games have come a long way from using a simple joystick to guide Pac-Man on his mis- 
sion to find food and avoid ghosts. Long criticized for taking kids out of the backyard and into a 
sedentary spot in front of the television, many video games have circled back to their simpler ori- 
gins and, in doing so, have made players more active. 


The logistics of video games continue to change, and as they do, gaming has begun to intersect 
with every other part of culture. Players can learn how to “perform” their favorite songs with Guitar 
Hero and Rock Band. Product placement akin to what is seen in movies and on television is equally 
prevalent in video games such as the popular Forza Motorsport or FIFA series. As the internet 
allows for players across the world to participate simultaneously, video games have the potential 
to one day look like competitive reality shows.” Arguably, video games even hold a place in the art 
world, with the increasing complexity of animation and story lines.” 


Electronic games have become ubiquitous in modern culture. Understanding them as a 
medium allows a fuller understanding of their implications in the realms of entertainment, infor- 
mation, and communication. Studying their history reveals new perspectives on the ways video 
games have affected mainstream culture. 
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10.2 A History of Electronic Games 


Learning Objectives 


1. Trace the evolution of video games to electronic games. 
2. Identify the differences between decades as games moved from the arcade to the home. 
8. Understand the dynamics of the “console wars” that drove electronic games development. 


FIGURE 10.2 

Tennis for Two was a rudimentary game 
designed to entertain visitors to the Brookhaven 
National Laboratory. 


Source: Courtesy of Brookhaven National Laboratory 


The precursors to modern video games were created as early as the 1950s. 
They would not merit a glance from a young person in the 2020s. In 1952 a com- 
puter simulation of tic-tac-toe was developed for EDSAC, one of the first stored- 
information computers, and in 1958 a game called Tennis for Two was developed 
at Brookhaven National Laboratory as a way to entertain people coming through 
the laboratory on tours.“ 


These games were exceedingly “low tech,” but their novelty enthralled users 
and introduced the basic elements of the cultural video game experience. Tennis 
for Two created an interface in which anyone with basic motor skills could use a 
complex computer. In these years before personal computers, the first video 
games thus really functioned as a key form of media by essentially providing the 
experience of computer technology to many people for the first time. As video 
games evolved, their role as a form of media grew as well and they have moved 
from simple tools that made computing technology understandable to forms of 
media that can immerse people in compelling stories and also communicate cul- 
tural values and human relationships. Let's trace the evolution. 


© A Brief History of Video Games 


This short TedEd talk discusses the history of video games. 


Paay 


A BRIEF Æ 
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GAMES P, 55 


View in the online reader 
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The 1970s: From MIT to Arcades 


The 1970s saw the rise of video games as a cultural phenomenon. A 1972 article in 
Rolling Stone describes the early days of computer gaming: “Reliably, at any 
nighttime moment (i.e. non-business hours) in North America hundreds of com- 
puter technicians are effectively out of their bodies, locked in life-or-death space 
combat computer-projected onto cathode ray tube display screens, for hours at a 
time, ruining their eyes, numbing their fingers in frenzied mashing of control 
buttons, joyously slaying their friend and wasting their employers’ valuable com- 
puter time. Something basic is going on.”" 


game. 


This scene was describing Spacewar!, a game developed in the 1960s at the 
Massachusetts Institute of Technology (MIT) that spread to other college cam- 
puses and computing centers. In the early 1970s, very few people owned 
computers. Most computer users worked or studied at university, business, or 
government facilities. Those with access to computers were quick to utilize them 
for gaming purposes. 


It did not take long, however, for tech people to recognize the entertainment 
(and economic) potential of games. The first coin-operated arcade game was 
modeled on Spacewar! It was called Computer Space, and it fared poorly among 
the general public because of its difficult controls. In 1972, Pong, the table-tennis 
simulator that has come to symbolize early computer games, was created by the fledgling company 
Atari, and it was immediately successful. Pong was initially placed in bars with pinball machines 
and other games of chance, but as video games grew in popularity, they were placed in any estab- 
lishment that would take them. By the end of the 1970s, so many video arcades were being built 
that some towns passed zoning laws limiting them.” 


The end of the 1970s confirmed the global cultural phenomenon of video games. Space Invaders 
was an international phenomenon that exceeded all expectations. In Japan, the game was so pop- 
ular that it caused a national coin shortage. Games like Space Invaders illustrate both the effect of 
arcade games and their influence on international culture. In two different countries on opposite 
sides of the globe, Japanese and American teenagers, although they could not speak to one another, 
were having the same experiences thanks to a video game. 


The 1980s: From the Arcade to the Home 


The first video game console designed for the home actually got started in the early 1970s. The Mag- 
navox Odyssey, created in 1972, was based on prototypes built by Ralph Behr in the late 1960s. This 
system included a Pong-type game, and when the arcade version of Pong became popular, the 
Odyssey began to sell well. Atari, which was making arcade games at the time, decided to produce a 
home version of Pong and released it in 1974. Although this system could only play one game, its 
graphics and controls were superior to the Odyssey, and it was sold through a major department 
store, Sears. Because of these advantages, the Atari home version of Pong sold well, and a host of 
other companies began producing and selling their own versions of Pong.” 


In the late 1970s, a major step forward in the evolution of home video games was the develop- 
ment of game cartridges that stored the games and could be interchanged in the console. With this 
technology, users were no longer limited to a set number of games, leading many video game con- 
sole makers to switch their emphasis to producing games. Several groups, such as Magnavox, 
Coleco, and Fairchild, released versions of cartridge-type consoles, but Atari's 2600 console had the 
upper hand because of the company’s work on arcade games. Atari capitalized off of its arcade suc- 
cesses by releasing games that were well known to a public that was frequenting arcades. The 
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Space Invaders was an early, successful arcade 
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Source: MicroOne/Shutterstock.com 


arcade game 


A coin-operated video 
game placed in public 
establishments. 


Atari 


The video game company 
that was responsible for 
the arcade game Pong 
and that led the home 
console market in the 
1970s and 1980s. 


home console 


A video game system 
designed to be attached to 
a television to simulate 
arcade video games. 


game cartridges 


Interchangeable cartridges 
containing video games for 
use in home consoles. 
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FIGURE 10.4 


popularity of games such as Space Invaders and Pac-Man made the Atari 2600 a successful system. 
The late 1970s also saw the birth of companies such as Activision, which developed third-party 
games for the Atari 2600." 


The birth of the home computer market in the late 1970s paralleled the emer- 


Pong was an early, successful home video gence of video game consoles. The first computer designed and sold for the home 


game, modeled on ping pong. 


Source: Grenar/Shutterstock.com 


video game crash of 
1983 


The economic failure of the 
video game industry in 
1983, caused by an 
oversupply of games and 
waning demand. 


consumer was the Altair. It was first sold in 1975, several years after video game 
consoles had been selling, and it sold mainly to a hobbyist market. During this 
period, people such as Steve Jobs, the founder of Apple, were building computers 
by hand and selling them to get their start-up businesses going. In 1977, three 
important computers—Radio Shacks TRS-80, the Commodore PET, and the 
Apple II—were produced and began selling to the home market.” 


The personal computers all allowed for the development of more complex 
games. Designers of games such as Mystery House, developed in 1979 for the 
Apple II, and Rogue, developed in 1980 and played on IBM PCs, used the process- 
ing power of early home computers to develop video games that had extended 
plots and story lines. In these games, players moved through landscapes composed of basic graph- 
ics, solving problems and working through an involved narrative. The development of video games 
for the personal computer platform expanded the ability of video games to act as media by allow- 
ing complex stories to be told and new forms of interaction to take place between players. 


The 1980s: From the Home to the Crash to 
Super Mario 


The enthusiasm and promise of the early 1980s did not last long. Atari's success in the home console 
market had been due in large part to its ownership of already-popular arcade games and the large 
number of game cartridges available for the system. These strengths, however, eventually proved 
detrimental to the company and led to what is now known as the video game crash of 1983. Atari 
bet heavily on its past successes with popular arcade games by releasing Pac-Man for the Atari 
2600, However, Pac-Man was a successful arcade game—that did not translate well to the home 
console, leading to disappointed consumers and lower-than-expected sales. 


Additionally, Atari produced 10 million of the lackluster Pac-Man games on its first run, despite 
the fact that total active consoles were only estimated at 10 million. Similar mistakes were made 
with a game based on the movie E.T.: The Extra-Terrestrial—which has gained notoriety as one of 
the worst games in Atari's history. It was not received well at all by consumers despite the success 
of the movie, and Atari had again bet heavily on its success. Piles of unsold E.T. game cartridges 
were reportedly buried in the New Mexico desert under a veil of secrecy." 


As retail outlets became increasingly wary of home console failures, they began stocking fewer 
games on shelves. This action, combined with an increasing number of companies producing 
games, led to overproduction and a resulting fallout in the video game market in 1983. Many smaller 
game developers did not have the capacity to withstand this downturn and went out of business. 
Although Coleco and Atari were able to make it through the crash, neither company regained its 
former share of the video game market. It was not until 1985 that the video game market picked up 
again.” 


Nintendo, a Japanese card and novelty producer that had begun to produce electronic games 
in the 1970s, helped the industry recover. It had been responsible for successful arcade games such 
as Donkey Kong in the early 1980s. Its first home console, developed in 1984 for sale in Japan, tried 
to succeed where Atari had failed. The Nintendo system used newer, better microchips, bought in 
large quantities, to ensure high-quality graphics at a price consumers could afford. Keeping console 
prices low meant Nintendo had to rely on games for most of its profits and maintain control of 
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game production. This was something Atari had failed to do, which had led to a glut of low-priced 
games that caused the crash of 1983. Nintendo got around this problem with proprietary circuits 
that would not allow unlicensed games to be played on the console. This allowed Nintendo to dom- 
inate the home video game market through the end of the decade, when one-third of homes in the 
United States had a Nintendo system.” 


FIGURE 10.5 
Pac-Man was enshrined in the Museum of Modern Art. 


Source: canyalcin/Shutterstock.com 


Nintendo introduced its Nintendo Entertainment System (NES) in the United States in 1985. 
The game Super Mario Brothers, released with the system, was also a landmark in video game devel- 
opment. The game employed a narrative in the same manner as more complicated computer games, 
but its controls were accessible and its objectives simple. The game appealed to a younger demo- 
graphic, generally boys in the 8-14 range, different from the one targeted by Atari.” 


Its designer, Shigeru Miyamoto, looked to mimic the experiences of child- FIGURE 10.6 
hood adventures, creating a fantasy world not based on previous models of The Super Mario character went far beyond the 
science fiction or other literary genres!” Super Mario Brothers also gave Nin- game console. 
tendo an iconic character who has been used in numerous other games, 
television shows, and even a movie. The development of this type of character 
and fantasy world became the norm for video game makers. Games such as The 
Legend of Zelda became franchises with film and television possibilities rather 
than simply one-off games. 


Other software companies tried to compete in the home console market in 
the mid-1980s. Atari released the 2600jr and the 7800 in 1986 after Nintendo's suc- 
cess, but the consoles could not compete with Nintendo. The Sega Corporation, 
which had been involved with arcade video game production, released its Sega s jg 
Master System in 1986. Although the system had more graphics possibilities than Source: Barone Firenze/Shutterstock.com 
the NES, Sega failed to make a dent in Nintendo's market share until the early 1990s, with the 
release of Sega Genesis."*! 


But the combined efforts of all these home consoles took its toll on video arcades. Even by 1983, 
arcade revenues had fallen to a 3-year low. By 1989, museums were already putting on exhibitions 
of early arcade games that included ones from the early 1980s. Although newer games continued to 
come out on arcade platforms, they could not compete with the home console market and never 
achieved their previous successes from the early 1980s. 
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FIGURE 10.7 
A Sega console and games. 


first-person shooter 


A video game genre 
developed in the 1990s 
that puts the player in the 
perspective of a character 
who primarily uses guns to 
defeat enemies. 


Source: Brenda Rocha - Blossom/Shutterstock.com 


The 1990s: Console Wars, Computer 
Games—and Game Boy 


Nintendos dominance of the home console market throughout the late 1980s 
allowed it to build a large library of games for use on the NES. This also proved to 
be a weakness, however, because Nintendo was reluctant to improve or change 
its system for fear of making its game library obsolete. Technology had changed 
in the years since the introduction of the NES, and companies such as NEC and 
Sega were ready to challenge Nintendo with 16-bit systems."*! 


The Sega Master System had failed to challenge the NES, but with the 
release of its 16-bit system, Sega Genesis, the company pursued a new marketing 
strategy. Whereas Nintendo targeted 8- to 14-year-olds, Sega's marketing plan tar- 
geted 15- to 17-year olds, making games that were more mature and advertising 
during programs such as the MTV Video Music Awards. The campaign success- 
fully branded Sega as a cooler version of Nintendo and moved mainstream video 
games into a more mature arena. Nintendo responded to the Sega Genesis with 
its own 16-bit system, the Super NES, and began creating more mature games as well. Games such 
as Sega's Mortal Kombat and Nintendos Street Fighter competed to raise the level of violence possi- 
ble in a video game. Sega's advertisements even suggested that its game was better because of its 
more violent possibilities.” 


pl? 


By 1994, companies such as 3DO, with its 32-bit system, and Atari, with its 64-bit Jaguar, 
attempted to get in on the home console market but failed to use effective marketing strategies to 
back up their products. Both systems fell out of production before the end of the decade. Sega, fear- 
ing that its system would become obsolete, released the 32-bit Saturn system in 1995. The system 
was rushed into production and did not have enough games available to ensure its success." Sony 
stepped in with its PlayStation console at a time when Segas Saturn was floundering and before 
Nintendo's 64-bit system had been released. This system targeted an even older demographic of 14- 
to 24-year-olds and made a large effect on the market; by March of 2007, Sony had sold 102 million 
PlayStations.” 


Computer games had avid players, but they were still a niche market in the early 1990s. An 
important step in the mainstream acceptance of personal computer games was the development 
of the first-person shooter genre. First popularized by the 1992 game Wolfenstein 3D, these games 
put the player in the character's perspective, making it seem as if the player were firing weapons 
and being attacked. Doom, released in 1993, and Quake, released in 1996, used the increased process- 
ing power of personal computers to create vivid three-dimensional worlds that were impossible to 
fully replicate on video game consoles of the era. These games pushed realism to new heights and 
began attracting public attention for their graphic violence. 


Another trend was reaching out to audiences outside of the video-game-playing community. 
Myst, an adventure game where the player walked around an island solving a mystery, drove sales 
of CD-ROM drives for computers. Myst, its sequel Riven, and other nonviolent games such as Sim- 
City actually outsold Doom and Quake in the 1990s.” These nonviolent games appealed to people 
who did not generally play video games, increasing the form's audience and expanding the types of 
information that video games put across. 


A major advance in game technology came with the increase in internet use by the general 
public in the 1990s. A major feature of Doom was the ability to use multiplayer gaming through 
the internet. Strategy games such as Command and Conquer and Total Annihilation also included 
options where players could play each other over the internet.” These games used the internet as 
their platform, creating a space where individuals could play the game while socially interacting 
with one another. 
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Asmall counter trend to consoles and computer games: the development of portable game sys- FIGURE 10.8 

tems. Handheld games had been in use since the 1970s, and a system with interchangeable Game Boy allowed for mobile 
cartridges had even been sold in the early 1980s. Nintendo released the Game Boy in 1989, using the gaming. 

same principles that made the NES dominate the handheld market throughout the 1990s. The 
Game Boy was released with the game Tetris, using the game's popularity to drive purchases of the 
unit. The unit's simple design meant users could get 20 hours of playing time on a set of batteries, 
and this basic design was left essentially unaltered for most of the decade. More advanced hand- 
held systems, such as the Atari Lynx and Sega Game Gear, could not compete with the Game Boy 
despite their superior graphics and color displays.”” Despite using technology almost a decade old, 
the Game Boy accounted for 30 percent of Nintendo of America’s overall revenues at the end of the 
1990s. 


The 2000s: Playstation versus Xbox versus 
Source: Lenscap Photography/ 
Game Cube—and the Cellphone Shuterstockoom 


By the 2000s, video games were firmly established in American culture and three huge corporations 
had moved into the market: Sony, Microsoft, and Nintendo. Sega was doomed. A major problem 
for Segas Dreamcast was Sony's release of the PlayStation 2 (PS2) in 2000. The PS2 could function 
as a DVD player, expanding the role of the console into an entertainment device that did more 
than play video games. This console was incredibly successful, enjoying a long production run, with 
more than 106 million units sold worldwide by the end of the decade.”™! Sega could not keep up. 
The features of its new Sega Dreamcast were not enough to save the brand and Sega discontinued 
production in 2001, leaving the console market entirely. 


But the market was exploding and in 2001 two major consoles were released to compete with 
the PS2: Microsoft's Xbox and the Nintendo GameCube. The Xbox was an attempt by Microsoft to 
enter the market with a console that expanded on the functions of other game consoles. The unit 
had features similar to a PC, including a hard drive and an ethernet port for online play through 
its service, Xbox Live. The popularity of the first-person shooter game Halo, an Xbox exclusive 
release, boosted sales as well. Nintendo’s GameCube did not offer DVD playback capabilities, choos- 
ing instead to focus on gaming functions. Both of these consoles sold millions of units but did not 
come close to the sales of the PS2. 


The release of Microsoft's Xbox 360 in 2005 increased the competition. The FIGURE 10.9 

Xbox 360 featured expanded media capabilities and integrated access to Xbox XBox was a new player in the world of gaming. 
Live, the online gaming service. Sony's PlayStation 3 (PS3) was released in 2006. It 
also featured enhanced online access as well as expanded multimedia functions, 
with the additional capacity to play Blu-ray discs. Nintendo released the Wii at 
the same time. This console featured a motion-sensitive controller that departed 
from previous controllers and focused on accessible, often family-oriented 
games. This combination successfully brought in large numbers of new game 
players, including many older adults.™ But throughout the 2010s, Nintendo and 
Sony began to dominate the market, with Sony's PlayStation brand achieving 
bestselling status. 


XBOX LIVE 
GOLD 
montH | MEMBERSHIP 


Competition also extended to the portable game market. Nintendo contin- 
ued its control of the handheld game market into the 2000s with the 2001 release 
of the Game Boy Advance. Nintendo released the Nintendo DS, a handheld console that featured 
two screens and Wi-Fi capabilities for online gaming. And Sony’s PlayStation Portable (PSP) was 
released the following year and featured Wi-Fi capabilities as well as a flexible platform that could 
be used to play other media such as MP3s.”"! 


Source: urbanbuzz/Shutterstock.com 


However, one additional innovation in mobile gaming occurred in 2003: Cellphones were 
becoming more common and Nokia placed electronic games in its Nokia N-Gage, a combination 
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of a game console and mobile phone. The technology was crude and the product line was discon- 
tinued in 2005, but the idea of playing games on phones had been introduced.” Apple quickly 
incorporated mobile phone games in its iPhones. In 2008 and 2009 alone, iPhone games generated 
$615 million in revenue.”” It was the beginning of a decline for handheld games. 


The 2010s: A Focus on the Games—and 
ESports 


As the technology of electronic game consoles continued to improve incremen- 


FIGURE 10.10 tally, the biggest advance in electronic games throughout the 2010s was in the 
Grand Theft Auto became on of the largest 


money makers in the gaming industry. 


games themselves. Games became bigger, more detailed, and vastly more expen- 
sive to produce. Studios became devoted to successful titles and spent hundreds 
of millions to produce games like Grand Theft Auto V and Fortnite. 


The profits for successful games can be in the billions. For example, millions 
of players tuned in to watch a virtual asteroid destroy the map of Epic Games’ 
popular online battle game, Fortnite. The game earned $2.4 billion in 2018. Grand 
Theft Auto Vhas made more than $6 billion during its run, making it then the 
most valuable entertainment title in history." 


Another important development in electronic games came with Twitch, an 
p online video streaming service. Sports, such as the FIFA franchise, had been a sig- 
Source: Stefano Chiacchiarini '74/Shutterstock.com nificant factor throughout the competition among consoles. But Twitch, 
particularly after being acquired by Amazon in 2014, brought about a large growth of eSports. 
Twitch allows participants to watch as well as play electronic games. Thirty-six million viewers 
watched the League of Legends World Championship, surpassing viewership of some of the most 

popular athletic events in the world.”! 


And though smartphones and tablets increasingly became popular as gaming platforms, Nin- 
tendo introduced the Switch, a hybrid that blends mobile and console experiences. The system 
allows players to take games like Legend of Zelda and Super Mario with them wherever they go. 
The 2020s, which started with the quarantines of the pandemic, have seen their own advances in 
electronic games that we will explore in the next sections.” 


Key Takeaways 


e Ina time before personal computers, early video games allowed the general public to access 
computer technology, often for the first time. The first video games functioned early on as a 
form of media by essentially disseminating the experience of computer technology to those 
without access to it. 


e From the 1970s to the 2020s, the original “video games” changed from arcade entertainment 
to home entertainment. 


e Much of the development of electronic games has been driven by competition among game 
consoles produced by huge transnational corporations: Sony, Microsoft, and Nintendo. 


e A new generation of games now cost millions of dollars to produce but can earn billions in 
revenue. 
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Exercises 


People who do not play electronic games can be baffled by their popularity. People who do play 
electronic games cannot imagine their time without them. Consider the following questions: 


e Do you play electronic games? Why or why not? 
e What do you think is the main appeal of electronic games? 


10.3 The Role of Electronic Games in 
American Culture 


Learning Objectives 


1. Identify the cultural controversies that have arisen around electronic games. 
2. Analyze the issues surrounding violence and electronic games. 


8. Discuss the effects of video game addiction. 
4. Examine the gender issues surrounding video games. 


In their relatively short history, electronic games have become entwined with many of the most 
vexing questions in American cultural life. Some of this controversy stems from the power of the 
games themselves. The increasing realism and compelling storylines can create powerful, immer- 
sive experiences. And as the games seek to remain modern and topical, they draw upon—and 
depict—current controversies and issues. And, just as society has tried to place ratings on music 
and movies, society has also tried to rate video games. In some ways, the ratings are a tribute to the 
influential role in electronic games culture." Let's look at some of the issues. 


Do Violent Video Games Cause Violence? 


Violence in video games has been controversial from their earliest days. Death Race, an arcade 
game released in 1976, encouraged drivers to run over stick figures, which then turned into Xs. 
Although the programmers claimed that the stick figures were not human, the early game was con- 
troversial, making national news on the television talk show Donahue and the television news 
magazine 60 Minutes. Video games, regardless of their realism or lack thereof, had added a new 
potential to the world of games and entertainment: the ability to simulate murder. 


Two decades later, as companies sought to expand their markets to target older demographics 
in the 1990s, they used the enhanced realism of video games to produce increasingly violent games. 
A great deal of controversy exists over the influence of this kind of violence if it becomes available 
to younger children. There are many stories of real-life violent acts that seem to involve video 
games. The 1999 Columbine High School massacre was quickly linked to the teenage perpetrators’ 
enthusiasm for video games. The families of Columbine victims brought a lawsuit against 25 video 
game companies, claiming that if the games had not existed, the massacre would not have hap- 
pened." In 2008, a 17-year-old boy shot his parents after they took away his video game system, 
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Death Race 


A 1978 arcade game that 
drew protest over its 
depiction of violence. 


Columbine High 
School massacre 


The 1999 high school 
shooting that many people 
connected with the 
first-person shooter genre 
of video games. 
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killing his mother. Also in 2008, when 6 teens were arrested for attempted carjacking and robbery, 
they stated that they were reenacting scenes from Grand Theft Auto. 


FIGURE 10.11 
Video games became controversial for their 
violent content. 


Source: Michael Warwick/Shutterstock.com 


Entertainment 
Software Rating 


lets will not sell games with an AO rating. 


Indeed, there is no shortage of news stories that involve young men commit- 
ting crimes who had an obsession with video games. The controversy has not 
been resolved. Do games cause disturbed young people? Or do disturbed young 
people simply play the games? Many studies have looked into the issue. Some 
studies have linked aggression to video games. However, critics take issue. They 
point out that people who enact video-game-related crimes already have psycho- 
pathic tendencies; the results of such research studies, they say, are correlational 
rather than causational—a naturally violent person is drawn to play violent 
video games. Other critics point out that violent games are designed for adults, 
just as violent movies are, and that parents should enforce stricter standards for 
their children. 


The problem of children’s access to these violent games is a large and com- 
plex one. Can ratings help? Video games present difficult issues for those who 
create the ratings. One problem is the inconsistency that seems to exist in rating 
video games and movies. Movies with violence or sexual themes are rated either 
R or NC-17. Filmmakers prefer the R rating over the NC-17 rating because NC-17 
ratings hurt box office sales, and they will often heavily edit films to remove 
overly graphic content. 


It is different with games. The Entertainment Software Rating Board 
(ESRB), rates video games. The two most restrictive ratings the ESRB has put 
forth are “M” (for Mature; 17 and older; “may contain mature sexual themes, more 
intense violence, and/or strong language”) and “AO” (for Adults Only; 18 and up; 
“may include graphic depictions of sex and/or violence’). If this rating system 
were applied to movies, a great deal of movies now rated R would be labeled AO. 
An AO label can have a devastating effect on game sales; in fact, many retail out- 
B°! This creates a situation where a video game with a 


Board (ESRB) sexual or violent scene as graphic as the ones seen in R-rated movies is difficult to purchase, 
The organization that whereas a pornographic magazine can be bought at many convenience stores. This issue reveals a 
creates ratings for video unique aspect of video games. Although many of them are designed for adults, the distribution sys- 
game: tem and culture surrounding video games is still largely youth-oriented. 


As we enter the 2020s, after almost 50 years of video games, there are still no clear-cut answers 
on the relationship between video games and violence.” But the issue will not go away. 


(m) The Debate Behind Video Game Violence 


This in-depth CNBC video reports on the debate surrounding video games and violence. 


NA 


CNBC 


l 
| 


THE IMPACT "H 
OF VIOLENT 


VIDEO GAMES 


View in the online reader 
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Are Video Games Addicting? 


Another controversial issue is the problem of possible video game addiction. This problem is not 
new, but it has become more prevalent. In the early 1990s, many stories surfaced of individuals 
dropping out of college or getting divorced because of addiction to games." In addition, heavy 
video gaming, much like heavy computer use in an office setting, can result in painful repetitive 
stress injuries. Even worse are the rare, but serious, cases of death resulting from video game 
overuse. In the early 1980s, two deaths were linked to the video game Berzerk. The players, both in 
their late teens, suffered fatal heart attacks while struggling to achieve top scores."" 


Health organizations are split. The World Health Organization added “gaming disorder” to the video game overuse 
2018 version of its medical reference book, International Classification of Diseases. But the Ameri- The term used in lieu of 
can Psychiatry Association's manual, the DSM-5, did not“ The American Medical Association “video game addiction” by 
(AMA) too has not created an official diagnosis of video game addiction, citing the lack of long-term heal n 
research. However, the AMA uses the term “video game overuse’ to describe video game use that reseercdh e can tcicd © 
begins to affect other aspects of an individual's life, such as relationships and health. Studies have determine the correct 
found that socially marginalized people have more of a tendency to overuse games, especially classification 


online role-playing games like World of Warcraft. Other studies have found that patterns of time 
usage and social dysfunction in players who overuse games are similar to those of other addictive 
disorders.“ 


Groups such as Online Gamers Anonymous have not waited for the AMA. 


FIGURE 10.12 
They have developed a 12-step program similar to that of Alcoholics Anonymous Video game use can become an obsession with 
to help gamers deal with problems relating to game overuse. This group is run by some people. 


former online gamers and family members of those affected by heavy game 
use.“” The issue of video game addiction has become a larger one because of the 
ubiquity of video games and internet technology. In countries that have a heavily 
wired infrastructure, such as South Korea, the problem is even bigger. In 2010, 
excessive game use was problematic enough that the South Korean government 
imposed an online gaming curfew for people under the age of 18 that would block 
certain sites after midnight. This decision followed the death of a 3-month-old 
baby from starvation while her parents played an online game at an internet 
café.“ 


Another side of video game addiction is told well by Jim Rossignol in his Source: © Shutterstock, Inc. 
book This Gaming Life: Travels in Three Cities. The book describes Rossignol's job as a journalist for 
a financial company and his increasing involvement with Quake III. Rossignol trained a team of 
players to compete in virtual online tournaments, scheduling practices and spending the hours 
afterward analyzing strategies with his teammates. His intense involvement in the game led to poor 
performance at his job, and he was eventually fired. After being fired, he spent even more time on 
the game, not caring about his lack of a job or shrinking savings. The story up to this point sounds 
like a testimonial about the dangers of game addiction. However, because of his expertise in the 
game, he was eventually hired by a games magazine and enjoyed full-time employment writing 
about what he loved doing. Rossignol does not gloss over the fact that games can have a negative 
influence, but his book speaks to the complex ways that gaming—often what would be described 
as obsessive gaming—shapes people’ lives. 


Are Video Games Sexist and Racist? 


Here is a headline from the Washington Post: “Racism, misogyny, death threats: Why can't the 
booming video-game industry curb toxicity?” The article notes that modern video gaming often 
involves multiplayer games, such as Fortnite, League of Legends, Call of Duty, and Overwatch, 
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Where Are Her Clothes? 
An Analysis of Women 
in Video Games 

Games such as Tomb Raider 
and Dead or Alive Xtreme 
have been criticized for their 
demeaning depiction of 
women. 
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View in the online reader 
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which rely on interpersonal communication to coordinate strategies. Unlike a real-world sports 
team, however, online games have teams of random players who do not use their real names bu 
can speak directly to other players over headsets. “While such random interactions can be cordial 
and even lead to friendships,” the article notes, “the smaller percentage of negative instances can be 
lasting and detrimental’—and can include racism, sexism, and even death threats.“ 


In terms of gender, the demographics of video games is telling. Young adult men make up the 
majority of video gamers. A study in 2009 found that 60 percent of gamers were male, and the aver- 
age age of players was 35; in 2020, the numbers barely moved. Men made up 59 percent of gamers.“ 
While the gender gap has certainly narrowed over its 50 years, video gaming is still in many ways a 
male-dominated medium. 

Sexism in video games has existed since the early days of the medium. The plot of the infa- 
mous Custer’s Revenge, released for the Atari 2600 in 1982, centered on the rape of an 
Indigenous American woman. Popular NES games such as Super Mario Bros. and The Legend of 
Zelda featured a male figure rescuing a damsel in distress. Both the protagonist and antagonist in 
the original Tomb Raider game had hourglass figures with prominent busts and nonexistent waists, 
a trend that continues in the franchise today. In 2003, the fighting series Dead or Alive released a 
spin-off game titled Dead or Alive Xtreme Beach Volleyball that existed to showcase the well- 
endowed female characters in swim attire.“” The spin-off was so popular that two more similar 
games were released. Critics say that the games’ portrayals encourage gamers to treat women as 
sex objects. After all, they say, the games do. 


Some note that video games are not unique in their demeaning portrayal of women. Like 
movies, television, and other media forms, video games often fall back on gender stereotyping in 
order to engage consumers. Defenders point out that many male video game characters are also 
depicted lewdly. Games such as God of War and Mortal Kombat feature hypersexualized men with 
bulging muscles and aggressive personalities who rely on their brawn rather than their brains. How 
are men affected by these stereotypes? Laboratory studies have shown that violence and aggres- 
sion in video games affect men more than women, leading to higher levels of male aggression."*! 
While sexism is certainly present in video games, it seems sexual stereotyping affects both genders 
negatively. 


Male influence can be seen throughout the industry. Women make up less than 12 percent of 
game designers and programmers, and those who do enter the field often find themselves facing 
subtle—and not so subtle—sexism.“*' When Game Developer magazine released its list of top 50 
people in the video game industry, bloggers were quick to note that no female developers appeared 
in the list.57 


The issue seemed to come to a head in 2014 with a controversy titled “Gamergate.” Newer, inde- 
pendent game-makers and critics, many of them women, had advocated for greater inclusion in 
gaming production and portrayals. Instead, the women were subjected to obscenities, harassment, 
and death threats for weeks. It was thought that the resulting negative publicity might lead to 
changes, but the video game industry enters the 2020s still too-often shadowed by misogynists, 
anti-feminists, and trolls." 


Although racism has not been as large an issue as sexism in video games, race presents other 
challenges for electronic games. Most often, critics point not to the actions of players but to the 
games themselves. Said one publication: “Racial bias is baked, usually unintentionally, into games 
by those who develop them. This creates a recurring pattern of Black and Latinx characters being 
stereotyped or completely absent in games, which is invalidating and demeaning.” 


As with gender, some of the problem can be attributed to the makeup of game developers, the 
vast majority who are white. Diversifying the ranks of developers, it is hoped, would diversify char- 
acter portrayals in the games. Tanya DePass is founder of an aptly-named nonprofit: I Need Diverse 
Games. She argues that, for companies wanting to improve diversity in their content, “the biggest 
thing is diverse staff, and diverse staff at leadership level.” Failing that, her advice to game studios is 
to hire outside experts who can review game content that may stereotype or misrepresent an eth- 
nic group: “Bring in diversity consultants in the beginning, not a month before launch, and treat it 
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seriously."™” We will take up the issue again when we discuss the future of electronic games in the 
2020s. 


FIGURE 10.13 
Video games often do not represent the diversity of players. 


‘> 


Source: Rawpixel.com/Shutterstock.com 


Key Takeaways 


e Video game violence has been an issue since the 1976 game Death Race. The potential of 
video games to simulate murder created a new issue in entertainment media. 


e A great number of news stories link video games with violent crimes. Studies have found a 
correlation between aggressive behavior and video games, but critics claim that these stud- 
ies do not prove that video games cause violent acts. 


e The video game rating system informs purchasers about the content of a game. The highest 
rating, Adults Only, hurts video game sales, so companies try to make games that are rated 
Mature. Critics charge that video game ratings are inconsistent with other schemes, such as 
the movie rating system. 


e Video game addiction is associated more with online games, although many instances of 
single-player obsessions exist as well. It has become a high-profile issue with the rise in pop- 
ularity of online gaming. 

e The American Medical Association has not developed a diagnosis for video game addiction. 


Instead, it uses the term “video game overuse” to describe a state where an individual's 
gaming habits have a detrimental effect on their personal life. 


e Sexism and racism are important issues in the video game industry, as female gamers and 
developers often struggle for equal footing. Controversy has arisen over racism and charac- 
ter stereotypes and still plagues the industry today. 
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Exercises 


This section began with a discussion of the relationship between video game violence and real- 
world violence. Reflect on that discussion and then answer the following prompts. 


1. Researchers often make a distinction between correlation and causation. What is the differ- 
ence? 


2. How does that distinction relate to violence and video games? 
3. Do you feel that violent video games cause violence? Why or why not? 


10.4 Trends in Electronic Games 


Learning Objectives 


1. Identify the most influential and important video and electronic games. 


2. Determine common trends that have run through popular games. 


Thus far, we have traced the evolution of video and electronic games and identified the ways in 
which the games have quickly been integrated with American culture. However, when people think 
about trends in electronic games, they usually think about—the games themselves! And there is 
wisdom in that. The games, after all, are what has driven the evolution of the industry and the fast 
embrace of gaming as part of our culture. In this section, we will look at some of the most well- 
known electronic games. We will seek common characteristics and trends."! The games have come 
to prominence for their innovations and genre-expanding attributes. And they are notable for not 
only great economic success and popularity but also for having an undeniable influence on culture. 


Grand Theft Auto 


The first game in the Grand Theft Auto (GTA) series was released in 1997 for the PC and Sony 
A PlayStation. The game had players stealing cars—not surprising given its title—and committing a 
A video game in which the 7 ; 3 é j ; : A 
player chooses among a variety of crimes to achieve specific goals. The game's extreme violence made it popular with play- 
number of different ers of the late 1990s, but its true draw was the variety of options that players could employ in the 
objectives. game. Specific narratives and goals could be pursued, but if players wanted to drive around and 
explore the city, they could do that as well. A large variety of cars, from sports cars to tractor trail- 
ers, were available depending on the player's goals. The violence could likewise be taken to any 
extreme the player wished, including stealing cars, killing pedestrians, and engaging the police in a 
shoot-out. This type of game is known as a sandbox game, or open world, and it is defined by the 
ability of users to freely pursue their own objectives.®” 


sandbox game 


The GTA series has evolved over the past decade by increasing the realism, options, and explicit 
content of the first game. Some of the individual games in the series, such as GTA III and GTA V, 
make the lists of best-selling games of all time. Indeed, each new addition makes the franchise 
more profitable and more controversial. These newer games have expanded on the idea of an open 
video game world, allowing players to have their characters buy and manage businesses, play unre- 
lated mini-games (such as bowling and darts), and listen to a wide variety of in-game music, talk 
shows, and even television programs. However, increasing freedom also results in increasing con- 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 10 Electronic Games in the 2020s 327 


troversy, as players can choose to solicit sex workers, visit strip clubs, perform murder sprees, and 
assault law enforcement agents. Lawsuits have attempted to tie the games to real-life instances of 
violence, and GTA games are routinely the target of political investigations into video game vio- 
lence." 


Fortnite 


Fortnite is relatively recent in the world of electronic games. Released in 2017, it 


quickly became one of the most influential video games ever made. The game FIGURE 10.14 , 
Since 2017, Fortnite became a dominant player 


in the gaming world. 


took advantage of the time's technology and avid user base; its most popular 
mode, "Battle Royale," can pit 100 players against one another in the usual fight 
for survival in a post-apocalyptic, zombie world. But the game has the free-form 
flexibility players expect. They can create their own game modes or just congre- 
gate with friends and practice their skills. 


The developer, Epic Games, gambled on the game's distribution. It is available 
free and offers regular updates that introduce new characters, weapons, and fea- 
tures, which keep the game fresh. How does the game make money? Once players 
become introduced to the game, they often seek additional features, which Epic 
charges for. Rather than making money from one large purchase, Fortnite makes 
money from numerous micro-purchases. In its first 10 months, it gained an audi- À 
ence of 125 million players and netted $1.2 billion in revenue. When the Fortnite Source: SolidMaks/Shutterstock.com 
App launched on iPhone in April 2018, it reportedly made $2 million a day. While other games have 
netted $1 billion in the first year, Fortnite was the first to generate that kind of revenue as a game 
offered for free by its developer. Epic's business model caused an uproar in the gaming industry and 
the company has been locked in legal battles with Apple and Google over the financial terms of 
their app stores," 


The developer took another gamble on distribution. Recognizing that individual players might 
use multiple devices, such as Xbox and the iPhone, Epic offered parity across multiple devices. That 
is, no matter which device you use to play Fortnite, you will be always be playing the same game and 
also play with your friends, who might be on a different device. The popularity of Fortnite pushed 
Sony to reverse its stance on cross-platform play and let PlayStation players join matches with 
Xbox owners for the first time. After Fortnite began the cross-platform trend last year, games like 
Call of Duty and Mortal Kombat also reworked their games to bridge devices.®” 


World of Warcraft 


World of Warcraft (WoW), released in 2004, is a massively multiplayer, online role-playing game 
(MMORPG) loosely based on the Warcraft strategy franchise of the 1990s. The game is conducted i 

irel li h Hiti h h hased soft d ol h layi A computer in a network 
entirely online, though it is accessed through purchased software, and players purchase playing that provides a service to 
time. Each player chooses an avatar, or character, that belongs to one of several races, such as orcs, other computers linked to 
elves, and humans. These characters can spend their time on the game by completing quests, learn- it. 
ing trades, or simply interacting with other characters. As characters gain experience, they obtain 
skills and earn virtual money. Players also choose whether they can attack other players without 
prior agreement by choosing a PvP (player versus player) server. The normal server allows players 
to fight each other, but it can only be done if both players consent. A third server is reserved for 
those players who want to role-play, or act in character. 


server 
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gold farmers 


Players in World of 
Warcraft who work to get 
virtual gold so that they 
can sell it for actual 
money. 


FIGURE 10.15 
World of Warcraft allows players to team up with their avatars to go on quests or just socialize. 


CALL TP} 


BLACK 5 


Source: marcello farina/Shutterstock.com 


Various organizations have sprung up within the WoW universe. Guilds are groups that ascribe 
to specific codes of conduct and work together to complete tasks that cannot be accomplished by a 
lone individual. The guilds are organized by the players; they are not maintained by WoW develop- 
ers. Each has its own unique identity and social rules, much like a college fraternity or social club. 
Voice communication technology allows players to speak to each other as they complete missions 
and increases the social bonding that holds such organizations together.”” 


WoW has taken the medium of video games to unprecedented levels. Although series such as 
Grand Theft Auto allow players a great deal of freedom, everything done in the games was 
accounted for at some point. WoW, which depends on the actions of millions of players to drive the 
game, allows people to literally live their lives through a game. In the game, players can earn virtual 
gold by mining it, killing enemies, and killing other players. It takes a great deal of time to accumu- 
late gold in this manner, so many wealthy players choose to buy this gold with actual dollars. This 
is technically against the rules of the game, but these rules are unenforceable. Entire real-world 
industries have developed from this trade in gold. Chinese companies employ workers, or “gold 
farmers,” who work 10-hour shifts finding gold in WoW so that the company can sell it to clients. 
Other players make money by finding deals on virtual goods and then selling them for a profit. One 
WoW player even “traveled” to Asian servers to take advantage of cheap prices, conducting a virtual 
import-export business." 


The unlimited possibilities in such a game expand the idea of what a game is. It is obvious that 
an individual who buys a video game, takes it home, and plays it during their leisure is, in fact, play- 
ing a game. But if that person is a “gold farmer” doing repetitious tasks in a virtual world to make a 
real-world living, the situation is not as clear. WoW challenges conventional notions of what a game 
is by allowing the players to create their own goals. To some players, the goal may be to gain a high 
level for their character; others may be interested in role-playing; whereas others are focused on 
making a profit. This kind of flexibility leads to the development of scenarios never before encoun- 
tered in game-play, such as the development of economic classes. 
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Call of Duty 


The Call of Duty series of first-person shooter games is notable for its record- 
breaking success, with billions of dollars in sales, but also for its unabashed FIGURE 10.16 oe 

it ttovol d killi Rel Aa aes th frst f. d Call of Duty’s became notorious in 2009 for a 
commi men o violence and killing. Released in 2003, the game first focuse on massacre otinnocent cluillané. 
plots set in World War II. However, Call of Duty: Modern Warfare 2, released in 
2009, achieved great success and a great deal of controversy. The game included a 
5-minute sequence in which the player, as a CIA agent infiltrating a terrorist cell, 
takes part in a massacre of innocent civilians. The player was not required to 
shoot civilians and could skip the sequence if desired, but these options did not 
stop international attention and calls to ban the game.” 


CALL:DUT 


BLACK OPS 


f COLDWAR 


The series, published by Activision, has continued to vary its setting from 
Cold War politics to outer space but the foundation remains shooting down bad 
guys. Proponents of the series argue that Call of Duty has a Mature rating and is 
not meant to be played by minors. They also point out that the games are less Source: Miguel Lagsa/Shuiterstock;com 
violent than many modern movies. However, the debate has continued, escalating as far as the 
United Kingdom's House of Commons." But the game is not likely to stray from its foundation. In 
the 2020s, Call of Duty remains the best-selling first-person shooter game series and one the most 
successful video game franchises of all time.” 


Wii Sports and Wii Fit 


The Nintendo Wii, with its dedicated motion-sensitive controller, was sold starting in 2006. The 
company had attempted to implement similar controllers in the past, including the Power Glove in 
1989, but it had never based an entire console around such a device. The Wii's simple design was 
combined with basic games such as Wii Sports to appeal to previously untapped audiences. Wii 
Sports was included with purchase of the Wii console and served as a means to demonstrate the 
new technology. 


Wii included five games: baseball, bowling, boxing, tennis, and golf. Wii Sports created a way for 
group play without the need for familiarity with video games. It was closer to outdoor social games 
such as horseshoes or croquet than it was to Doom. There was also nothing objectionable about it: 
no violence, no in-your-face intensity—just a game that even older people could access and enjoy. 
Wii Bowling tournaments were sometimes organized by retirement communities, and many people 
found the game to be a new way to socialize with their friends and families. 


Wii Fit combined the previously incompatible terms “fitness” and “video games.” Using a touch- 
sensitive platform, players could do aerobics, strength training, and yoga. The game kept track of 
players’ weights, acting as a kind of virtual trainer.“ Wii Fit used the potential of video games to 
create an interactive version of an exercise machine, replacing workout videos and other forms of 
fitness that had never before considered Nintendo a competitor. This kind of design used the inher- 
ent strengths of video games to create a new kind of experience. 


Nintendo found most of its past success marketing to younger demographics with games that 
were less controversial than the 1990s first-person shooters. Wii Sports and Wii Fit saw Nintendo 
playing to its strengths and expanding on them with family-friendly games that encouraged mul- 
tiple generations to use video games as a social platform. This campaign was so successful that it 
is being imitated by rival companies Sony and Microsoft, which have released the Sony PlayStation 
Move and the Microsoft Kinect. 
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Characteristics and Trends of Popular Games 


To fully understand the characteristics and trends that lead to hugely popular video games, it may 
be good to think first about the development of “gaming culture,” the somewhat unique set of 
aesthetics and principles that characterize video games., or the culture surrounding video games. 
Video games, like books or movies, have avid users who have made this form of media central to 
their lives. 


Yet, it is important to remember, this form of entertainment did not exist before the 1970s. Chil- 
dren and adults have played games, of course, from the earliest days of humankind. Yet we can say 
with assurance that there is a great deal of difference between “hide and go seek” and Grand Theft 
Auto V! 


So what makes a good video game? You might not be surprised to learn that the “structural 
characteristics” of video games have become the subject of academic research. A study in CyberPsy- 
chology and Behavior found that “one of the main overall findings was the importance of a high 
degree of realism (i.e, realistic sound, graphics, and setting). Other important characteristics 
included a rapid absorption rate, character development, the ability to customize the game, and 
multiplayer features.” 


A look at our list of popular games above confirms the academic research. The trends running 
from the 1970s to the 2020s are heightened development of technology to enhance realism, strong 
narratives that encourage immersion and absorption, interesting characters, and the flexibility to 
play a game against 100 strangers and then sit down and play with a friend. Although new games 
and technology will continue to be developed in the 2020s—the subject of our next section—those 
new games will very likely continue these trends that have characterized games for 50 years." 


Key Takeaways 


e The Grand Theft Auto series was revolutionary and controversial for its open-ended field. 
Players could choose from a number of different options, allowing them to set their own 
goals and create their own version of the game. 


e Fortnite took chances, by distributing its game for free but charging for upgrades and by 
allowing for continuity across devices, and found great success. 

e World of Warcraft has brought the MMORPG genre to new heights of popularity. The large 
number of users has made the game evolve to a level of complexity unheard of in video 
games. 


e Call of Duty found success by remaining true to its roots as a dynamic “shooter game” with 
ever-changing storylines. 

e Wii Sports and Wii Fit brought video games to audiences that had never been tapped by 
game makers. Older adults and families used Wii Sports as a means of family bonding, and 
Wii Fit took advantage of motion-controlled game playing to enter the fitness market. 

e The characteristics and trends that run through the most popular games include realism, a 
rapid absorption rate, character development, the ability to customize the game, and multi- 
player features. 


Exercises 


Looking at the characteristics of the games mentioned in this section, think more deeply about 
their success in relation to American culture. Then consider the following prompts: 


e What social, technological, or cultural areas did they explore? 
e Pick one of the games and discuss how it is a reflection of an aspect of American culture. 
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10.5 The Future of EGames in the 
2020s 


Learning Objectives 


1. Streaming services have identified video/electronic games as the most important competitor. 
Electronic games might become the dominant medium of the 2020s. 

2. Virtual Reality (VR) is still cumbersome and expensive in the 2020s and this decade might 
seem games that use mixed reality. 


8. Artificial Intelligence (Al) may be used to create games as they are being played. 
4. 5G capabilities on cellphones will greatly expand the power and popularity of games. 


Can the New Medium Become the Most 


Dominant? 

In our discussion of media, from radio to television to film, we have seen the 

power and influence of streaming services such as Netflix, HBO, and Disney+. Ei ES r 

But when Netflix CEO Reed Hastings addressed his shareholders at the dawn of saint Re atti ATS el as 


” ; ; : i of Legends drew more viewers than the 
the 2020s, he said his company’s scariest competitors were not other streaming Superbowl. 


services. And they were not cable television or movie theaters. 


He said the biggest threat to Netflix's continued dominance in entertain- 
ment was a video game: Fortnite. 


“It used to be ‘what to watch’ and now it's ‘whether to watch,” wrote Matthew 
Ball, former head of strategy at Amazon Studios. “And the answer is increasingly 
‘no, I'm going to play a game.” The future of electronic games in the 2020s: 
Egames might become the dominant medium in American culture life. 


Even before the COVID-19 pandemic, electronic games were increasingly 
being found in American homes. In 2019, the gaming industry generated $120 bil- 
lion in revenue. More than 100 million viewers tuned in to watch players compete 
in the World Championship of the game League of Legends—a larger audience than the Super 
Bowl. 


Source: Pryimak Anastasiia/Shutterstock.com 


And then came the pandemic. People of all ages discovered and re-discovered the immersive 
power of electronic games. More than 27 billion people—about one-third of the global popula- 
tion—are gamers. It will be interesting to see if the increased interest in games holds throughout 
the 2020s. 


Mixed Reality? AR and VR 


Taking up “the future of gaming” in 2020, Forbes had an interesting headline: “Mixed reality: the 
future of gaming?” What could that mean? 
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For years, people have predicted that virtual reality (VR) would be the future of gaming. The 
immersive VR experience can be compelling. But entering the 2020s, the VR technology is... terri- 
ble, Forbes said. The hardware is expensive, specialized, and involves strapping heavy, thick goggles 
to your face that block out the real world and leave you exhausted after 30 minutes.” 


Another publication put it bluntly: “This experience chafes against that mode of playing which 
is typical of gaming enthusiasts—spending hours comfortably sunk into a couch.” It also pointed 
out that VR is a solitary experience, not one to enjoy with friends or 100 other participants. “If VR 
hardware can't align with the preferences of gamers, will it be able to survive? Until companies slim 
down their VR headsets—and price points—most gamers, save the early adopters and tech enthu- 
siasts, will continue to balk.”®" 


Forbes suggests that a blend of VR and augmented reality (AR) has potential. For example, play- 
ers might get the sensation of touching ammo as they pick it up in a shooter game or holding the 
wheel of a racing car. Games will still need to be accessible and affordable, and the technology will 
not be desirable until it blends real and virtual worlds for individuals and multiplayers. 


FIGURE 10.18 
Current virtual reality is cumbersome and isolating but will improve in the 2020s. 


Source: © Shutterstock, Inc. 


Games Created While You Play—by Al? 


For decades, Artificial Intelligence (AI) has been part of the game-playing experience. Usually, AI 
drives “non-player characters” (NPCs), such as the innocent bystanders in Grand Theft Auto, who 
either live or die, depending on the actions of the players. In the 2020s, NPCs will become more 
advanced. Rather than just an either-or reaction (either live or die), NPCs might become more cre- 
ative, adding to the complexity of the games. 


But the real innovations from AI may come with the very creation of the games. AI already 
helps designers with drawing scenes, from deserts to futuristic cities. Designer are experimenting 
with AI and a technique called procedural content generation. In procedural content generation, a 
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player's actions are used to generate the next content, chosen from a variety of options, so players 
can enjoy a fresh experience each time. Yet, Games Rada notes, “However, as open-world and nar- 
rative-based games become more complex, and as modern PCs and consoles display ever more 
authentic and detailed environments, the need for more advanced AI techniques is growing.” 


With innovations in AI, the options would not be programmed ahead of time but created on 
the fly by AI. In this way, players would make their way through worlds not created ahead of time 
by the games creators. “The next generation of open-world adventures will react to the player, with 
missions that skew to your actions and preferences, and with characters who simulate empathy as 
well as aggression, and who come to know you as an individual.””” 


5G for Phones—A Literal Game Changer? 


Just like television, movies, and music, electronic games are increasingly streamed on cellphones. 
However, the rich, detailed, immersive content that makes games so powerful also makes them lag 
and buffer and crawl as they stream. The reason is not the game or the phone but the internet 
speed. 


But the much-hyped and long-awaited 5G technology could be a... gamechanger. For now, the 
games are mostly still slow. Although cell phone producers are offering phones with 5G capability, 
the phone companies are finding it difficult to offer widespread access to 5G. 


FIGURE 10.19 
Mobile games, such as Harry Potter Wizards Unite, will be faster and more powerful with 5G technology. 


AEN 


Source: Wachiwit/Shutterstock.com 


With 5G, smartphones can stream content much faster. Designers will be able to create more 
powerful games and players will be able engage immediately. Some of the other advances we have 
discussed will then come into play on the phone, from mixed reality to Al-generated gaming. 


Said the tech journal, BuiltIn: “For the gaming industry, 5G has the potential to do more than 
enable gamers to download massive titles in minutes and make lag a relic of the past. The next-gen- 
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eration cellular network could lead to a dynamic shift in how and where video games are played, 
with gamers able to choose between playing on traditional consoles or streaming the latest releases 
to their smartphone, tablet or TV."™ 


The slow-building 5G breakthrough will not only make mobile gaming better, it will likely cre- 
ate a network effect in which more and more people get into mobile gaming and gaming in general. 
And thus this section ends where it began: Electronic games may prove to be the dominant medium 
of the 2020s. 


Key Takeaways 


e Electronic games have the potential to become a dominant medium in the 2020s. 


The Future of Gaming 
This video discusses the 
future of electronic games. 


e Mixed reality, combining virtual reality and augmented reality, will further increase the appeal 
of electronic games. 

e Artificial Intelligence may be incorporated into games so each game is created as it is played 
and unique to the player. 


e 5G technology will increase the power and appeal of mobile gaming. 


View in the online reader 


Exercises 


Look back over the possible futures for electronic games in the 2020s described in this section. 
Then consider the following questions: 


1. Which of the possible futures do you think is more likely? Why? 


2. Do you think that electronic games have the potential to surpass other media in popularity? 
Why or why not? 


10.6 End-of-Chapter Material 


End-of-Chapter Assessments 


1. Questions for Section 2 


a. Identify important moments in the video game industry from the 1970s to the 2020s. 
b. What were the “console wars”? 
c. How did the cellphone influence video games? 

2. Questions for Section 3 
a. What does research say about the role of video games in real-life violence? 
b. Identify the arguments for and against the possibility of video game addiction. 
c. What are the issues surrounding race, gender, and electronic games? 

3. Questions for Section 4 
a. What is a “sandbox game”? 
b. What innovations did Fortnite bring to electronic games? 
c. What are the common characteristics of many popular electronic games? 

4. Questions for Section 5 
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Chapter 10 Electronic Games in the 2020s 


a. Why do some think electronic games may become the most dominant medium? 


b. How might video games use “mixed reality” in the future? 
c. How will Artificial Intelligence and 5G affect video games in the 2020s? 


Critical Thinking Questions 


What makes a truly successful game? 


Ga S Cu SS 


Explain your answer. 


Career Connection 


How has American culture been influenced by the makers of video games? 


Should video games be rated in a different way than movies? Explain your answer. 
What are the limitations of electronic games when compared to other forms of media? 
Do you think the overall influence of video games on culture has been positive or negative? 


Electronic games are a growing industry, and the budgets to create them are increasing every 
year. The games require large production teams made up of people with numerous communica- 
tion skills. The following jobs are important aspects of video game production: game developer, 
art director, programmer, sound designer, producer, game tester, and animator. 


Choose one of the jobs listed here or find a different job associated with the games industry and 
research the requirements for it online. When you have researched your job, answer the follow- 


ing questions: 
e What made you choose this job? 


e What strengths do you have that would help you excel at this job? 
e List the steps that you would take if you were to pursue this job. 
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CHAPTER 11 


Social Media in the 2020s 


11.1 Almost Seventy-Five Percent of 
Americans Use Social Media 


Social media—Facebook, Twitter, YouTube, LinkedIn, TikTok, Instagram, Snapchat, Pinterest, Club- 
house and more—are ubiquitous in the 2020s. Yet, it is important to remember how new they are. 
All of them were created after 2000, many after 2010. In that brief time, they have become an indis- 
pensable part of social, cultural, and political life for people all over the world. In America, in 2005, 5 
percent of adults used social media. In the early 2020s, the number is close to 75 percent." 


This chapter will take you through the short but eventful history of social media, look at their 
often turbulent role in American culture, identify trends that have marked the media, and try to 
discern their future. Many people interact with social media more than any other medium avail- 
able to them. Social media are worthy of our close attention. 


FIGURE 11.1 
It’s rare to see a teenager without a phone in hand. 
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Source: © Shutterstock, Inc. 


11.2 A History of Social Media 


Learning Objectives 


1. Trace the military origins of the early internet. 
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decentralization 


The principle that there 
should be no central hub 
that controls information 
flow. Instead, information 
is transferred via protocols 
that allow any computer to 
communicate directly with 
any other computer. 


2. Describe the creation of the World Wide Web. 
3. Identify the early pioneers in social media. 
4. Describe the explosion of social media from the late 1990s to the 2020s. 


The Military Origins of the Internet 


The history of social media is inextricably tied to the history of the internet, which makes social 
media possible. And the internet has interesting origins.” 


During the Cold War in the mid-1900s, the U.S. military was concerned about a nuclear attack 
destroying its ability to communicate. If all communication ran through a central hub, then one 
attack on the hub would disable communication. The military looked for a communication system 
based on: decentralization. In 1973, the U.S. Defense Advanced Research Projects Agency (DARPA) 
began research on protocols to allow its computers to communicate over a distributed network—a 
web of computers connected to one another, allowing inter-computer communication, with no one 
computer central to the process. DARPA reached out to universities for assistance. 


FIGURE 11.2 Centralized versus Distributed Network 
The Distributed Network had no one central computer. 


Centralized Network Distributed Network 


Source: Jack Lule 


The early internet was called ARPANET, after the U.S. Advanced Research Projects Agency 
(which added “Defense” to its name and became DARPA in 1973). It first consisted of just four uni- 
versity hosts for computers: UCLA, Stanford, UC Santa Barbara, and the University of Utah. For 
perspective, there are now more than half a million hosts, and each of those hosts likely serves 
thousands of people.” Because of this, the internet does not exist in any one place in particular. 
Rather, it is the name we give to the huge network of interconnected computers that collectively 
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form the entity that we think of as the internet. The internet is not a physical structure; it is the 
network of computers around the world. 


Hypertext: Web 1.0—and AOL 


But the early internet was available only to those with the access and technological ability to par- 
ticipate. In 1989, Tim Berners-Lee, a graduate of Oxford University and software engineer at CERN 
(the European particle physics laboratory), had the idea of using a new kind of protocol to share 
documents and information throughout the local CERN network. Instead of transferring regu- 
lar text-based documents, he created a new language called hypertext markup language (HTML). 
Hypertext was a new word for text that goes beyond the boundaries of a single document. Hyper- 
text can include links to other documents (hyperlinks), text-style formatting, images, and a wide 
variety of other components. The basic idea is that documents can be constructed out of a variety 
of links and can be viewed just as if they are on the user's computer. 


This new language required a new communication protocol so that computers could interpret 
it, and Berners-Lee decided on the name hypertext transfer protocol (HTTP). Through HTTP hyper- 
text documents can be sent from computer to computer and can then be interpreted by a browser, 
which turns the HTML files into readable web pages. The browser that Berners-Lee created, called 
World Wide Web, was a combination browser-editor, allowing users to view other HTML documents 
and create their own. Every website you will visit today still has its address (sometimes visible, 
sometimes not) beginning with a variation of http:// or https://. Berners-Lee was knighted in the 
United Kingdom and Sir Berners-Lee is known as “the father of the World Wide Web.” 


FIGURE 11.3 
Tim Berners-Lee used this NeXT workstation as the first web server on the World Wide Web. 


PROPRIETE CERN 


Source: Coolcaesar, https://commons.wikimedia.org/wiki/File:First_Web_Server.jog. Available under CC BY-SA 3.0, https:// 
creativecommons.org/licenses/by-sa/3.0/deed.en. 
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In 1991, the same year that Berners-Lee created his web browser, an early internet connection 
service, Q-Link, was renamed America Online, or AOL for short. This service would eventually grow 
to become one of the first internet entry points for millions of people. It made internet access avail- 
able (and simple) for anyone with a telephone line. Although the web in 1991 was not what it is 
today, AOL's software allowed its users to create communities based on just about any subject, and 
it only required a dial-up modem—a device that connected any computer to the internet via a tele- 
phone line. Although AOL was later disparaged as a relic of the past, its role in first bringing the 
internet to mainstream users was instrumental.” 


Browser Wars 


AOL offered a “proprietary” service to view the World Wide Web—you had to pay 

FIGURE 11.4 for it. But the web could also be viewed through a free, standalone web browser. 
eat AA spe oe It just needed to be invented. The first of these browsers to make its mark was 
the program Mosaic, released by the National Center for Supercomputing Appli- 

. cations at the University of Illinois. Mosaic was offered for free and grew very 

O =) quickly in popularity due to features that now seem integral to the web. Things 
like bookmarks, which allow users to save the location of particular pages with- 


out having to remember them, and images, now an integral part of the web, were 
all browser additions that made the web more usable for many people.” 


As more and more people accessed the web, the ability to provide access to 

the web was proving to be crucial—and valuable. Developers who worked on 

\ Mosaic went on to create Netscape Navigator, an extremely popular browser dur- 

ing the 1990s. For some time, Netscape was the primary way people accessed the 

web. But then, in a controversial move, Microsoft—whose Windows software 

powered most early computers before Apple—created its own web browser, 

Internet Explorer, and had it preloaded on Microsoft's ubiquitous Windows operating system. Peo- 

ple would need to have the initiative and know-how to download and install Netscape. Most did 
not. Soon, Microsoft's Explorer was the leading browser. 


Source: Rose Carson/Shutterstock.com 


Netscape complained about Microsoft's decision to use its hardware superiority (Windows) 
to establish software superiority (Explorer). But the claim had little legal standing and Netscape 
thus began converting Navigator software into a free, open-source, easy-to-install program called 
Mozilla Firefox, which pushed back against Explorer. In 2010, Firefox became the second-most- 
used web browser on the internet.” Firefox then represented about a quarter of the market—not 
bad, considering its lack of advertising and Microsoft’s natural advantage of packaging Internet 
Explorer with the majority of personal computers. 


In 2008, Google created its own browser, highlighted by its Google search box, and by the 2010s, 
the speed of Google Chrome and the vulnerability of Explorer to viruses upended the market. 
Chrome's share often surpassed 60 percent of uses while Explorer collapsed to near 15 percent, 
falling even below Firefox. Other browsers included Opera and Apples Safari.” 


The Beginning of Social: Email 


Email—electronic mail—has, in one sense or another, been around for quite a while. Originally, elec- 
tronic messages were recorded within a single mainframe computer system. Each person working 
on the computer would have a personal folder, so sending that person a message required nothing 
more than creating a new document in that person's folder. It was just like leaving a note on some- 
one’s desk,” so that the person would see it when they logged onto the computer. 
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However, once networks began to develop, things became slightly more complicated. Computer 
programmer Ray Tomlinson is credited with inventing the naming system we have today, using the 
@ symbol to denote the server. In other words, name@gmail.com tells the host “gmail.com” (Google's 
email server) to drop the message into the folder belonging to “name.” Tomlinson is credited with 
writing the first network email using his program SNDMSG in 1971. This invention of a simple stan- 
dard for email is often cited as one of the most important factors in the rapid spread of the internet, 
and is still one of the most widely used internet services. 


The use of email grew in large part because of later commercial developments, especially Amer- FIGURE 11.5 
ica Online, that made connecting to email much easier than it had been at its inception. Internet Email changed modern 
i : $ eee od communication. 
service providers (ISPs) packaged email accounts with internet access, and almost all web browsers 
included a form of email service. In addition to the ISPs, email services like Hotmail and Yahoo! 


Mail provided free email addresses paid for by small text ads at the bottom of every email message 
sent. These free “webmail” services soon expanded to comprise a large part of the email services | @ | 


that are available today. 
The Early Days of Social Media: Usenet and 
G eoC iti es Source: Ul/Shutterstock.com 


One of the consequences of the spread of the internet was the founding of Usenet. In 1979, Univer- 
sity of North Carolina graduate students Tom Truscott and Jim Ellis connected three computers in 
a small network and used a series of programming scripts to post and receive messages. In a very 
short span of time, this system spread all over the burgeoning internet. Much like an electronic ver- 
sion of community bulletin boards, anyone with a computer could post a topic or reply on Usenet. 


The group was fundamentally and explicitly anarchic, as outlined by the posting “What is 
Usenet?” This document says, “Usenet is not a democracy ... there is no person or group in charge 
of Usenet ... Usenet cannot be a democracy, autocracy, or any other kind of ‘-acy.”"*! Usenet was 
not used only for socializing, however, but also for collaboration. In some ways, the service allowed 
a new kind of collaboration that seemed like the start of a revolution: “I was able to join rec.kites 
and collectively people in Australia and New Zealand helped me solve a problem and get a circular 
two-line kite to fly,” one user told the United Kingdom's Guardian. ™ 


Other groups developed. Throughout the 1980s into the 1990s, people were using media to be 
social—social media. AOL was still the dominant way for many to access the web. Yahoo! was devel- 
oped as a search engine to search the web. In 1995, David Bohnett the president and founder of a 
group, Beverly Hills Internet, announced the creation of “GeoCities.” GeoCities built its business by 
allowing users (“homesteaders’) to create web pages in “communities” for free, with the stipulation 
that the company placed a small advertising banner at the top of each page. Anyone could regis- 
ter a GeoCities site and subsequently build a web page about a topic. Almost all of the community 
names, like Broadway (live theater) and Athens (philosophy and education), were centered on spe- 
cific topics.” 


This idea of centering communities on specific topics likely came from Usenet. In Usenet, 
the domain alt.rec.kites refers to a specific topic (kites) within a category (recreation) within a 
larger community (alternative topics). This hierarchical model allowed users to organize themselves 
across the vastness of the internet, even on a large site like GeoCities. The difference with GeoCities 
was that it allowed users to do much more than post only text (the limitation of Usenet). Although 
each GeoCities user had only a few megabytes of web space, GeoCities offered standardized pic- 
tures—like mailbox icons and back buttons—hosted on GeoCities's main server. Those standard 
icons were so ubiquitous that they have now become a part of the internet's cultural history. 


GeoCities’s model was so successful that the company Yahoo! bought it for $3.6 billion at its 
peak in 1999. At the time, GeoCities was the third-most-visited site on the web (behind Yahoo! and 
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AOL), so it seemed like a sure bet. A decade later, on October 26, 2009, Yahoo! closed GeoCities for 
good in every country except Japan. What happened? 


Social Media Explodes on the Scene 


The early work on the internet and the web created the infrastructure for an 
FIGURE 11.6 explosion of social media beginning in the late 1990s. The innovation was dizzy- 
Different types have emerged over the years : j ; : 
and some have faded into history. ing. Classmates was launched in 1995 to help alumni of different schools find each 
other. SixDegrees was created in 1996 to help people network through the six con- 
© nections that might link them. Friendster, LinkedIn, MySpace, and Skype were 


offered in 2002 and 2003. 


Source: tanuha2001/Shutterstock.com 
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And then, in 2004, Mark Zuckerberg and friends at Harvard College created 
The Facebook to detail and organize their classmates. (Books and movies have 
been created about whether Zuckerberg stole the idea from others.) In two years, 
the site, now called Facebook, was available to anyone over 13 years old with an 
email address. The innovations did not stop: YouTube and Reddit in 2005, Twitter 
in 2006, Instagram in 2010, Snapchat in 2011, TikTok in 2017, and Clubhouse in 2020. 


O60 


& 


Facebook certainly is the exemplar of successful social media. How has it 
maintained its prominence? It has a solid business model—collecting information on its users (who 
often readily give out such information to personalize their experience) and using that information 
to sell advertising perfectly targeted to an audience. 


Facebook also has the advantage of a now-mature organization. As social media was evolving, 
most users had few qualms about moving to whichever site offered the better experience; most 
users have profiles and accounts on numerous services. But as relational networks become more 
and more established and concentrated on a few social media sites, it becomes increasingly difficult 
for newcomers to offer the same rich networking experience. For a Facebook user with hundreds 
of friends in their social network, switching to another network and bringing along the entire net- 
work of friends would be a daunting and infeasible prospect. 


Mighty Google attempted to break Facebook's hold on social media. It offered Google Buzz, 
linked to its popular Gmail, giving Buzz a built-in user base from Gmail contact lists. Google+ was 
yet another attempt. Both failed to dent Facebook. Google's struggles underscore how difficult it 
has become to compete with Facebook. And when a competitor arises, offering something different, 
such as Instagram, Facebook can always purchase it. Facebook bought Instagram for $1 billion in 
2012. 


Yet as the 2020s proceed, new forms of social media, such as Clubhouse, the audio chat site, will 
be developed and incorporated into the lives of users." 


The History of Social 
Media 

This short video discusses Key Takeaways 

the history of social media. 


e The internet has military origins. The goal of the original internet was decentralization so that 
an attack could not disable U.S. military communication. 


e Sir Tim Berners-Lee created the World Wide Web that made it easier for non-technical peo- 
ple to access the internet. Another development, the web browser, allowed for access to 
and creation of web pages all over the internet. 


e Building on the early infrastructure of the internet and the web, early pioneers, such as GeoC- 
ities, began to use the medium as social media. 


View in the online reader e In the late 1990s and early 2000s, an explosion of social media brought about the creation 
of social media that are still popular today, from YouTube to Twitter to Facebook. 
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Exercises 


You likely use at least one social media site. The sites have many different ways of paying for 
themselves but most rely on advertising. Visit your social media site a few times and then con- 
sider the following: 


e What ads do you see? 
e Why do you think you are seeing those particular ads? 


11.3 The Role of Social Media in 
American Culture 


Learning Objectives 


1. Identify how social media has influenced American politics. 
2. Discuss how privacy concerns have disrupted social media. 


8. Determine the changes brought to commerce and media profits by social media. 


Entire books have been written on the role of social media in American culture. In the 2020s, how- 
ever, we can identify three areas of increasing importance: politics, privacy, and profits. Let's take 
each in turn. 


Politics and Social Media 


Almost from their inception, social media were caught up in politics. Media such as Facebook and 
Twitter allowed politicians, campaigns, and interest groups to bypass mainstream media and com- 
municate directly with voters. And as they quickly grew in size and reach, social media became 
indispensable. Every presidential campaign since 2008 has been influenced by social media. 


Some called 2008, the “Facebook election.” The Barack Obama campaign, which succeeded 
against Republican John McCain, recognized the power of the still-young medium. U.S. News & 
World Report said, “This election was the first in which all candidates—presidential and congres- 
sional—attempted to connect directly with American voters via online social networking sites like 
Facebook and MySpace.” Noting the emphasis on Facebook, the magazine continued, “It is no coin- 
cidence that one of Obama's key strategists was 24-year-old Chris Hughes, a Facebook cofounder. 
It was Hughes who masterminded the Obama campaign's highly effective web blitzkrieg—every- 
thing from social networking sites to podcasting and mobile messaging.” 


Politicians around the world took note. In the 2012 election, Obama again turned to social 
media but so did his opponent, former Massachusetts governor Mitt Romney. Social media 
accounts helped candidates identify supporters and in turn raise money from them as well as urge 
them to contact others. The New York Times noted the influence of YouTube and Twitter but again 
found Facebook to have the greatest impact: “Facebook, the juggernaut of social networking sites, is 
still one of the most influential social media tools for politicians, entertainers, celebrities, and other 
prominent people. Getting a user to share, comment, and like the content flowing through the site 
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is a huge victory and could potentially help reach voters who don't just rely on traditional print and 
TV outlets for information.”"* 


In 2016, things took a darker turn. The campaigns of Hillary Clinton and Donald Trump both 
used every social media outlet available—with Trump a constant presence on Twitter. The election 
was also dogged by allegations that Russian hackers, with dozens of disguised accounts, had posted 
false news stories to Facebook designed to discourage Clinton supporters and to mobilize support- 
ers of Trump, who won. 


FIGURE 11.7 
Barack Obama was one of the first politicians to recognize the power of social media. 
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But perhaps a deeper threat was recognized in the very functioning of social media. The algo- 
rithms of social media are designed to provide you with information (and advertising) that are 
aligned with your interests. When it comes to politics, however, the algorithms can work against 
people getting adequate information for voting. 


A social media analyst noted: “Many people can't understand how Trump could possible gain 
so much support, given the breadth of coverage about his various failings and extreme views. 
But when you consider that more Americans than ever now get their news via Facebook—some 
63% according to Pew Research—and that Facebook's News Feed algorithm shows people content 
they're more likely to Like and engage with, it's not a stretch to imagine that such a process could 
have a significant impact on political perception.” The argument is that depending on your politi- 
cal leanings, you will only see content that confirms what you believe. The situation leads to people 
placing themselves into “filter bubbles” that never bring them information that goes against their 
current beliefs."” 


The 2020 presidential election only highlighted concerns over social media. The social media 
platforms were on guard against interference from international hackers. But in the aftermath of 
the election, which Joe Biden won, supporters of President Trump claimed that millions of votes 
were cast illegally. Trump continued to make the claims of illegality over social media even after 
the votes were certified by states. And on January 6, 2021, as the election was being confirmed in 
Congress, after a speech by Trump, his supporters attacked the U.S. Capitol. In the aftermath, the 
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now-former president was banned from Twitter and Facebook. As the 2020s proceed, social media 
certainly is front and center in American politics. 


FIGURE 11.8 
After inflammatory statements on Twitter, Trump was permanently suspended. 
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Privacy and Social Media 


Social networking provides unprecedented ways to keep in touch with friends, but that ability 
can sometimes be a double-edged sword. Users can update friends with every latest achieve- 
ment—‘[your name here] just won three straight drinking games downtown!’—but may also 
unwittingly be updating bosses and others from whom particular bits of information should be 
hidden. 


The shrinking of privacy online has been rapidly exacerbated by social networks, and for 
a surprising reason: conscious decisions made by participants. Putting personal information 
online—even if it is set to be viewed by only select friends—has become fairly standard. Dr. Kieron 
O'Hara studies privacy in social media and calls this era “intimacy 2.0," a riff on the buzzword “Web 
2.0.” One of O'Hara's arguments is that legal issues of privacy are based on what is called a “reason- 
able standard.” 


According to O'Hara, the excessive sharing of personal information on the internet by some 
constitutes an offense to the privacy of all, because it lowers the “reasonable standard” that can be 
legally enforced. In other words, as cultural tendencies toward privacy degrade on the internet, it 
affects not only the privacy of those who choose to share their information, but also the privacy of 
those who do not. We are close to entering an era in which privacy is not expected. 


Indeed, It's almost a given that when you shop online for shoes, you'll suddenly find yourself 
served with ads for shoes across a bunch of other websites, or in your Facebook feed. If you've been 
in a physical store, you might see a related ad pop up in one of your apps later on. 
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Facebook CEO Mark 
Zuckerberg's Opening 
Testimony to Congress 
Facebook founder Mark 
Zuckerberg testified remotely 
before the U.S. Senate on 
July 29, 2020. 


View in the online reader 


Connected, But Alone? 
The Effect of Social 
Media 

This TED Talk given by MIT 
researcher Sherry Turkle 
discusses the alienation 
caused by social media. 


View in the online reader 


With close to 3 billion users, it is no surprise that Facebook is one of the primary battlegrounds 
for privacy on the internet. In its earlier years, Facebook seemed to imply that people gave up 
their privacy so they could share information." For example, in 2009, the company decided to make 
public information sharing the default setting on Facebook. Previously, users could restrict pub- 
lic access to basic profile information like their names and friends. The new settings made all this 
information publicly available with no option to make it private. 

Mark Zuckerberg, the founder of Facebook, can make things worse. At an award ceremony in 
San Francisco in early 2010, Zuckerberg claimed that privacy was no longer a “social norm.” For 
more than ten years, Facebook has tried to balance the concerns of users about their private infor- 
mation and the desires of advertisers for access to that information. Critics charge that Facebook 
tries mightily to have users share more of their information publicly—information that Facebook 
will then use to offer more targeted advertising. ™ The more information a marketer has, the better 
the company can target a message, and the more likely it is that the recipient will buy something. 


Privacy and Facebook exploded again in controversy in 2018 when news reports revealed that 
a London-based data analytics company, Cambridge Analytica, was able to surreptitiously collect 
personal data on up to 87 million people through Facebook, possibly using the data to try and influ- 
ence the outcome of the 2016 U.S. presidential election and the Brexit vote. Mark Zuckerberg was 
forced to appear before the U.S. Congress, faced hours of withering questions and promised, once 
again, to protect the privacy of Facebook users. Some people had had enough and opted to #Delete- 
Facebook. 


The 2020s see Facebook (as well as other social media) facing government inquiries over pri- 
vacy concerns. The European Union has been much more aggressive than U.S. regulators in 
attempting to control the use of personal data by Facebook.™! But U.S. institutions have taken note 
and social media sites expect to see more oversight over privacy concerns. 


Profits and Social Media 


As we have seen, profits for social media such as Facebook and Twitter come largely from advertis- 
ing. Rather than placing an expensive ad on television or in a magazine that might be of interest to 
10 percent of viewers, companies turn to social media, which offer the opportunity to place a tar- 
geted ad in front of someone who recently searched for the product or posted about the product. 
The return on investment is much greater for advertisers on social media. 


And thus, one of the primary influences of social media on American culture is the flow of 
advertising dollars away from other media—newspapers, radio, television, and magazines—to 
social media. Almost every medium discussed in this book has been affected by the movement of 
advertising dollars to social media. The huge profits made by social media companies, now some of 
the most valuable companies in the world, have come at the expense of other media. 


If youre not paying for the product, the product is you. Ironically, the social media advertising 
model comes directly from traditional media. For example, a traditional television program comes 
to viewers “for free.” The program is not free, of course, but paid for by the advertising that viewers 
are exposed to throughout. Social media uses the same model. You might have heard the expres- 
sion: “If youre not paying for the product, the product is you.” As you scroll through your feeds 
on Twitter, Facebook, or Instagram, that media company is renting your eyeballs to its advertisers. 
Advertising isn't just a way for Facebook and its ilk to perhaps earn a little bit of revenue in between 
hosting family photos and personal musings. It's the very purpose of the site's existence, and the 
same goes for Twitter and LinkedIn.”"™! 


Google's model is slightly different but of great interest. Its main business is advertising—and 
it is a highly successful business. Google's search engine, Gmail, and Blogger give that single com- 
pany an immense amount of information and a historically unsurpassed ability to market to 
specific groups. Your Google searches reveal much about you—your desires, plans, fears, illnesses, 
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interests, and more. Google takes that knowledge of you and sells it to advertisers. If you do a 
search on how to get a better night’s sleep, you can be sure that eventually you will be seeing adver- 
tisements on sleep aids, mattresses, pillows, and more. It is good to remember that the purpose of 
social media is not pleasure but profit. 


FIGURE 11.9 
Social media companies are able to entice advertisers with a formula that works. 


Source: © Shutterstock, Inc. 


Key Takeaways 


e Social media, since their creation, have played increasingly important roles in every presiden- 
tial election. 

e Social media, such as Facebook, at first appeared to assume that privacy was a thing of the 
past. But government regulators are trying to provide for more privacy on social media. 


e Facebook has been the leader in privacy-related controversy, with its seemingly constant 
issues with privacy settings. One of the critical things to keep in mind is that as more people 
become comfortable with more information out in the open, the “reasonable standard” of 
privacy is lowered. This affects even people who would rather keep more things private. 


e Social media depend on people providing private information that can be sold to advertisers. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. Some people are comfortable providing private information for the pleasures of social media. 
Are you? Why or why not? 


2. Do you think that governments should regulate social media? Why or why not? 
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broadband Internet 
access 


Higher-speed connections 
to the internet that make 
things like live video, 
audio, and file sharing 
possible. 


11.4 Trends in Social Media 


Learning Objectives 


Define the digital divide as it relates to social media and the internet in the 2020s. 
Emphasize the special challenges of rural areas for access to social media and the internet. 


Identify issues surrounding disinformation, conspiracies, and “fake news.” 
Determine how Wikipedia tries to fight against disinformation. 
Identify the issues surrounding net neutrality in the 2020s. 


aa & SP > 


As we have stressed throughout this chapter, social media are relatively new. In comparison to 
media like newspapers and magazines, social media are in their infancy. But it is possible to identify 
some important trends that shape and are shaped by social media in America. 


Access to Broadband —the Digital Divide in 
the 2020s 


By December 2002, not that long after the creation of the World Wide Web, a survey by the Pew 
Internet & American Life Project found that 84 percent of Americans believed that they could find 
information on health care, government, news, or shopping on the internet.™! This belief in a still- 
new medium would in itself be remarkable, but taking into account that 37 percent of respondents 
were not even connected to the internet, it becomes even more fantastic. In other words, of the 
percentage of Americans without internet connections, 64 percent still believed that it could be a 
source of information about these crucial topics. 


The expectations of course were that all Americans would eventually have access to the web, 
just as they had access to every other medium if they chose. Nowhere was this more apparent than 
in the Bush administration's 2004 report, “Toward a New Golden Age in Education: How the inter- 
net, the Law, and Today’s Students Are Revolutionizing Expectations.” By this time, the term digital 
divide was already widely used and the goal of “bridging” it took everything from putting comput- 
ers in classrooms to giving personal computers to some high-need students to use at home. 


Though often used globally to describe the chasm between rich and poor countries, the “digital 
divide” was recognized as an American phenomenon as well. The report stated that an “explosive 
growth” in sectors such as e-learning and virtual schools could allow each student “individual 
online instruction." More than just being able to find information online, people expected the 
internet to provide virtually unlimited access to educational opportunities. To make this expecta- 
tion a reality, one of the main investments that the paper called for was increased broadband 
Internet access. The report called for broadband access “24 hours a day, seven days a week, 365 days 
a year,” saying that it could “help teachers and students realize the full potential of this technol- 


ogy." 


Almost 20 years later, the COVID-19 pandemic showed that expectations still outpaced reality. 
The digital divide was still creating two Americas. One America has multiple computers, tablets, 
and smart phones and fast and convenient broadband, strong enough for numerous people in the 
home to stream movies, play games, and attend online classes. The other America, often in cities 
or rural areas, has few computers, flip phones, and a weak internet service that cannot handle a 
streaming video for an online class. 
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FIGURE 11.10 
During the COVID-19 pandemic, many students needed to work in libraries and classrooms because of lack of 
internet access. 


Aa 


pe 


Tee 


Source: © Shutterstock, Inc. 


Even Seattle—home of Microsoft, Amazon, Starbucks, and numerous other companies—found 
that many of the city’s homes did not have internet access. The divide was more pronounced across 
the state: In Washington, 15% of households lacked internet subscriptions. And for families in 
Washington earning $20,000 or less a year, the percentage of those without access was almost 40%. 


“This isn't about cat videos on YouTube anymore,” said Lloyd Levine, senior policy fellow at the 
University of California-Riverside, who studies the digital divide. “The internet is an essential, inte- 
gral part of civic life in America in 2020. People who don't have access to the internet at home suffer 
demonstrable educational and economic harms.””” 


Rural Areas and Access to Information 


One of the founding principles of many public library systems is to allow for free and open access 
to information. Historically, one of the major roadblocks to achieving this goal has been a simple 
one: location. Those living in rural areas or those with limited access to transportation simply could 
not get to a library. But with the spread of the internet, the hope was that a global library would be 
created—an essential prospect for rural areas. 


One of the most remarkable educational success stories in the Department of Education's 
study is that of the Chugach School District in Alaska. In 1994, this district was the lowest per- 
forming in the state: over 50 percent staff turnover, the lowest standardized test scores, and only 
one student in 26 years graduating from college.”! The school board instituted drastic measures, 
amounting to a complete overhaul of the system. They abolished grade levels, focusing instead on 
achievement, and by 2001 had increased internet usage from 5 percent to 93 percent. And in the 
2020s, the district is thriving.” 


The Department of Education study emphasizes these numbers, and with good reason: The 
standardized test percentile scores rose almost 50 pointsin a period of 4 years, in both math 
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and language arts. Yet these advances were not exclusive to low-performing rural students. In 
Florida, the Florida Virtual School system allowed rural school districts to offer advanced-place- 
ment coursework. Students excelling in rural areas could now study topics that were previously 
limited to districts that could fill (and fund) an entire classroom. Just as the Interstate Highway 
System commercially connected the most remote rural communities to large cities, the internet has 
brought rural areas even further into the global world, especially in regard to the sharing of infor- 
mation and knowledge. 


Credibility, Disinformation, and “Fake News” 


Social media has undoubtedly been a boon for people looking to be in touch with family and 
friends. And yet that very context makes social media a desirable place for others to place infor- 
mation and disinformation. Why? Here is an example: Someone scrolls through their Facebook 
feed and sees the latest report from a friend about her new baby. The person then sees a report 
describing how Democrats are secretly Satan-worshipping pedophiles who run a global child sex 
trafficking operation. That report is influenced by the fact that it has appeared right after a report 
from a friendly and trusted source. 


And though the idea that Democrats might be Satan-worshipping abusers of children could 
seem ludicrous and unbelievable to you, here is a headline of a 2021 article from Business 
Insider: “Almost a quarter of Republicans believe Satan-worshiping pedophiles control the US gov- 
ernment, media, and financial sector.” The belief is actually a core tenet of the far-right group, 
QAnon, which continues to dominate deeply conservative news and thinking after former Presi- 
dent Donald Trump left office. The biggest factor behind the spread of this belief is right-wing news 
reports that find their way to social media feeds.” 


This is not necessarily a problem with social media specifically; any traditional medium 
can—knowingly or unknowingly—publish unreliable or outright false information. But the explo- 
sion of available sources on social media has caused a bit of a dilemma for information seekers. The 
difference is that much of the information on social media is not the work of professional authors, 
but of amateurs who have questionable expertise or, worse, people and hackers purposely trying to 
spread false information for their own purposes and profit. 


As you recall from our earlier discussion, “filter bubbles” exacerbate this problem. People's 
social media feeds provide them with information that they want to believe or already believe. 
QAnon supporters, from this perspective, likely will not see information that contradicts their the- 
ories. Indeed, they will be fed more information like that. 


FIGURE 11.11 
Social media presents information that may not always be true. 
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And the context in the 2020s is even more complicated by the concept of “fake news.” Though 
false stories go back to early humankind, the term was originally used in the 2010s by journalists 
and scholars to call out false stories created for political or economic gain. In a kind of verbal 
wrestling move, Donald Trump, when he was president, turned the term back on the mainstream 
media, calling any story that he did not like, “fake news.”™ For social media and American culture, 
the overall problem is vexing. While disinformation and conspiracies fill social media feeds, legiti- 
mate sources of information are disparaged as “fake news.” 


Wikipedia: The Internet’s Precocious Problem Child 


Nowhere has this cross-examination and cross-listing of sources been more widespread than with 
Wikipedia. Information free and available to all? That sounds like a dream come true—a dream 
that Wikipedia founder Jimmy Wales was ready to pursue. Since the site began in 2001, the Wiki- 
media Foundation (which hosts all of the Wikipedia pages) often is among the top ten most-visited 
site on the web. 


Organizations had long been trying to develop factual content for the web but Wikipedia went 
for something else: verifiability. The guidelines for editing Wikipedia state, “What counts is 
whether readers can verify that material added to Wikipedia has already been published by a reli- 
able source, not whether editors think it is true.”*" The benchmark for inclusion on Wikipedia 
includes outside citations for any content “likely to be challenged” and for “all quotations.” 


While this may seem like it’s a step ahead of many other sources on the internet, there is a 
catch: Anyone can edit Wikipedia. This has a positive and negative side—though anyone can van- 
dalize the site, anyone can also fix it. In addition, calling a particularly contentious page to attention 
can result in one of the site's administrators placing a warning at the top of the page stating that 
the information is not necessarily verified. Other warnings include notices on articles about living 
persons, which are given special attention, and articles that may violate Wikipedia's neutrality pol- 
icy. This neutrality policy is a way to mitigate the extreme views that may be posted on a page with 
open access, allowing the community to decide what constitutes a “significant” view that should be 
represented.2"! 
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verifiability 

The key to a source that is 
considered usable on 
Wikipedia. Verifiable 
information is credited to a 
specific author or reliable 
news organization, and 
has been previously vetted 
in some way— “truth” does 
not enter into the picture. 


You might have professors or friends who warn you against using Wikipedia. FIGURE 11.12 
But as long as users do not take the facts on Wikipedia at face value and make Wikipedia ires to beareliable sourceci 
sure to follow up on the relevant sources linked in the articles they read, the site information. 


can be an extremely useful reference tool that gives users quick access to a wide 
range of subjects. 


However, care must be taken. Articles on controversial or esoteric subjects 
can be especially prone to vandalism or poorly researched information. Since 
every reader is a potential editor, a lack of readers can lead to a poorly edited page 
because errors, whether deliberate or not, go uncorrected. In short, the lack of 
authorial credit can lead to problems with judging bias and relevance of informa- 
tion, so the same precautions must be taken with Wikipedia as with any other 
online source, primarily in checking references. The advantage of Wikipedia is its 
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openness and freedom—if you find a problem, you can either fix it (with your Source: pixinoo/Shutterstock.com 


own verifiable sources) or flag it on the message boards. Culturally, there has been a shift from valu- 
ing a few reliable sources to valuing a multiplicity of competing sources. However, weighing these 
sources against one another has become easier than ever before. 
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Net Neutrality in the 2020s 


Most internet users in the United States connect through a commercial internet service provider 
(ISP). The major players—Comcast, Verizon, Time Warner Cable, AT&T, and others—serve as portals 
to the internet, providing a way for anyone with a cable line or phone line to receive broadband 
internet access through a dedicated data line. 


But you might not have thought about how such a system works or might work. One way is 
that ISPs should treat all content impartially. Any two websites from any two organizations with 
similar server capabilities will load at the same speed. Amazon, no matter how big, should not be 
given preference by a service provider over the local library. Or else only the already big, established, 
wealthy companies would have the best media sites. No one should have their internet service 
slowed down or blocked because someone else paid more. 


Service providers, however, might not be happy with this arrangement. They would offer 
another way. They would love a new service model that would allow corporations or others to pay 
for a “higher tier” service. For example, this would allow Amazon to pay Comcast so that its website 
moves faster than other companies, unless the other companies also wanted to pay for the higher 
service. The local library would be left with the second-class, slower service. The ISPs see this as 
good capitalism—let people and companies pay for better service if they want to or can afford it. 
Some passengers, after all, pay for better treatment in first class. Why not ISPs? 


In 2015, the Federal Communication Commission (FCC), during the Obama administration, 
provided one answer. It reclassified ISPs as “common carriers” that can be regulated under the 
Communications Act. Under this re-categorization, the internet is treated as a public utility—the 
internet is public and does not belong to any private company—and thus the ISPs cannot offer pre- 
mium rates for some and slower service to others. Net neutrality rules were designed to enable a 
free flow of information, requiring ISPs to provide equal speeds to all content providers and appli- 
cations that use the internet, allowing our current open internet’ environment to persevere. 


FIGURE 11.13 
Supporters of net neutrality rally outside Comcast headquarters in Philadelphia, 2018. 
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Source: Michael Candelori/Shutterstock.com 
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The FCC called the regulations net neutrality rules. And the main reason is that without them 
small companies or internet startups would not have the ability to grow their businesses. Defend- 

: ; . igs s The concept that service 

ers of net neutrality contend that small businesses (those without the ability to forge partnerships providers should treat all 
with the service providers) would be forced onto a “second-tier” internet service, and their content online content equally, 


would naturally suffer, decreasing inventiveness and competition among internet content rather than developing a 
: tiered system that allows 
providers. companies to pay for 
faster delivery of 
information. 


net neutrality 


In 2017, under the Trump administration, the FCC followed a path of deregulation and elimi- 
nated many of the regulations. Amidst much uproar, the ISPs did not implement many changes 
and, by 2020, a Democrat, Joe Biden was in the White House with a new FCC chairperson, Jessica 
Rosenworcel, who is a supporter of net neutrality.’ The 2020s will see continued oversight of ISPs 
and the potential re-introduction of net neutrality regulations at the state as well as the federal 
level. 


We have placed net neutrality under a common trend for social media because net neutrality is 
almost always under pressure from ISPs, lobbyists, and supporters and opponents in Congress and 
the decisions influence all of the social media companies—and companies to come—and will influ- 
ence how each of us accesses the internet. It is likely too that wireless companies will be pulled into 
this discussion thus further complicating how the American people will get their social media. 


Key Takeaways 


e The United States still faces a “digital divide” with access to the internet and social media, 
especially in rural areas. 

e Disinformation and “fake news” have continued to dominate discussion of social media and 
politics. 

e Wikipedia has found success as a crow-sourced information source in an age of much dis- 
information. 

e Net neutrality is a general category of laws that seek to make it illegal for service providers 
to discriminate among types of internet content. One downside of content discrimination is 
that a service provider could potentially make competitors’ sites load much more slowly than 
their own. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. You might combine a few of our trends by doing a Wikipedia search on the digital divide. 
What do you find? How is the information cited? Do you find it reliable? 


2. As you have seen, net neutrality is more controversial. Look at the Wikipedia site for net neu- 
trality. Do you get a sense of where the Wikipedia entry stands on the topic? How? 


3. Do you think internet service should be treated like first class and economy seats in air- 
planes? Why or why not? 
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11.5 The Future of Social Media in the 
2020s 


Learning Objectives 


1. Analyze the legal scrutiny that will accompany the growth of social media. 
2. Identify the potential of “social commerce” in the 2020s. 


8. Describe the continued dominance of video content on social media and the rise of TikTok. 
4. Discuss why augmented reality will become common in the 2020s. 


More Growth—and More Legal Scrutiny 


After reading through some of the trends in the previous section, you wont be surprised to learn 
that one future of social media is more growth—along with more regulatory control and legal 
scrutiny. Social media certainly will grow. Much of the world is still getting wired to the internet. 
Soon those countries and peoples will find their way to social media. And the big social media com- 
panies—YouTube, Facebook, Instagram, Twitter, and more—will maintain their dominance. 


But with that dominance will come government regulations. Data privacy and data security 
are two issues that will not go away in the 2020s. The European Union, for example, does not accept 
at all the “free market rules” that have allowed social media companies in the United States to 
escape undue scrutiny as they gathered, used, and sold private information. In developing coun- 
tries where social media will be starting “fresh,” it can be expected that more privacy controls will 
be put into place from the start. China and India too—with more than one-third of the world's pop- 
ulation—take a very different approach to social media. The United States likely will follow the lead 
of others and limit the collection and use of personal information. 


The very content that appears on U.S. social media will also be under 


FIGURE 11.14 i : oe 
Social media companies face little regulation scrutiny, from the political right and left. For example, in 2021, some critics 
currently. blamed social media outlets for helping to organize the January 6 protest and riot 


at the U.S. Capitol. Others wondered why Twitter had the power to ban a U.S. 
president for his content. The Council on Foreign Relations looked at the world- 
wide scene and noted, “Critics say the companies are not incentivized to regulate 
hateful or violent speech because their ad-driven business models rely on keep- 
ing users engaged. At the same time, politicians in some countries, including the 
United States, argue that social media companies have gone too far with moder- 
ation, at the expense of free speech.”®"! 


Social media companies argue that policies are difficult to create and 
enforce. For example, it can be difficult for humans—or algorithms—to distin- 
Source: © Shutterstock, Inc. guish between hate speech and commentary or general statements or a call to 

arms, such as “fight to the death.” Some companies argue the burden should not be on them to 
write U.S. rules and actually have called for government regulation. These are issues that will 
endure in the 2020s. 
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Social Commerce—Shopping in the Feed 


The 2020s have seen the embrace of a relatively new phrase: “social commerce.” 
The COVID-19 pandemic pushed forward a revolution that already was under- FIGURE 11.15 

£ z ai : f i A Online shopping thrived during the pandemic. 
way: in-store shopping giving way to online shopping. But social commerce is not 
the same as traditional e-commerce. So what exactly is social commerce? The 
marketing site Hootsuite explains: “Social commerce is the process of selling SHOPPING ONLINE 
products directly on social media. With social commerce, the entire shopping 
experience—from product discovery and research to the checkout 
process—takes place right on a social media platform.”®® 


In other words, in social commerce, as you scroll through your Facebook 
feed, you might see an ad for vitamins at a health store (probably because you did 
a search for vitamins, but that is another story). You click on the ad and—you do 
NOT get taken to the website of the health store. You instead make the purchase 
right on your Facebook feed, never leaving the app, and then continue scrolling 
through your feed. That is social commerce. 


Brands have long used social media platforms like Instagram, Pinterest, and 
Facebook to sell products. The difference is where, how—and how fast—that 
transaction can get completed. As we enter the 2020s, social commerce is already Source: © Shutterstock, Inc. 
well on its way to becoming a competitor with websites and online sellers. Face- 
book, Instagram, and Pinterest have “storefronts” in operation. And the trend will strengthen as 
more brands and more social media get on board. 


Hootsuite says social commerce is a $89.4 billion market as we start the 2020s. It is projected to 
grow to $604.5 billion in the next seven years. You will not escape social commerce in your social 
media feeds. 


The Dominance of Video —and a TikTok 
Evolution 


In some ways the future of social media in the 2020s is the same future as the 2010s—the continued FIGURE 11.16 
dominance of video content. Video content has proved to be one of the most engaging forms of — Tiktok gained popularity 
social media and remarkably adaptable. Mobile technology has driven much of this success. It is during the pandemic. 
incredibly easy and fast now to shoot, edit, produce, and upload video and even easier to watch it. 


Users seem to appreciate the wide variety of choices as well. From short-form videos, such as 
those popular on TikTok, or long-form content on YouTube, people spend time on social media 
watching videos. Some studies even suggest that in the 2020s, 82% of all online content will be 
video.”” The written word is perhaps too slow and less engaging for mobile. 


TikTok perhaps is the best example of this phenomenon. In its study of the medium, The New 


i i g ; g , Source: XanderSt/Shutterstock. 
York Times headline read: “TikTok (Yes, TikTok) Is the Future.” The article stated that TikTok became com 


“a needed dose of silliness during the pandemic—and more recently, a unique home for grieving 
and activism.” For the Times, TikTok was more than just silly videos. 
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How TikTok Took the “TikTok feels familiar, but its soul is unlike that of other social media that came before it. It can 

World By Storm be mindless fun, but it’s also a force to pay attention to. TikTok is the first entertainment power- 

This CNBC video reports on house born in and built for the smartphone age—and it might change everything.”*" TikTok 

the origins and popularity of doesn't necessarily show you the reality of the world, the Times said. It's about visual expression 
ish but not in a traditional television, film, documentary style, or any other style. 


“Netflix, YouTube and most other internet video services grafted existing business behaviors 
onto new distribution models. TikTok blew up all of that. It wasn't made for cord cutters. It's for 
people who never watched TV at all.” TikTok itself might undergo challenges in the 2020s, especially 
surrounding its ownership by the Chinese internet conglomerate ByteDance. It will evolve and 
likely spawn imitators. But the dominance of video expression on social media in the 2020s seems 
to be assured. 


View in the online reader 


Augmented Reality Will Become More than 
Cute Filters 


Video will be a central part of social media in the 2020s. But it might not be the video we are used to. 
For years, people have predicted that virtual reality (VR) would come to film, television—and social 
media. But, as we have discussed, the bulky headsets and clunky technology prevent VR from mak- 
ing any inroads. The same cannot be said for augmented reality (AR). It will be prominent in the 
2020s. 


AR is simply the use of any technology or software to edit, improve, enhance and... augment 
original content. The filters are now being used on several major platforms, such as Snapchat and 
Instagram. If you have used Instagram filters to switch the faces of you and your dog, you have 
used AR. Other social media, noticing the engagement and sharing that results from AR filters, are 
figuring out ways to use it. Facebook actually had an early AR filter but did not figure out ways to 
popularize it. 


Brands already used AR on their websites and social media posts. AR can 


FIGURE 11.17 i j 

AR can be used on some platforms, like allow people to try on clothes, for example, or design rooms. Sephora is a beauty 

Instagram, now. and makeup company that uses AR to allow customers to try on different kinds 
of makeup. IKEA uses AR so customers can choose furniture for their living 
rooms. 


Big tech companies have seen the potential of AR and are looking to capture 
the market on how it is created, which will be a large benefit to social media com- 
panies and their users. Apples ARKit, the evolving series of its open source AR 
development tool, competes with Google's ARCore technology. As the big tech 
companies make AR easier and more affordable, its use will spread. 


“Although gaming still has the highest share of industry revenue and will 
remain a relevant driver of AR, practical uses like in healthcare, engineering, and 
sales will continue to gain traction,” says the essay in MobiDev. “Real estate and 
corporate campus navigation will benefit from AR solutions as well. The growing trend of the 
‘metaverse will also help accelerate hybridization of telework and virtual meetings with AR tech- 
nologies.”°* 


Key Takeaways 


e The continued popularity and growth of social media will result in more regulations and legal 
scrutiny, especially in the arenas of privacy and management of content. 


Source: © Shutterstock, Inc. 
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e “Social commerce” will become more common as social media apps allow you to make pur- 
chases within their feeds. 


e Video will continue its dominance of social media—but TikTok has shown the way for more 
experimentation. 

e After years of promise, augmented reality (AR) will become more popular in the 2020s, mov- 
ing from Instagram filters to different forms of content throughout social media. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 


1. Looking at our discussion of social media regulation, do you think governments or social 
media companies should create controls on social media? Why? 


2. Look for an advertisement in one of your social media feeds (an ad should not be hard to 
find). Are there ways for you to make a purchase in the app? If not, can you see where in the 
ad it might be possible? 


3. Do you use, watch, or create short-form videos on Instagram, TikTok, or other sites? How 
are they different from other videos besides just their length? 


4. Do you use augmented reality filters in any of your social media apps? Why or why not? 


11.6 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 2 


a. What are the military origins of the internet? 

b. Who were early pioneers of the World Wide Web and social media? 

c. Describe the explosion of social media from the late 1990s to the 2020s. 
2. Questions for Section 3 

a. How have social media influenced U.S. presidential elections? 

b. Why is Facebook often questioned over privacy concerns? 

c. What does this saying mean: If you’re not paying for the product, the product is you. 
8. Questions for Section 4 

a. What is the digital divide and why are rural areas especially affected? 

b. Why are disinformation and “fake news” important issues for social media? 

c. What is net neutrality and why is it an issue in the 2020s? 
4. Questions for Section 5 

a. Why will social media face more legal scrutiny in the 2020s? 

b. What is “social commerce”? 

c. Why will augmented reality become more common in the 2020s? 
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Critical Thinking Questions 


1. One of the repeated promises of the internet is that it is truly democratic and that anyone 
can have a voice. Has this played out in a viable way, or was that a naive assumption that 


never really came to fruition? 


2. How have social networks transformed marketing? What are some of the new ways that 


marketers can target specific people? 


3. How has the internet changed the way people socialize online? Are there entirely new forms 
of socializing that did not exist before the internet? 


4. Why are disinformation and “fake news” such troublesome issues to address? 


5. Who should be in charge of policing threatening content on social media: the government or 


social media companies? 


Career Connection 


There is a constantly growing market for people who know how to use social media effectively. 
Often, companies will hire someone specifically to manage their Facebook, Instagram, and Twit- 
ter feeds as another aspect of public relations and traditional marketing. Consider the following: 


1. How can you put your current skills on a resume to show your value to companies looking 


for help in social media? 


2. How can you improve and develop your skills in social media? 


3. Are your current social media sites, such as Facebook, Twitter, and Linkedin, reflective of a 


person looking for work in social media? 
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CHAPTER 12 


Advertising and Public 
Relations in the 2020s 


12.1 A History of Advertising and 
Public Relations 


Learning Objectives 


1. Define advertising and public relations. 
2. Trace the history of advertising and public relations. 


8. Identify the origins of public relations. 
4. Discuss the importance of brands for advertising. 


Advertising and public relations are somewhat different topics than others in this book. They are 
not usually considered media and do not have their own physical vehicle, such as books, radio, mag- 
azines, or television. They also span all media and, in one way or another, support all media. Yet like 
all media, they create and carry messages and content and have had—and will have—significant 
influence on American life. They are crucial to understanding media and culture. 


Early Advertising 


Advertising—defined as promoting a product or service through the use of paid announce- 
ments—dates back to the early histories of humankind, when fishermen, farmers, or hunters might 
have informed people of their goods for sale. Public relations—defined as the management of infor- 
mation and images of a person or organization—is a much newer practice. Though people and 
companies have always tried to manage information and images, the profession of doing so, as we 
will see, arose in the early 1900s. 


We can see advertising roots throughout history. In 79 CE, the volcanic eruption of Italy's 
Mount Vesuvius destroyed and, ultimately, preserved the ancient city of Pompeii. Historians have 
used the city’s archaeological evidence to piece together many aspects of ancient life. Pompeii’s 
ruins reveal a world in which the fundamental tenets of commerce and advertising were already in 
place. Merchants offered different brands of fish sauces identified by various names such as “Scau- 
rus’ tunny jelly.” Wines were branded as well and their manufacturers sought to position them by 
making claims about their prestige and quality. Toys and other merchandise found in the city bear 
the names of famous athletes, providing, perhaps, the first example of endorsement techniques.” 
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FIGURE 12.1 The History of Advertising 
Advertising can be found in the ruins of Pompeii. 


Ancient Advertising 
Painted notices in Pompeii 


Pamphlet Advertising 
A pamphlet from the 1600s 


Nova BRITANNIA. 


OFFRING MOST 


Excellent fruites by Planting in 
VIRGINIA. 


Exciting all fuch as be well affected 


to further the fame. 


AZ, 


Printed for Samy £L M acu am, and are to be fold at 
his Shop in Pauls Church-yard , at the 
Signe of the Bul-head. 
16049. 


Sources: Shutterstock, Inc.; Nova Britannia; Library of Congress, LC-USZ62-61346. 
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Modern Advertising 
Internet ads 


SALE 


SHOP NOW 


Newspaper Advertising 
Ads from the early 1900s 


FRANK LESLEY ILLUSTRATED N 
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Advertising continued to part of life and work. But the invention of the 
printing press in 1440 changed its scale. The printing press made it possible to 
create advertisements that could be put up on walls and handed out to individu- 
als. By the 1600s, newspapers had begun to include advertisements on their 
pages. Advertising revenue allowed newspapers to print independently of secu- 
lar or clerical authority, eventually achieving daily circulation. By the end of the 
16th century, most newspapers contained at least some advertisements as mer- 
chants and craftspeople sought to promote their goods.” 


European colonization of the Americas during the 1600s brought about one 
of the first large-scale advertising campaigns. When European trading companies 
realized that the Americas held economic potential as a source of natural 
resources such as timber, fur, and tobacco, they attempted to convince others to 
cross the Atlantic Ocean and work to harvest this bounty. The advertisements for 
this venture described a paradise without beggars and with plenty of land for 
those who made the trip. The advertisements convinced many poor Europeans 
to become indentured servants to pay for the voyage.” 


The rise of the penny press during the 1800s had a profound effect on adver- 
tising. The New York Sun embraced a novel advertising model in 1833 that allowed 
it to sell issues of the paper for a small amount of money, ensuring a higher cir- 
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FIGURE 12.2 

Early penny press papers such as the New York 
Sun took advantage of advertisements, which 
allowed them to sell their issues for a penny or 
two. 


AVERY HOPWOOD'S GALE OF LAUGHTER 


ARMER 


DIRECTION Of SELWYN ECO. 
eN 


Doshi E cans ET One 
HARRIS THEATRE 2° SEASON 


Source: Newspapers.com, https://commons.wikimedia. 
org/wiki/File:Fair_ and_Warmer_newspaper_ad_The_ 
Sun_NYC_ 30July1916.tif. 


culation and a wider audience. This larger audience in turn justified greater prices for 
advertisements, allowing the paper to make a profit from its ads rather than from direct sales.” 


P. T. Barnum and Advertising 


The career of P. T. Barnum, cofounder of the famed Barnum & Bailey circus, gives a sense of the 
experimental and expansive nature of advertising during the 1800s. He began his career in the 
1840s writing ads for a theater, and soon after, he began promoting his own shows. He adver- 
tised these shows any way he could, using not only interesting newspaper ads but also bands of 


musicians, paintings on the outside of his buildings, and street-spanning banners. 


Barnum also learned the effectiveness of using the media to gain attention. In an early publicity 
stunt, Barnum hired a man to wordlessly stack bricks at various corners near his museum during 
the hours preceding a show. When this activity drew a crowd, the man went to the museum and 
bought a ticket for the show. This stunt drew such large crowds over the next two days that the 


police made Barnum put a halt to it, gaining it even wider media attention. 


Barnum aimed to make his audience think about what they had seen for an extended time. His 
Feejee mermaid —actually a mummified monkey and fish sewn together —was not necessarily 
interesting because viewers thought the creation was really a mermaid, but because they weren’t 
sure if it was or not. Such marketing tactics brought Barnum’s shows out of his establishments 
and into social conversations and newspapers." Although most companies today would eschew 
Barnum’s outrageous style, many have used the media and a similar sense of mystery to pro- 
mote their products. Apple, for example, famously keeps its products such as the iPhone and 


iPad under wraps, building media anticipation and coverage. 
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FIGURE 12.3 
P. T. Barnum used the press to spark interest in his shows. 


Source: Library of Congress, LC-DIG-ppmsca-54832 


In 1843, a salesman named Volney Palmer founded the first U.S. agency dedicated to advertis- 
ing. The Philadelphia agency made money by linking potential advertisers with newspapers. By 
1867 other agencies had formed, and advertisements were being marketed at the national level. 
During this time, George Rowell, who made a living buying bulk advertising space in newspapers 
to subdivide and sell to advertisers, began conducting market research in its modern recogniz- 
able form. He used surveys and circulation counts to estimate numbers of readers and anticipate 
effective advertising techniques. His agency gained an advantage over other agencies by offering 
advertising space most suited for a particular product. This trend quickly caught on with other 
agencies. In 1888, Rowell started the first advertising trade magazine, Printers’ Ink." 


As we saw in Chapter 5, McClure found success in 1893 thanks to an advertising model: selling 
issues for nearly half the price of other magazines and depending on advertising revenues to make 
up the difference between cost and sales price. Magazines such as Ladies’ Home Journal focused 
on specific audiences, so they allowed advertisers to market products designed for a specific demo- 
graphic. By 1900, Harper's Weekly, once known for refusing advertising, featured ads on half of its 
pages.” 
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The History of 


Advertising Discovers Brands—and Respect Advertising 


This video takes you through 
the history of advertising. 


Another ubiquitous aspect of advertising developed around this time: brands. During most of the 
19th century, consumers purchased goods in bulk, weighing out scoops of flour or sugar from large 
store barrels and paying for them by the pound. Innovations in industrial packaging allowed com- 
panies to mass produce bags, tins, and cartons with brand names on them. Although brands existed 
before this time, they were generally reserved for goods that were inherently recognizable, such as 
china or furniture. Advertising a particular kind of honey or flour made it possible for customers to 
ask for that product by name, giving it an edge over the unnamed competition.” 


View in the online reader 


FIGURE 12.4 
In the early 1900s, brand-name food items began making a household name for themselves. 
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Source: Library of Congress, LC-DIG-pga-03959 


The rise of department stores during the late 1800s also gave brands a push. Nationwide outlets 
such as Sears, Roebuck & Company and Montgomery Ward sold many of the same items to con- 
sumers all over the country. A particular item spotted in a big-city storefront could come to a 
small-town shopper's home thanks to mail-order catalogs. Customers made associations with the 
stores, trusting them to have a particular kind of item and to provide quality wares. Essentially, con- 
sumers came to trust the store's name rather than its specific products." 
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Although advertising was becoming increasingly accepted as an element of mass media, many 


ae such as still regarded it as an unseemly occupation. This attitude began to change during the early 20th 
Sears, Roebuck and Co. century. Brands were trusted parts of American households. And as magazines—widely considered 
ea Soe a highbrow medium—began using more advertising, the advertising profession began attracting 
catalogs. more artists and writers. Writers used verse and artists produced illustrations to embellish adver- 


tisements. Not surprisingly, this era gave rise to commercial jingles and iconic brand characters 
such as the Jolly Green Giant and the Pillsbury Doughboy. 


The household cleaner Sapolio produced advertisements that made the most of the artistic 
advertising trend. Sapolio's ads featured various drawings of the residents of “Spotless Town” along 
with a rhymed verse celebrating the virtues of this fictional haven of cleanliness. The public antici- 
pated each new ad in much the same way people today anticipate new television episodes. In fact, 
the ads became so popular that citizens passed “Spotless Town” resolutions to clean up their own 
jurisdictions. Advertising trends later moved away from flowery writing and artistry, but the 
lessons of those memorable campaigns continued to influence the advertising profession for years 
to come." 


World War I fueled an advertising and propaganda boom. Corporations that had switched to 
manufacturing wartime goods wanted to stay in the public eye by advertising their patriotism. 
Source: Chicago History Museum Equally, the government needed to encourage public support for the war, employing such tech- 
/ Alamy Stock Photo niques as the famous Uncle Sam recruiting poster. President Woodrow Wilson established the 
advertiser-run Committee on Public Information to make movies and posters, write speeches, and 
generally sell the war to the public. Advertising helped popularize World War I on the homefront, 
and the war in turn gave advertising a much-needed boost in stature. The postwar return to regular 
manufacturing initiated the 1920s as an era of unprecedented advertising.” 


Public Relations Takes Form 


FIGURE 12.6 As we mentioned at the outset, public relations can be traced back in time to any effort undertaken 
John D. Rockefeller is often to sway people's feelings about people, companies, or events. For example, the abolitionist move- 
considered the wealthiest ment in the United States and Britain used books, leaflets, and lectures to sway public opinion 


American of all time. He used 
one of the first examples of 


public relations to influence But most scholars trace the birth of the public relations industry back to two men in the early 
public opinion during a strike. 9096. Ivy Lee began his career as a New York journalist. At the time, the Rockefeller family and its 
Standard Oil faced a public backlash to the suppression of strikes in their coal mines in 1903. Skilled 
in the ways of newspapers, Lee encouraged the family head, John D. Rockefeller, to visit the mines 
and interact with the miners—inviting along the press, of course. The actions helped improve pub- 
lic perception of Rockefeller and Standard Oil. And Lee found himself in a new position—public 
relations—attracting other clients, such as Pennsylvania Railroad, which sought him out after a 
train crash. 


against the slave trade. 


Another man, Edward Bernays, was working to create public relations but in a quite different 
way. Bernays was born in Austria but moved to the United States with his family as a child. He was 
the nephew of the psychoanalyst Sigmund Freud and worked to apply his uncle's theories on psy- 
chology to the broader state of public opinion with particular interests in propaganda and 
persuasion. His 1923 book, Crystalizing Public Opinion, is seen as a founding text of public relations. 
The twinned departments of advertising and public relations became common to modern organi- 
zations. 


Source: Everett Collection/ 
Shutterstock.com 
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Advertising and Media Become Intertwined 


As new media became established, they turned to advertising and public relations for support. For 
example, the rising film industry made celebrity testimonials, or product endorsements, an impor- 
tant aspect of advertising during the 1920s. Film stars including Clara Bow and Joan Crawford 
endorsed products such as Lux toilet soap. In these early days of mass-media consumer culture, 
film actors and actresses gave the public figures to emulate as they began participating in popular 
culture.” 


As discussed in Chapter 7, lobbyists worked hard in the 1920s to make radio an advertising- 
supported medium. Although many initially thought radio was too intrusive a medium to allow 
advertising, as it entered people's homes by the end of the decade, advertising had become an inte- 
gral aspect of programming. Advertising agencies often created their own programs that networks 
then distributed. 


As advertisers conducted surveys and researched prime time slots, radio programming 
changed to appeal to their target demographics. The famous Lux Radio Theater, for example, was 
named for and sponsored by a brand of soap. Product placement was an important part of these 
early radio programs. Ads for Jell-O appeared during the course of The Jack Benny Program, and 
Fibber McGee and Molly scripts often involved their sponsor's floor wax. The relationship between a 
sponsor and a show's producers was not always harmonious; the producers of radio programs were 
constrained from broadcasting any content that might reflect badly on their sponsor.” 


Unsurprisingly, the Great Depression, with its widespread decreases in levels of income and 
buying power, had a negative effect on advertising. Spending on ads dropped to 38 percent of its 
previous level. Social reformers added to revenue woes by again questioning the moral standing 
of the advertising profession. Books such as Through Many Windows and Our Master's Voice 
portrayed advertisers as dishonest and cynical, willing to say anything to make a profit and uncon- 
cerned about their influence on society. Humorists also questioned advertising’s authority. The 
Depression-era magazine Ballyhoo regularly featured parodies of ads, similar to those seen later 
on “Saturday Night Live’ or spoofed in movies. These ads mocked the claims that had been made 
throughout the 1920s, further reducing advertising's public standing.’ 


This advertising downturn lasted only as long as the Depression. As the 


FIGURE 12.7 
United States entered World War II, advertising again returned to encourage pub- Television advertising became the way to pay 
lic support and improve the image of businesses. However, there was one lasting for the production costs of the programs. 


effect of the Depression. The rising consumer movement made false and mislead- 
ing advertising a major public policy issue. At the time, companies such as 
Fleischmann's (which claimed its yeast could cure crooked teeth) were using 
advertisements to pitch misleading assertions. In 1938, the federal government 
created the Federal Trade Commission (FTC) and gave it the authority to halt 
false advertising. 


In 1955, television outpaced all other media for advertising. Television pro- 
vided advertisers with unique, geographically oriented mass markets that could 
be targeted with regionally appropriate ads. The 1950s saw a 75 percent increase 
in advertising spending, faster than any other economic indicator at the time.” 


Single sponsors created early television programs. These sponsors had total 
control over programs such as Goodyear TV Playhouse and Kraft Television The- Source: © Shutterstock, Inc. 
atre. The present-day network model of television advertising took hold during the 1950s as the 
costs of television production made sole sponsorship of a show prohibitive for most companies. As 
we have discussed, rather than having a single sponsor, the networks began producing their own 
shows, paying for them through ads sold to a number of different sponsors. Under the new model 
of advertising, television producers had much more creative control than they had under the sole- 
sponsorship model. 
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FIGURE 12.8 


Jon Hamm of the television show, “Mad Men” 
which featured the era known as the creative 


revolution of advertising. 


T 


Source: s_bukley/Shutterstock.com 


The quiz shows of the 1950s were the last of the single-sponsor-produced programs. In 1958, 
when allegations of quiz show fraud became national news, advertisers moved out of programming 
entirely. The quiz show scandals also added to an increasing skepticism of ads and consumer cul- 
ture. 


Advertising research during the 1950s had used scientifically driven techniques to attempt to 
influence consumer opinion. Although the effectiveness of this type of advertising is question- 
able, the idea of consumer manipulation through scientific methods became an issue for many 
Americans. Vance Packard's best-selling 1957 book, The Hidden Persuaders, targeted this style of 
advertising and was part of a growing critique of 1950s consumer culture. The U.S. public was 
becoming increasingly wary of advertising claims—not to mention increasingly weary of ads them- 
selves.” 


The Creative Revolution— “Mad Men” 


Advertising needed something different. And this era of advertising became 
known as the “creative revolution” for its emphasis on creativity over straight 
salesmanship. The creative revolution reflected the values of the growing anti- 
conformist movement that culminated in the countercultural revolution of the 
1960s. It is this period that was portrayed by the popular U.S. television program 
in the 2000s about advertisers, “Mad Men.” 


The creativity and anti-conformity of 1960s advertising, however, quickly 
gave way to more product-oriented conventional ads during the 1970s. Agency 
JBLIC conglomeration, a recession, and cultural fallout were all factors in the recycling 
of older ad techniques. Major television networks dropped their long-standing 
ban on comparative advertising early in the decade, leading to a new trend in 
positioning ads that compared products. Advertising wars such as Coke versus 
aMc Pepsi, and later Microsoft versus Apple were products of this trend. 


Innovations in the 1980s stemmed from a new television channel: MTV. Pro- 
ducers of youth-oriented products created ads featuring music and focusing on 
stylistic effects, mirroring the look and feel of music videos. By the end of the 
decade, this style had extended to more mainstream products.” 


During the late 1980s, studies showed that consumers were trending away 
from brands and brand loyalty. A recession coupled with general consumer 
fatigue led to an increase in generic brand purchases and a decrease in advertis- 
ing with a rise in marketing—the process of identifying customer needs and 
determining how best to meet those needs, with or without advertising. In 1983, 
marketing budgets allocated 70 percent of their expenditures to ads and the 
remaining 30 percent to other forms of promotion. By 1993, only 25 percent of 
marketing budgets were dedicated to ads." 


These developments helped lead to the rise of big-box stores such as Walmart that focused on 
low prices rather than expensive name brands. Large brands remade themselves during this period 
to focus less on their products and more on the ideas behind the brand. Nike's “Just Do It” cam- 
paign, endorsed by basketball star Michael Jordan, gave the company a new direction and a new 
means of promotion. Nike representatives have stated they have become more of a “marketing-ori- 
ented company” as opposed to a product manufacturer. 


As large brands became more popular, they also attracted the attention of reformers. Compa- 
nies such as Starbucks and Nike bore the brunt of late 1990s protests against “sweatshops” and 
unfair labor practices. As these brands attempted to incorporate ideas outside of the scope of their 
products, they also came to represent larger global commerce forces. This type of branding—the 
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association of a particular brand with cultural values or lifestyles—increasingly incorporated pub- 
lic relations techniques rather than advertising. 

Twenty-first-century advertising has adapted to new forms of digital media. Internet outlets Protests Against Nike’s 
such as blogs, social media forums, and other online spaces created new possibilities for advertisers, Unfair Labor Practices 
and shifts in broadcasting toward internet formats have caused advertisers to adapt. As we have In the 1990s, Nike was the 
seen, advertising dollars shifted from traditional media to digital media and, in the latter half of the target of protests due to 
2010s, especially to mobile media, making possible Facebook, Instagram, Twitter, and the social SHES ON ERIE OL practices: 
media of the 2020s. 


Key Takeaways 


e Advertising is “paid for” information. Public relations strives for information management. 
e Advertising supported the beginnings of both radio and television. 


e Public relations arose as a different communication vehicle that tried to “place” information 
into news stories. 


View in the online reader 


e Advertising found respect through its association with upper-class magazines and respected 
brands. 


e Advertising and public relations have had to adapt to different eras and technologies. 


Exercises 


Please answer the following short-answer questions. Each response should be a minimum of 
one paragraph. 

1. What is the difference between advertising and public relations? 

2. How did advertising influence the development of radio and television? 

3. How did brands influence the growth of advertising? 

4. How do you think advertising will affect new media? 


12.2 The Role of Advertising and 
Public Relations in American Culture 


Learning Objectives 


Discuss the role of advertising in shaping a consumer culture. 
Trace how advertising can promote new possibilities. 
Analyze how advertising has promoted stereotypes. 
Determine the issues over children and advertising. 

Identify the controversies over truth in advertising. 


Gs Ow = 


Because advertising has long existed as a form of media or support of media, its relationship with 
American culture is grounded really in the very origins of the country. Indeed, as we have seen, the 
first immigrants to America from Europe were encouraged by advertising to make the trip. This 
section thus will focus primarily on advertising’s influence on American culture. Interestingly, in 
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our next section, Section 3, we will see that the more modern craft of public relations will dominate 
current trends, as personalties, groups, and companies come to recognize the value of proactively 
managing information and images.”"! 


Advertising and the Rise of Consumer Culture 


George Babbitt, the protagonist of Sinclair Lewis's 1922 novel Babbitt, written in that century's Roar- 
ing 20s, was a true believer in the growing American consumer culture—and the role of advertising: 


Just as the priests of the Presbyterian Church determined his every religious belief . . 
. so did the national advertisers fix the surface of his life, fix what he believed to be 
his individuality. These standard advertised wares—toothpastes, socks, tires, cameras, 
instantaneous hot-water heaters—were his symbols and proofs of excellence; at first the 
signs, and then the substitutes, for joy and passion and wisdom.”"! 


Lewis's satirical representation of a 1920s-era consumer indicates the debate over national con- 
sumer culture that was taking shape at the time—100 years ago. That debate is over. We can look 
back over the past 100 years and recognize that America (indeed much of the world) is based around 
the consumption of goods and services. And if we are to think of the role of advertising in Ameri- 
can culture, consumerism must be a primary consideration. 


What exactly is “consumer culture’? The phrase suggests that consump- 


joes enews for deodorants and other tion—the act of buying goods or services—is a social and cultural activity, not 

hygiene products broke social taboos about always driven by physical needs or wants, but instead by finding pleasure and 

Public discussion of hygiene. meaning in the very acts of purchasing and consuming. We don't just buy a shoe. 
= We buy a Nike. We don't just want to eat. We want to go to a fancy restaurant. 

Uso oD 0-RO-DO d ail l But how do we know or feel what might be valued or pleasurable consump- 

da y tion? More often than not, the value comes to us from advertising. As it has 


products symbols of worth and cultural values. The rise of mass media (and of 
the advertising models that these media embraced) has made advertising an 
increasingly influential aspect of culture. 


and bo DUNG of) youraelh always done, advertising seeks to attach products to larger ideas and make the 


Consumerism is the unspoken message behind most advertising. You can 
buy a product that suits your needs and desires, consumer culture says. It sug- 
gests you can buy happiness, freedom, and peace of mind. Automobile ads of the 
1920s portrayed cars as a new, free way of life rather than simply a means of 
transportation. Advertisers also helped create new needs. It used new ideas 
about personal hygiene to sell products and ended up breaking taboos about 
public discussion of the body. Advertisers helped find “epidemics” of halitosis and 
body odor so they could sell products such as mouthwash and deodorant. A Lis- 
terine campaign of the era transformed bad breath from a nuisance into the 
mark of a sociopath.” Women's underwear and menstruation went from being 
topics unsuitable for most family conversations to being fodder for the pages of 
national magazines.” Consumer culture suggests that there is nothing that you 
need or want that cannot be taken care of by the purchase of a product. 


Source: Alf van Beem, https://commons.wikimedia.org/ 
wiki/File:Odo-Ro-Do_kartonnen_reclamebord.jpg. 
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© How Commercials Get Us To Buy Crap We Don’t Need 


This video discusses how commercials create consumer culture. 


View in the online reader 


Advertising and the Creation of New Worlds 


Another influence of advertising has been its participation in the creation of new worlds—new 
ways of thinking about the world. World War I bond campaigns had made it clear that advertising 
could be used to influence public beliefs and values. Advertisers helped American understand 
their place in the world in a new way. After the World War, as the world worked to renew itself, 
advertising helped show how. The idea might seem fanciful. But in an address to the American 
Association of Advertising Agencies in 1926, President Calvin Coolidge went as far as to hold adver- 
tisers responsible for the “regeneration and redemption of mankind.””” But, of course, advertising 
by itself would not regenerate the world. Advertising would regenerate the world to the extent that 
it could persuade, coerce, or entice people to consume. 


After yet another war, World War II, the world again needed to rebuild. Throughout the 1950s 
and early 1960s, advertising—now finding huge audiences on television—offered an idealized world 
to comfort and strive for. Indeed, much of mainstream culture, as seen on television and as propa- 
gated by magazine, radio, and newspaper advertising, was a middle- or upper-class white suburban 
world.”" This sanitized image of the suburban family, popularized in such TV programs as Ozzie 
and Harriet and Leave It to Beaver, lasted only until the tumult of the mid-1960s and 1970s called for 
new worlds. 


In the 1960s, close to 50 percent of the American population was under the age of 25 due to 
the baby boom of the 1950s. In previous decades youths were not looked at as desirable targets 
for advertising, but that had changed. Advertisers needed to connect with the youth market, but 
they found that young people had issues with and questions about materialism, conformism—and 
consumerism. “Advertisers had to dig deep into their creativity and come up with clever ways to 
connect with their audience, who disdained the elitist approach of the past and embraced cre- 
ativity,” said one marketing agency.” The result was an advertising style of humor, irony, and 
irreverence, captured as we have seen in the television program, “Mad Men.” 
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Apple's 1984 campaign is one of the best known examples of defining a prod- 
FIGURE 12.10 ; uct in terms of new cultural trends. A fledgling company compared to computer 
Apple’s 1984 ad for the Macintosh : sate 2 
revolutionized advertising. giants IBM and Xerox, Apple spent nearly $2 million on a commercial that would 
end up only being aired once—but on America’s biggest stage, the Super Bowl.” 
During the third quarter of the 1984 Super Bowl, viewers across the United States 
watched in amazement as an ad unlike any other at the time appeared on their 
TV screens. The commercial showed a drab gray auditorium where identical indi- 
viduals sat in front of a large screen. On the screen was a man, addressing the 
audience with an eerily captivating voice. “We are one people, with one will,” he 
droned.”" While the passive audience sat motionlessly, one woman ran forward 
with a sledgehammer and threw it at the screen, causing it to explode in a flash 
of light and smoke. As the scene faded out, a narrator announced that Apple 
would announce the new Macintosh computer.” With this commercial, Apple 
; = B defined itself as a pioneer of the new generation, a generation that would be 
Source: Ik T, https://commons.wikimedia.org/wiki/ using personal computers. Instead of marketing its products as utilitarian tools, 


File:Apple_Macintosh_av4_Computer_History_Museum_ n i r : +4 [30] 
(25364330319) jog. Available under CC BY 2.0, https:// it advertised them as devices for combating conformity. Over the next few 
creativecommons.org/licenses/by/2.0/. decades, other companies imitated this approach, presenting their products as 


symbols of cultural values. 


As we have seen, advertising in the 21st century, right up until today, has helped to shape and 
maintain worlds in which the “personal computer” quickly became quaint and old-fashioned and 
new products and new forms of media were ushered in. Yet it is of no little interest that the social 
media of today and days to come likely will be supported by the same force that has supported 
newspapers, radios, and television—advertising. 


Advertising and the Maintenance of 
Stereotypes 


Perhaps paradoxically, advertising is intertwined not just with creation and support of new possi- 


FIGURE 12.11 
The early Cream of Wheat bilities but also with the reflection and maintenance of old ways of thinking. In particular, 
box featured a stereotypical advertising is fully implicated in the perpetuation of stereotypes. 


image of a black male cook. . . on . S 
The white, middle-class composition of ad agencies through the decades contributed to 


the rare depictions of minoritized populations in advertisements. And when people of color were 
represented, it was almost always in stereotypical form. As we have discussed, icons such as Aunt 
Jemima, the Cream of Wheat chef, and the Hiram Walker butler were some of the most recogniz- 
able Black figures in U.S. culture. Unlike the Black Americans who had gained fame through their 
artistry, scholarship, and athleticism, however, these advertising characters were famous for being 
domestic servants, waiting on white people. 


During the 1950s, stereotypical images of Black Americans promulgated by advertisers began 
to draw criticism from civil rights leaders to no avail. However, during the 1960s, meetings of the 
American Association of Advertising Agencies (AAAA) hosted civil rights leaders, and agencies 
began to respond to the criticisms of bias. A New York survey in the mid-1960s showed what every- 
one knew to be true: that Black people were underrepresented at advertising agencies. Many 
agencies responded by hiring Black employees, and a number of Black-owned agencies started in 

i TEG : the 1970s." And though the situation has changed for the representation of some minoritized 
Source: Go Antiques, https:// ; ; ; ; oe P 
sömmotiswikimediaora/wiki/ groups, Asians, Latinx, Indigenous people, and others are still left out of much advertising in the 


File:Cream_of_Wheat_old_cereal_ 2020s. 
box.jpg. 


Women too are subject to stereotypes. Early advertising frequently reached out to women 
because they made approximately 80 percent of all consumer purchases. Thus, women were well 
represented in advertising. However, those depictions presented women in extremely narrow roles. 
Through the 1960s, ads targeting women generally showed them performing either as sexual 
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objects or doing domestic duties such as cooking or cleaning. Too, ads targeting men often placed 
women in a submissive sexual role even if the product lacked any overt sexual connotation. A 
National Car Rental ad from the early 1970s featured a disheveled female employee in a chair with 
the headline “Go Ahead, Take Advantage of Us.” Another ad from the 1970s pictured a man with new 
Dacron slacks standing on top of a woman, proclaiming, “It's nice to have a girl around the house.”"™ 


FIGURE 12.12 
Beauty products for females used beautiful celebrities so the average housewife would aspire to look like them. 


Source: Courtesy of Unilever, https://commons.wikimedia.org/wiki/File:Rita_Hayworth_-_Be_Lovelier_Tonight_(Lux_Toilet_Soap).png 


An advertising profile printed in Advertising Age magazine gave a typical advertiser's under- 
standing of the housewife at the time: 


She likes to watch TV and she does not enjoy reading a great deal. She is most easily 
reached through TV and the simple down-to-earth magazines. ... Mental activity is ardu- 
ous for her.... She is a person who wants to have things she can believe in rather than 
things she can think about." 


The National Organization for Women (NOW) created a campaign during the early 1970s tar- 
geting the role of women in advertisements. Its participants complained about offensive ads to 
networks and companies and even spray-painted slogans on offensive billboards in protest. Rep- 
resentation of women in advertising has improved since the 1960s and 1970s, but it still remains a 
problem. The 2010 Super Bowl drew one of the most diverse audiences ever recorded for the event, 
including a 45 percent female audience. Yet the commercials remained focused strictly on men. 
And of 67 ads shown during the game, only four showed minority actors in a lead role. Ten years 
later, Forbes had this headline after the 2020 Super Bowl: “Women Are Grossly Underrepresented In 
Super Bowl Ads, Despite Making Up 47% Of The Big Game's Audience.”™! Despite the obvious eco- 
nomic benefit of diversity in marketing, advertising practices have resisted change.”*! 
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Advertising and Children 


Should advertisers be allowed to use their persuasive tactics on children? That 


FIGURE 12.13 question has vexed generations of Americans. It really became an issue with the 
Garry Moore and Tony the Tiger sell Frosted os i : . ; . 
Flakes in 1955. advent of television. Print advertisements were often of little interest to children. 


But on television, advertisers had a captive—and naive—audience in chil- 
dren. The majority of advertisements that target children feature either toys or 
junk food. Children under the age of 8 typically lack the ability to distinguish 
between fantasy and reality, and many advertisers use this to their advantage. 
Studies have shown that most children-focused food advertisements feature 
high-calorie, low-nutrition foods such as sugary cereals. 


The Federal Trade Commission (FTC )has also turned its attention to online 
advertising to children. The Children’s Online Privacy Act of 1998 was passed to 
prohibit companies from obtaining the personal information of children who 
access websites or other online resources. Because of the youth orientation of the 
internet, newer advertising techniques have drawn increasing criticism. Alcohol 

Tarte tee Rare companies in particular have come under scrutiny. Beer manufacturer 
cernes HORE they leytz TS Heineken's online presence includes a virtual city in which users can own an 
apartment and use services such as email. This practice mirrors that of children’s 
advertising, in which companies often create virtual worlds to immerse children 
in their products. However, the age-verification requirements to participate in this type of environ- 
ment are easily falsified and can lead to young children being exposed to more mature content. 


Source: Kelloggs, https://commons.wikimedia.org/wiki/ 
File:Garry_Moore_Tony_the_Tiger_1955.jpg. 


advergames Online video games called advergames feature famous child-oriented products. The games dif- 
Online video games that fer from traditional advertising, however, because the children playing them will experience a 
feature particular products much longer period of product exposure than they do from the typical 30-second television com- 


and are marketed to 


e mercial. Child advocacy groups have been pushing for increased regulation of advertising to 


children, but it remains to be seen whether this will take place.®” 


Advertising and Truth 


It might seem strange to add some philosophical questions to our discussion. Yet advertising has 
often been caught up in discussions of the truth. It is somewhat natural. Advertising is about mak- 
ing claims for people or products. Do those claims need to be true? Can they stretch the truth? How 
much? Regulation of the truth has played an important role in of advertising’s history and cul- 
tural influence. One of the earliest federal laws addressing advertising was the Pure Food and Drug 
Law of 1906. A reaction to public outcry over the false claims of patent medicines, this law required 
informational labels to be placed on these products. It did not, however, address the questionable 
aspects of the advertisements, so it did not truly delve into the issue of false advertising.“* 


Founded in 1914, the Federal Trade Commission became responsible for regulating false adver- 
tising claims. Although federal laws concerning these practices made plaintiffs prove that actual 
harm was done by the advertisement, state laws passed during the early 1920s allowed prosecution 
of misleading advertisements regardless of harm done.*! The National Association of Attorneys 
General has helped states remain an important part of advertising regulation. In 1995, 13 states 
passed laws that required sweepstakes companies to provide full disclosure of rules and details of 
contests.“ 


During the Great Depression, New Deal legislation threatened to outlaw any misleading adver- 
tising, a result of the burgeoning consumer movement and the public outcry against advertising 
during the period." The reformers did not fully achieve their goals, but they did make a permanent 
mark on advertising history. The 1938 Wheeler-Lea Amendment expanded the FTC's role to protect 
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consumers from deceptive advertising. Until this point, the FTC was responsible for addressing 
false advertising complaints from competitors. With this legislation, the agency also became an 
important resource for the consumer movement. 


In 1971, the FTC began the Advertising Substantiation Program to force FIGURE 12.14 

advertisers to provide evidence for the claims in their advertisements. Under this Truth in advertising continues to be a struggle. 
program, the FTC gained the power to issue cease-and-desist orders to advertis- 
ers regarding specific ads in question and to order corrective advertising. Under 
this provision, the FTC can force a company to issue an advertisement acknowl- 
edging and correcting an earlier misleading ad. Regulations under this program 
established that supposed experts used in advertisements must be qualified 
experts in their field, and celebrities must actually use the products they 
endorse.“ In 2006, Sunny Health Nutrition was brought to court for advertising 
height-enhancing pills called HeightMax. The FTC found the company had hired 
an actor to appear as an expert in its ads and that the pills did not live up to their 
claim. Sunny Health Nutrition was forced to pay $375,000 to consumers for mis- 
representing its product. 


Source: © Shutterstock, Inc. 


In 1992, the FTC introduced guidelines defining terms such as biodegradable and recyclable. 
The growth of the environmental movement in the early 1990s led to an upsurge in environmental 
claims by manufacturers and advertisers. For example, Mobil Oil claimed their Hefty trash bags 
were biodegradable. While technically this statement is true, a 500- to 1000-year decomposition 
cycle does not meet most people's definitions of the term.! The FTC guidelines made such claims 
false by law."*! And in the 2020s, terms like “organic” and “farm fresh” are equally gray areas in the 
never-ending dance between advertising and culture.“ 


Key Takeaways 


e Advertising has played a prominent role in promoting consumer culture. 

e Advertising has offered news ways of understanding the world. 

e Advertising has been instrumental in promoting stereotypes. 

e Advertising to children has been a subject of regular scrutiny. 

e Advertising’s relationship with the truth raises interesting questions for law and society. 


Exercises 


Carefully study a series of advertisements in a magazine or on television. Think about the issues 
raised in this section and then consider the following questions: 


e How do the ads promote a consumer culture? 

e What problem is being solved by what product? 

e Are there any stereotyped portrayals in the ads you see? 
What “truth claims” do the ads make? 
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12.3 Trends in Advertising and Public 
Relations 


Learning Objectives 


1. Describe the four models of public relations and the four stages of a typical public relations 
campaign. 
Analyze the role of public relations in media and culture. 


Analyze the ways public relations is taking the place of traditional advertising. 
Explain the concept of branding. 
Describe the uses of public relations in politics, government, and news media. 


Cl a= & 


As we have seen, distinctions need to be made between advertising and public relations. Whereas 
E advertising is the paid use of media space to sell something, public relations (PR) is the attempt to 
organization to establish and maintain good relations between an organization and its customers or con- 
communicate with its stituents.“” Practically, PR campaigns strive to use the free press to encourage favorable coverage. 
constituents. In their book The Fall of Advertising and the Rise of PR, Al and Laura Ries make the point that the 
public trusts the press far more than they trust advertisements. Because of this, PR efforts that get 
products and brands into the press (now including social media) are far more valuable than a sim- 
ple advertisement. Their book details the ways in which modern companies use public relations to 
far greater benefit than they use advertising.“®! 


public relations 


Advertising, of course, is not going anywhere. It is firmly entrenched in American and global 
culture. But as the book title suggests—The Fall of Advertising and the Rise of PR—for trends in 
advertising and public relations, we will focus on public relations. Then, after this discussion, the 
following section will take up the futures of both advertising and public relations in the 2020s." 


(m) What Is Public Relations? 


This video is a good introduction to public relations. 


View in the online reader 
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Public Relations Theories 


As you recall, Edward Bernays is often credited with helping create the field of public relations 
with his 1923 book, Crystallizing Public Opinion. He worked for dozens of corporations, government 
agencies, and politicians. He has been called “the father of public relations” and, more sardon- 
ically, “the father of spin.”®” 


Since Bernays, a significant trend in public relations has been the attempt to develop theories 
or models that might extend the reach of the field. Numerous scholars and practitioners have 
worked on models that might make public relations to be more effective. Todd Hunt and James 
Grunig developed a theory of four models of PR. This theory has held up in the years since its devel- 
opment and is a good introduction to PR concepts.®" 


TABLE 12.1 Grunig and Hunt’s Four PR Models 


Type of Model 


Description 


Example 


Traditional publicity 
model (the press 
agentry model) 


Professional agents 
seek media coverage 
for a client, product, or 
event. 


Actors and actresses make themselves available for 
interviews on morning news shows or late evening 
talk shows to promote forthcoming movies. 


Public information 
model 


Businesses 
communicate 
information to gain 
desired results. 


Colleges send informational brochures to potential 
students; a company includes an “about” section on 
its website. 


Persuasive 
communication 
model (the two-way 
asymmetric model) 


Organizations attempt 
to persuade an 
audience to take a 
certain point of view. 


Public service announcements, such as the ones that 
show “your brain” and “your brain on drugs” or 
others that encouraged vaccinations during the 
COVID-19 pandemic. 


Two-way symmetric 
model 


Both parties make use 
of a back-and-forth 


Customer satisfaction surveys sent out by 


companies; company Facebook groups and 


discussion. message boards. 


Source: Based on James E. Grunig and Todd Hunt, Managing Public Relations (Belmont, CA: Wadsworth Publishing, 1984). 


Under the traditional publicity model, PR professionals seek to create media coverage for a 
client, product, or event. These efforts can range from wild publicity stunts to simple news confer- 
ences to celebrity interviews in fashion magazines. As we saw, P. T. Barnum was an early American 
practitioner of this kind of PR. His outrageous attempts at publicity worked because he was not 
worried about receiving negative press; instead, he believed that any coverage was a valuable asset. 
Acommon phrase that captures this concept: “There is no such thing as bad publicity.” More recent 
examples of this style of publicity include actors, musicians, and authors “making the rounds” of 
news shows and talk shows to promote their latest work.” 


The goal of the public information model is to release information to a constituency. This 
model is less concerned with obtaining dramatic, extensive media coverage than with disseminat- 
ing information in a way that ensures adequate reception. For example, utility companies often 
include fliers about energy efficiency with customers’ bills, and government agencies such as the 
IRS issue press releases to explain changes to existing codes. In addition, public interest groups 
release the results of research studies for use by policy makers and the public. 


The persuasive communication model works to persuade a specific audience to adopt a cer- 
tain behavior or point of view. To be considered effective, this model requires a measured response 
from its intended audience. 
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traditional publicity 
model 


A PR model that aims to 
gain media attention. 


public information 
model 


A PR model that attempts 
to pass information on to 
the public. 


persuasive 
communication 
model 


A PR model that uses 
persuasive techniques to 
elicit a particular response 
from the target group. 
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propaganda 


The organized spreading 
of information to assist or 
weaken a cause. 


two-way symmetrical 
model 
A PR model that seeks to 


achieve consensus 
between two groups. 


FIGURE 12.15 
Edward Bernays created campaigns using the persuasive communication model. 


T 


Source: Library of Congress, LC-USZC4-8121 


Government propaganda is a good example of this model. Propaganda is the organized spread- 
ing of information to assist or weaken a cause.” Edward Bernays has been called the founder of 
modern PR for his work during World War I promoting the sale of war bonds. One of the first pro- 
fessional PR experts, Bernays made the two-way asymmetric model his early hallmark. In a famous 
campaign for Lucky Strike cigarettes, he convinced a group of well-known celebrities to walk in the 
New York Easter parade smoking Lucky Strikes. Most modern corporations employ the persuasive 
communication model. 


The two-way symmetric model requires true communication between the parties involved. 
By facilitating a back-and-forth discussion that results in mutual understanding and an agreement 
that respects the wishes of both parties, this PR model is often practiced in town hall meetings and 
other public forums in which the public has a real effect on the results. In an ideal republic, Con- 
gressional representatives strictly employ this model. Many nonprofit groups that are run by 
boards and have public service mandates use this model to ensure continued public support. 


Commercial ventures also rely on this model. PR can generate media attention or attract cos- 
tumers, and it can also ease communication between a company and its investors, partners, and 
employees. The two-way symmetric model is useful in communicating within an organization 
because it helps employees feel they are an important part of the company. Investor relations are 
also often carried out under this model. 


Public Relations Functions 


Another important trend: In their desire to improve the effectiveness of public relations, companies 
and agencies have identified individual “functions” that PR can carry out. Either private PR com- 
panies or in-house communications staffers carry out PR functions. A PR group generally handles 
all aspects of an organization's or individual's media presence, including company publications and 
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press releases. Such a group can range from just one person to dozens of employees depending on 
the size and scope of the organization. 


PR functions include the following: 


e Media relations: takes place with media outlets crisis management 


e Internal communications: occurs within a company between management and employees, The PR strategies used to 


and among subsidiaries of the same company r Be 


e Business-to-business: happens between businesses that are in partnership events so as to minimize 
: : : F Bt : ‘ negative publicity. 
e Public affairs: takes place with community leaders, opinion formers, and those involved in pub- £ 3 : 


lic issues 
e Investor relations: occurs with investors and shareholders 


Strategic communication: intended to accomplish a specific goal 


e Issues management: keeping tabs on public issues important to the organization 


Crisis management: handling events that could damage an organization's image™ 


Public Relations Campaigns 


As you can see, public relations practitioners have been anxious to develop a kind of science of 
public relations. As part of this strategizing, they developed the notions of PR “campaigns.” The 
campaigns can be created for any number of reasons. They can be a quick response to a crisis or 
emerging issue, or they can stem from a long-term strategy tied in with other marketing efforts. 
Regardless of its purpose, a typical campaign often involves four phases. 


FIGURE 12.16 Anatomy of a PR campaign 


Initial Research Phase Strategy Phase Tactics Phase Evaluation Phase 


The issue is identified and Campaign goals are set Media forms are selected The campaign is evaluated 

researched, and a target and the message is to carry out the message. for effectiveness, and 

audience is selected. decided. potential results are 
researched. 


Source: Jack Lule 


The first step of many PR campaigns is the initial research phase. First, practitioners identify 
and qualify the issue to be addressed. Then, they research the organization itself to clarify issues 
of public perception, positioning, and internal dynamics. Strategists can also research the potential 
audience of the campaign. This audience may include media outlets, constituents, consumers, and 
competitors. Finally, the context of the campaign is often researched, including the possible con- 
sequences of the campaign and the potential effects on the organization. After considering all of 
these factors, practitioners are better educated to select the best type of campaign. 


During the strategy phase, PR professionals usually determine objectives focused on the 
desired goal of the campaign and formulate strategies to meet those objectives. Broad strategies 
such as deciding on the overall message of a campaign and the best way to communicate the mes- 
sage can be finalized at this time. 


During the tactics phase, the PR group decides on the means to implement the strategies 
they formulated during the strategy phase. This process can involve devising specific communica- 
tion techniques and selecting the forms of media that suit the message best. This phase may also 
address budgetary restrictions and possibilities. 
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After the overall campaign has been determined, PR practitioners enter the evaluation phase. 
The group can review their campaign plan and evaluate its potential effectiveness. They may also 
conduct research on the potential results to better understand the cost and benefits of the cam- 
paign. Specific criteria for evaluating the campaign when it is completed are also established at this 
time. 


Examples of PR Campaigns 


Since its modern inception in the early 20th century, PR has turned out countless cam- 
paigns—some highly successful, others dismal failures. Some of these campaigns have become 
particularly significant for their lasting influence or creative execution. This section describes a few 
notable PR campaigns over the years. 


Diamonds for the Common Man 


During the 1930s, the De Beers company had an enormous amount of diamonds and a relatively 
small market of luxury buyers. They launched a PR campaign to change the image of diamonds 
from a luxury good into an accessible and essential aspect of American life. The campaign began 
by giving diamonds to famous movie stars, using their built-in publicity networks to promote De 
Beers. The company created stories about celebrity proposals and gifts between lovers that stressed 
the size of the diamonds given. These stories were then given out to selected fashion magazines. 
The result of this campaign was the popularization of diamonds as one of the necessary aspects of 


a marriage proposal.** 


Big Tobacco Aids Researchers 


FIGURE 12.17 

In response to the increasing number of health 
concerns surrounding smoking, tobacco 
companies began running ads that argued the 
benefits of smoking their brand. 


The Literary Digest for May 25, 1918 57 


ter you'll discover— 


PİCOrO 
the Sf lhadi' Czar 


z Imported from Porto Ric 
Sold Or 

int UN RES COMPANY 

Source: Stanford Research into the Impact of Tobacco 

Advertising, https://tobacco.stanford.edu/cigarpipes/ 

cigars/#collection-14. 


In 1953, studies showing the detrimental health effects of smoking caused a drop 
in cigarette sales. An alliance of tobacco manufacturers hired the PR group Hill & 
Knowlton to develop a campaign to deal with this problem. The first step of the 
campaign Hill & Knowlton devised was the creation of the Tobacco Industry 
Research Committee (TIRC) to promote studies that questioned the health 
effects of tobacco use. The TIRC ran advertisements featuring the results of these 
studies, giving journalists who were addressing the subject an easy source to 
quote. The groups working against smoking were not familiar with media rela- 
tions, making it harder for journalists to quote them and use their arguments. 


The campaign was effective, however, not because it denied the harmful 
effects of smoking but because it stressed the disagreements between 
researchers. By providing the press with information favorable to the tobacco 
manufacturers and publicly promoting new filtered cigarettes, the campaign 
aimed to replace the idea that smoking was undeniably bad with the idea that 
there was disagreement over the effects of smoking. This strategy served tobacco 
companies well up through the 1980s. 


Ironically, when health and government agencies began to push back against 
the tobacco companies and press for restrictions on tobacco use, especially for 
young people, they turned to—public relations campaigns. 


Taco Bell Targets Mir 


When the Russian space station Mir was set to crash land in the Pacific Ocean in 
2001, Taco Bell created a floating vinyl target that the company placed in the 
Pacific. Taco Bell promised to give every American a free taco if the space station 
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hit the target. This simple PR stunt gave all the journalists covering the Mir crash landing a few 
lines to add to their stories. Scientists even speculated on the chances of the station hitting the tar- 
get—slim to none. Ultimately, the public relations stunt gained Taco Bell what would have been 
millions of dollars of global advertising.&” 


Mir Space Station Taco 


IKEA: “Stay Home” during the COVID-19 Pandemic Bell Target 


Taco Bell floated a target in 
the Pacific Ocean as part of a 
IKEA, the global furniture and home décor manufacturer, developed a campaign around the PR campaign. 


COVID-19 pandemic. With people being told to remain home in quarantine, IKEAs campaign was a 
public safety reminder to stay home—while also showcasing IKEA goods. The campaign was effec- 
tive because it showed the corporate social responsibility that Ikea presented while also showing 
the cozy IKEA products that might make staying home more tolerable. 


PR as a Replacement for Advertising e 


As we enter the 2020s, PR has begun overtaking advertising as the preferred way of promoting 
a particular company or product. For example, the long communication history of the tobacco 
industry offers a good case study of the migration from advertising to PR. For decades, tobacco 
companies relied on advertising to boost sales, primarily trying to draw distinctions between their 
offerings and the offerings of other companies. The “Marlboro Man,” a leathered, tough-looking 
cowboy, competed against the bright appeal of “Lucky Strike.” 


Things changed in the 1960s. As more evidence came to light on the negative effects of smoking, 
in 1965, the Federal Cigarette Labeling and Advertising Act mandated the first Surgeon General's 
warning to appear on cigarette packages: “Caution: Cigarette Smoking May Be Hazardous to Your 
Health.” These regulations and more, such as eventually prohibiting radio and television cigarette 
advertisements, and requiring “Smoking Kills” on packages, had an enormous effect on sales. Pre- 
vented from advertising, the tobacco industry began using PR techniques to increase brand pres- 


ence. 
For example, tobacco company Philip Morris started underwriting cultural FIGURE 12.18 

institutions and causes as diverse as the Joffrey Ballet, the Smithsonian, environ- Marlboro moved from advertising to 

mental awareness events, and even health concerns. Marlboro sponsored events sponsorships. 


that brought a great deal of media attention to the brand. For example, the Marl- 
boro Country Music Tour took famous country stars to major coliseums 
throughout the country and featured talent contests that brought local bands up 
on stage, increasing the audience even further. Favorable reviews of the shows 
generated positive press for Marlboro. 


On the fifth anniversary of the Vietnam Veterans Memorial in 1987, Marl- 
boro's PR groups organized a celebration hosted by comedian Bob Hope. Country 
music legends the Judds and Alabama headlined the show, and Marlboro paid for 
new names inscribed on the memorial. By attaching the Marlboro brand to such Chei ; ee 
an important cultural event, the company gained an enormous amount of pub- Source: Grzegorz Czapski/Shutterstock.com 
licity. Just as importantly, these efforts attempted to restore the stature that the brand lost due to 
health concerns." 


Yet, once again, we can see campaigns against the campaigns. A group called “Tobacco Free 
Kids” charged that tobacco and e-cigarette companies exploited the COVID-19 crisis by marketing 
their e-cigarette makers and vape shops with pandemic-themed marketing, such as virus mask 
giveaways and mask-wearing influencers hawking the products on social media. The group specif- 
ically called out Philip Morris: “On official, branded Instagram pages, Philip Morris International 
is using references to COVID-19 to promote its heated cigarette IQOS. The company has also pro- 
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moted at-home music series and launched exclusive music videos to promote tobacco products 
online.” 


Branding Shifts from Advertising to PR 


While advertising can be an essential aspect of initial brand creation, PR campaigns are vital to 
maintaining and protecting the brand as well as developing the more abstract aspects of a brand. 
These campaigns work to position a brand in the public arena in order to give it a sense of cultural 
importance. The older, advertising-centric model of branding focused on the product, using adver- 
tisements to associate a particular branded good with quality or some other positive cultural value. 
Ivory Snow clothes detergent was “pure as the driven snow.” Yet, as consumers became exposed 
to ever-increasing numbers of advertisements, traditional advertising's effectiveness dwindled. The 
ubiquity of modern advertising meant the public was skeptical of—or even ignored—claims adver- 
tisers make about their products. This credibility gap could be overcome, PR professionals said, by 
using good promotional strategies. 


The new PR-oriented model of branding focuses on the overall image of the company rather 
than on the specific merits of the product. This branding model seeks to associate a company with 
specific personal and cultural values that hold meaning for consumers. In the early 1990s, for exam- 
ple, car company Saturn marketed its automobiles not as a means of transportation but as a form 
of culture. PR campaigns promoted the image of the Saturn family, associating the company with 
powerful American values and giving Saturn owners a sense of community. Events such as the 1994 
Saturn homecoming sought to encourage this sense of belonging. Some 45,000 people turned out 
for this event; families gave up their beach holidays simply to come to a Saturn manufacturing 
plant in Tennessee to socialize with other Saturn owners and tour the facility. 


Studies in Success: Apple and Nike 


Apple has also employed this type of branding with great effectiveness. By focusing on a consistent 
design style in which every product reinforces the Apple experience, the computer company has 
managed to position itself as a mark of individuality. Despite the cynical outlook of many Amer- 
icans regarding commercial claims, the notion that Apple is a symbol of individualism has been 
adopted with very little irony. Douglas Atkin, who has written about brands as a form of cult, read- 
ily admits and embraces his own brand loyalty to Apple: 


I'm a self-confessed Apple loyalist. I go to a cafe around the corner to do some thinking 
and writing, away from the hurly-burly of the office, and everyone in that cafe has a Mac. 
We never mention the fact that we all have Macs. The other people in the cafe are writ- 
ers and professors and in the media, and the feeling of cohesion and community in that 
cafe becomes very apparent if someone comes in with a PC. There's almost an observable 
shiver of consternation in the cafe, and it must be discernable to the person with the PC, 
because they never come back. 


Brand managers that once focused on the product now find themselves in the role of commu- 
nity leaders, responsible for the well-being of a cultural image.®°! Kevin Roberts, the current CEO 
of Saatchi & Saatchi Worldwide, a branding-focused creative organization, has used the term “love- 
mark” as an alternative to trademark. This term encompasses brands that have created “loyalty 
beyond reason,” meaning that consumers feel loyal to a brand in much the same way they would 
toward friends or family members. Creating a sense of mystery around a brand generates an aura 
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that bypasses the usual cynical take on commercial icons. A great deal of Apple's success comes 
from the company’s mystique. Apple has successfully developed PR campaigns surrounding prod- 
uct releases that leak selected rumors to various press outlets but maintain secrecy over essential 
details, encouraging speculation by bloggers and mainstream journalists on the next product. All 
this combines to create a sense of mystery and an emotional anticipation for the product's release. 


Emotional connections are crucial to building a brand or trademark. An early 


FIGURE 12.19 
example of this kind of branding was Nike's product endorsement deal with Advertising has moved to branding and creating 
Michael Jordan during the 1990s. Jordan's amazing, seemingly magical perfor- an emotional attachment with the buyer. 


mances on the basketball court created his immense popularity, which was then 
further built up by a host of press outlets and fans who developed an emotional 
attachment to Jordan. As this connection spread throughout the country, Nike 
associated itself with Jordan and also with the emotional reaction he inspired in 
people. Essentially, the company inherited a PR machine that had been built 
around Jordan and that continued to function until his retirement. Nike con- 
tinues to find success with various campaigns and slogans, such as “Just Do It.” 
Coming out of the COVID-19 pandemic, Nike unveiled a new slogan meant to 
inspire: “You Cant Be Stopped.” 


Source: geogif/Shutterstock.com 


Branding Backlashes 


An important part of maintaining a consistent brand is preserving the emotional attachment con- 
sumers have to that brand. Just as PR campaigns build brands, PR crises can damage them. For 
example, the massive Gulf of Mexico oil spill in 2010 became a PR nightmare for BP, an oil company 
that had been using PR to rebrand itself as an environmentally friendly energy company. 


In 2000, BP began a campaign presenting itself as “Beyond Petroleum,” rather than British 
Petroleum, the company’s original name. By acquiring a major solar company, BP became the world 
leader in solar production and in 2005 announced it would invest $8 billion in alternative energy 
over the following 10 years. BP’s marketing firm developed a PR campaign that, at least on the 
surface, emulated the forward-looking two-way symmetric PR model. The campaign conducted 
interviews with consumers, giving them an opportunity to air their grievances and publicize energy 
policy issues. BP’s website featured a carbon footprint calculator consumers could use to calculate 
the size of their environmental impact. The single explosion on BP's deep-water oil rig in the Gulf 
of Mexico essentially nullified the PR work of the previous 10 years, immediately putting BP at the 
bottom of the list of environmentally concerned companies. 


A company's control over what its brand symbolizes can also lead to brand- FIGURE 12.20 
ing issues. The Body Shop, a cosmetics company that gained popularity during BP faced challenges after the oil spill in 2010. 
the 1980s and early 1990s, used PR to build its image as a company that created 
natural products and took a stand on issues of corporate ethics. The company 
teamed up with Greenpeace and other environmental groups to promote green : i b A We 
issues and increase its natural image. 


By the mid-1990s, however, revelations about the unethical treatment of 
franchise owners called this image into serious question. The Body Shop had 
spent a great deal of time and money creating its progressive, spontaneous 
image. Stories of travels to exotic locations to research and develop cosmetics 
were completely fabricated, as was the company’s reputation for charitable con- 
tributions. Even the origins of the company had been made up as a PR tool: the 
idea, name, and even product list had been ripped off from a small California 
chain called the Body Shop that was later given a settlement to keep quiet. The PR campaign of the 
Body Shop made it one of the great success stories of the early 1990s, but the unfounded nature of 
its PR claims undermined its image dramatically. Competitor LOréal eventually bought the Body 
Shop for a fraction of its previous value.®” 


Source: Katherine Welles/Shutterstock.com 
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Other branding backlashes have plagued companies such as Nike and Starbucks. By building 
their brands into global symbols, both companies also came to represent unfettered capitalist greed 
to those who opposed them. During the 1999 World Trade Organization protests in Seattle, activists 
targeted Starbucks and Nike stores for physical attacks such as window smashing. Labor activists 
have also condemned Nike over the company’s use of sweatshops to manufacture shoes. Eventu- 
ally Nike created a vice president for corporate responsibility to deal with sweatshop issues that 
continue into the 2020s" 


Public Relations’ Long Relationship With 
Politics 


Politics and public relations have gone hand in hand since the dawn of political activity. Politicians 
communicate with their constituents and make their message known using PR strategies. Ben- 
jamin Franklin's trip as ambassador to France during the American Revolution stands as an early 
example of political PR that followed the publicity model. At the time of his trip, Franklin was an 
international celebrity, and the fashionable society of Paris celebrated his arrival; his choice of a 
symbolic American-style fur cap immediately inspired a new style of women's wigs. Franklin also 
took a printing press with him to produce leaflets and publicity notices that circulated through 
Paris's intellectual and fashionable circles. Such PR efforts eventually led to a treaty with France 
that helped the colonists win their freedom from Great Britain." 


Famous 20th-century PR campaigns include President Franklin D. Roosevelt's Fireside Chats, a 
series of radio addresses that explained aspects of the New Deal. Roosevelt's personal tone and his 
familiarity with the medium of radio helped the Fireside Chats become an important promotional 
tool for his administration and its programs. These chats aimed to justify many New Deal policies, 
and they helped the president bypass the press and speak directly to the people. More recently, 
Blackwater Worldwide, a private military company, dealt with criticisms of its actions in Iraq by 
changing its name. The new name, Xe Services, was the result of a large-scale PR campaign to dis- 
tance the company from associations with civilian violence.® 


The proliferation of media outlets and the 24-hour news cycle have led to changes in the way 
politicians handle PR. The gap between old PR methods and new ones became evident in 2006, 
when then-Vice President Dick Cheney accidentally shot a friend in the face during a hunting trip. 
Cheney, who had been criticized in the past for being secretive, did not make a statement about the 
accident for three days. Republican consultant Rich Galen explained Cheney's silence as an older 
PR tactic that tries to keep the discussion out of the media. However, the old trick is less effective 
in the modern digital world. 


PR techniques have been used in propaganda efforts throughout the 20th century. During the 
1990s, the country of Kuwait employed Hill & Knowlton to encourage U.S. involvement in the Per- 
sian Gulf region. One of the more infamous examples of their campaign was a heavily reported 
account by a Kuwaiti girl testifying that Iraqi troops had dumped babies out of incubators in 
Kuwaiti hospitals. Outrage over this testimony helped galvanize opinion in favor of U.S. involve- 
ment. As it turned out, the Kuwaiti girl was really the daughter of the Kuwaiti ambassador and had 
not actually witnessed any of the alleged atrocities.” 


Lobbyists also attempt to influence public policy using PR campaigns. The Water Environment 
Federation, a lobbying group representing the sewage industry, initiated a campaign to promote 
the application of sewage on farms during the early 1990s. The campaign came up with the word 
biosolids to replace the term sludge. Then it worked to encourage the use of this term as a way 
to popularize sewage as a fertilizer, providing information to public officials and representatives. 
In 1992, the U.S. Environmental Protection Agency adopted the new term and changed the classi- 
fication of biosolids to a fertilizer from a hazardous waste. This renaming helped New York City 
eliminate tons of sewage by shipping it to states that allowed biosolids. 
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FIGURE 12.21 
Political mail attempts to brand candidates. 


IN DIFFICULT TIMES 
AMERICA GETS 
BACK TO WORK 


The Great American Comeback has 
started and we will emerge stronger and 
more resilient as we defeat coronavirus. 


Source: Sharkshock/Shutterstock.com 


Branding has been used to great effect in recent elections. A consistently popular political 
brand is that of the outsider, or reform-minded politician. Despite his many years of service in 
the U.S. Senate, John McCain famously adopted this brand during the 2008 presidential election. 
McCain's competitor, Barack Obama, also employed branding strategies. The Obama campaign fea- 
tured several iconic portraits and slogans that made for a consistent brand and encouraged his 
victory in 2008. Before Obama's inauguration in January 2009, an unprecedented amount of mer- 
chandise was sold, a further testament to the power of branding.®" 


In the 2016 election, real estate tycoon and reality TV star Donald Trump also branded himself 
as an outsider, determined to “drain the swamp” of Washington corruption. In linking his chal- 
lenger, Hillary Clinton, to that corruption, Trump aided his victory. Yet branding can be employed in 
many ways. In the early months of COVID-19, Trump downplayed the virus, suggesting that it was 
similar to the common flu and predicting that it would soon disappear. The campaign of challenger 
Joe Biden was able to brand Trump as incompetent in the handling of a virus that eventually killed 
hundreds of thousands of Americans." Branding will remain a trend throughout the 2020s. 


Key Takeaways 


e The four models of PR include traditional publicity, public information, persuasive communi- 
cation, and two-way symmetrical models. 

e PR campaigns begin with a research phase, develop objectives during a strategy phase, 
formulate ways to meet objectives during the tactics phase, and assess the proposed cam- 
paign during the evaluation phase. 


e Branding focuses on the lifestyles and values inherent in a brand’s image as opposed to the 
products that are manufactured. It can be quickly undone by PR crises such as the BP oil 
spill. 


e PR has always been an important part of political campaigning and activity. In recent years, 
branding has become an important part of national political campaigns. 
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Exercises 


Please answer the following short-answer questions. Each response should be a minimum of 
one paragraph. 

1. What are the four models of PR and the four stages of a typical PR campaign? 

2. Analyze the role (or roles) of PR in media and culture. 

3. In what ways is PR taking the place of traditional advertising? 

What is branding and how is it important to PR? 

In which ways is PR used in politics? 


Cl = 


12.4 The Future of Advertising and 
Public Relations in the 2020s 


Learning Objectives 


1. Discuss how advertising and public relations will increasingly blend in the 2020s. 
2. Analyze how storytelling will become even more central to advertising and public relations. 


3. Identify how biometric data might be used by advertising and public relations even as global 
privacy concerns emerge. 


4. Discuss how themes of social justice can support brands—if done authentically. 


For more than 100 years, advertising and public relations have remained a constant in American 
media and culture. Like all media, they have had to change with time and technology. Unlike most 
media, the changes in advertising and public relations have helped other media adapt. What will 
the 2020s bring them all? 


Advertising and Public Relations Become 
Evermore Integrated 


A key development in the future of both advertising and public relations will be the increasing inte- 
gration of these two, once distinctive fields. Indeed, advertising and PR have actually had a long, 
symbiotic, if tense, relationship. As members of the long-established field, advertising executives 
might wonder why there was a need for another communication arm. But as companies, celebri- 
ties, non-profit groups, politicians, and others found that communication existed more and more 
outside of simply paying for ads, they pushed for more integration between advertising and public 
relations. 
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The 2020s will only highlight the need for integration. Brands will be created 
and maintained in a variety of venues and spaces, from highway billboards to FIGURE 12.22 
: : : A : i Advertising and public relations become even 
product placement in films to TikTok videos to Clubhouse interview sessions. tiore blended in moderieanimunicatione: 
Said one public relations publication: “PR and marketing will have to work even 
more closely to align brand awareness messaging with campaigns.”™ 


A marketing executive echoed the sentiment: “By converging your PR and 
marketing efforts, you will be able to operate more efficiently, tell a better story, 
and take advantage of more media options to ensure that your efforts provide 
results,” he said. “This blurring of media lines will underscore the need for more 
alignment between PR and marketing efforts in the coming years. Paid and 
owned media, when not executed properly, can often come off as too promo- 
tional. PR, when not analyzed, can be an expensive endeavor with few results. 
What is needed is a merging of the art of storytelling with the science of analyt- 
ics, and great things will result from it.” 


Source: © Shutterstock, Inc. 


(m) Why Our Ads Are Different Now 


This video explores advertising today. 


View in the online reader 


Storytelling Becomes Evermore Crucial 


As the paragraph above suggests, another future of advertising and public relations is actually as 
old as humankind: storytelling. It has become almost a commonplace of life in the 2020s that peo- 
ple are overwhelmed with information. As we have discussed, one result is that people retreat into 
“information bubbles,” only receiving and attending to information they want and already believe. 
How do advertising and public relations reach people with new information? 


More and more, the answer seems to be compelling stories. People are bombarded with facts, 
ignore facts, and some even choose to believe only their “own facts.” Muck Rack, an industry pub- 
lication puts it bluntly: “Science says that sharing stories with your audience helps them feel 
more connected to you. And if they feel more connected, they may be more likely to trust—and 
buy—from you.” The headline: “How PR pros can help humanize a brand with their storytelling 
skills.” 
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FIGURE 12.23 
Advertising trends toward storytelling to create a connection. 
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If you look closely at much of the advertising that fills your social media feeds or television 
screens, you will notice that, paradoxically, a dwindling percentage of advertising is devoted solely 
to selling a product. More advertising is devoted to selling the brand—so you will be more inclined 
to buy the product. 


Financial Express explains: “The pandemic in hindsight brought opportunities and also a 
chance to showcase what powerful storytelling could mean for brands. This was 2020, a massive 
catalyst that accelerated growth, created new business models and in some cases closed the door 
on existing businesses. What remained common across all these was the need to carefully articu- 
late themselves to internal & external stakeholders.”™” 


Biometric Data Use Increases—As Do Privacy 
Laws 


Two trends will compete in the 2020s. First: Advertising and public relations will make increasing 
use of biometric data. What exactly is biometric data? The meaning can be found in the word—bio, 
of the body, and metric, measurements—measurements of the body and its reactions. The relation- 
ship of biometrics to advertising and public relations might not be clear. But some examples of 
biometric data uses: 


« Eye tracking, which can show what someone looks at (and what they don't) while using a web- 
site or viewing content. It can reveal what content is most effective and how easy, or difficult, 
it is for people to find what they are looking for. 


« Electroencephalography (EEG), which gets readings on brain activity relating to attention, 
excitement, and frustration—from a cap with sensors placed on the head. 


* Galvanic skin response (GSR), which measures sweat levels on the skin that might indicate the 
intensity of a response to a movie scene or advertisement, for example. 


e Facial expression analysis, which uses computerized analyses of emotional reactions and can 
show whether a person is feeling positive, negative, neutral, or other emotions at any given 
time. 


This all might seem ... creepy. But biometrics has been going on for decades in laboratories and 
companies dedicated to the field and has been regularly used in marketing. In its early years, bio- 
metric study was done with volunteers (many students on college campuses have participated in 
such studies). Yet recently, some companies have been accused of gathering biometric data on their 
users without their knowledge or informed consent. 
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In a high-profile 2021 case, TikTok (and its owner ByteDance) were accused of collecting facial 
recognition data along with other personal data from its users “for the benefit of unknown third 
parties (potentially such as advertisers).””" The biometric data collected by TikTok was facial recog- 
nition data, which we discussed above. TikTok is accused of “intentional violations of children's 
data protection laws” in the both the United Kingdom and European Union and its GDPR—General 
Data Protection Regulations. 


The lawsuit will be in courts for years but points to a related future for advertising and public 
relations in the 2020s. They will be subject to evermore scrutiny over possible violations of privacy. 
Advocates for personal privacy argue that advances in technology and data now allow companies 
(such as TikTok) to collect vast amounts of personal information on people and that laws need to 
be updated to regulate company actions and protect the private details of individuals. 


One law firm counsels advertisers: “Although it remains to be seen how such legislation will 
change the industry’s use of and reliance upon biometric data, that it is increasingly the subject of 
analysis and discussion indicates a demand and a need for reasonable security and privacy prac- 
tices around the collection and processing of biometric data, whether required by law or not.””7 


FIGURE 12.24 
TikTok is under scrutiny for collecting users’ data. 


Source: Shiva Photo/Shutterstock.com 


Themes of Social Justice Resonate—If They 
Are Authentic 


In previous decades, advertising and public relations agencies might instruct their clients to steer 
clear of social and political issues. Why take the risk of alienating one part of your audience by 
choosing a side? Better to stay silent and stay on the sidelines, the advice might be. However, the 
2020s began with a global pandemic, controversies over vaccinations, a disputed U.S. presidential 
election, the Black Lives Matter movement in reaction to police killings of Black people, laws that 
could restrict the rights of voters, attacks on Asian Americans, and more. And companies—like peo- 
ple—were being asked where they stood. And the sidelines was not an answer. 
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Companies in the 2020s will often be taking a stand, depending on their beliefs—and likely tak- 
ing into consideration the beliefs of their constituents. Some might be seen as conservative, some 
liberal, but expectations will rise that a stand will be taken. And in our era of polarized beliefs, com- 
panies then might lose customers from one or the other side of the political spectrum, and so the 
stands will need to be authentic and the risks must be understood as worthwhile by employees and 
stockholders. 


FIGURE 12.25 
The positions companies take on social issues are impacting their brands. 
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One public relations consultancy counseled: “2020 brought with it a reckoning on the social 
justice front and with it an expectation from consumers that brands should be socially-conscious 
in their policies and business operations.” Many company leaders have heeded the calls for change 
and reviewed their company culture and the possible impact of their organizations. And in the 
2020s, those leaders will look for “effective communication around the promises and pledges made 
for diversity, equity, and inclusion efforts within organizations.” 


No matter what their political stance, if people, companies, and brands take seriously the social 


justice motto that “Silence Is Betrayal,” they will want to be and need to be involved in the issues of 
the day. 


Key Takeaways 


e Advertising and public relations will increasingly become integrated in the 2020s. 


e Storytelling will become central to advertising and public relations as facts lose their power 
to persuade. 


e Biometric data will be used by advertising and public relations even as global privacy con- 
cerns emerge. 


e Companies will need to take stands on themes of social justice and must do so authentically. 
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Exercises 


Find an advertisement in a media outlet—perhaps from a magazine, social media feed, or the 
television—that seems to be commenting on a current social issue. Then consider the following 
questions: 

e Why do you think the company chose this particular issue? 

e Do you think the company stance will be agreeable to the likely audience of this company? 

e |f you go the company website, do they mention the issue or the ad? 

e Do you think companies should get involved with social issues? 


12.5 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 1 
a. What is the difference between advertising and public relations? 
b. How did public relations begin? 


c. How did advertising find respect through magazines, brands, and eventually radio and 
television? 


2. Questions for Section 2 
a. What is “consumer culture”? Explain the role of advertising in creating consumer culture. 
b. What are examples of how advertising maintained stereotypes? 
c. Why does advertising enter into cultural discussions about truth? 
3. Questions for Section 3 
a. Explain the four models of public relations. 
b. What is the role of public relations in branding? 
c. How has public relations been used in recent politics? 
4. Questions for Section 4 
a. Why will advertising and public relations become more integrated in the 2020s? 
b. What is biometric data and why is it the source of privacy concerns? 
c. Why will companies take stands on social issues in the 2020s? 


Critical Thinking Questions 


1. Do you think that government regulation of advertising is justified? Explain your answer. 


2. In your opinion, would most Americans give up their privacy in order to retain free, advertiser- 
supported services such as Facebook, web searches, and email? Explain your answer. 


3. Do you think that newspapers, magazines, radio, and television can survive without tradi- 
tional forms of advertising? Explain your answer. 


4. How do you think branding has affected American media and culture? 
5. How has branding affected political discourse in the United States? 
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Career Connection 


Advertising and public relations have had an enormous influence on the ways that people pre- 
sent and imagine themselves. Personal branding has become an industry, with consultants and 
coaches ready to help anyone find their own brand. “Influencers” push their own brands. Creat- 
ing a personal brand is a useful way to assess your skills and feelings about the advertising or 


PR professions. 


Research the term personal brand. Look for strategies that would help you construct your own 
brand. Imagine that you are a brand and describe what that brand offers. This does not need to 
be limited to professional capacities, but should represent your personal life experiences, obser- 
vations, and philosophy. In 15 words or less, write a description of your brand. 


Answer the following questions about your brand description: 


e How well does the brand description capture your personality? 


e How appealing do you think this brand would be to potential employers? 
e How appealing do you think this brand would be to potential friends? 


e Are you comfortable with the idea of promoting your own brand? Explain your answer. 
e How do you think the personal branding process is different from or similar to the corpo- 


rate branding process? 
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CHAPTER 13 


Media Law and Ethics in the 
2020s 


13.1 A History of Media Law and 
Ethics 


Learning Objectives 


Describe the difference between law and ethics. 
Review the history of the First Amendment. 


Analyze how sedition was key to early decades of media law. 
Describe the role of the FTC. 

Explain the history and major duties of the FCC. 

Describe the history of media codes of ethics. 


oy Cl ss O = 


As with many chapters in this book, our topic—media ethics and law—is the subject of entire 
classes and books. We will cover the highlights and important points. We will also see that media 
ethics and law go hand in hand. Laws detail what can and cannot be done. Ethics emphasize what 
should and should not be done.” 


There are many ways we can proceed. Most of our chapters have fit nicely into a four-part 
structure: history, role in American culture, trends, and future in the 2020s. I think it will be inter- 
esting to place media ethics and law into that same framework to draw out and emphasize its 
intersections with American culture. As always, we start with a history to provide background and 
context. 


The First Amendment—and Sedition 


As noted in Chapter 4, when the founders of the United States created the Constitution on how the 
nation would be governed, they first just assumed that freedom of the press would be part of the 
nation. It was a primary factor behind the revolution. But eventually the founders were convinced 
by Thomas Jefferson and others to write down each and every right. And so the Constitution was 
immediately amended with a Bill of Rights. 


It is often assumed that the First Amendment is the most important amendment because it 
is... first. But, in reality, two other rights had been listed before it but failed to get enough votes 
from the colonies, thus making the third amendment ... first. But it does not diminish at all the 
extraordinary rights set out in that one sentence. We quoted it earlier but it is important enough to 
revisit: “Congress shall make no law respecting an establishment of religion, or prohibiting the free 
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exercise thereof; or abridging the freedom of speech, or of the press; or the right of the people peace- 
ably to assemble, and to petition the government for a redress of grievances.” 


FIGURE 13.1 Five human rights are protected: freedom of religion, speech, press, assembly, and petition. And 
Thomas Jefferson pushed for the language could not be clearer: Congress shall “make no law.” But there are now thick texts on 


amendments to the : 
P) 
Constitution, including the media law. What happened: 


First Amendment. A valid concern of any government—especially a brand-new, still vulnerable govern- 
ment—might be sedition, conduct or speech inciting people to rebel against the government. But 
what is the line between questioning or criticizing a government and inciting rebellion? The First 
Amendment was passed in 1791 and by 1798, as we have discussed, Congress had made a law, passing 
the Sedition Act, which declared that any “writing, printing, uttering, or publishing any false, scan- 
dalous and malicious writing or writings against the government of the United States” was a crime. 
For many people, it was exactly the kind of law the First Amendment was designed to forbid.” 


As president, Jefferson eventually allowed the Sedition Act to lapse in 1800. But for the pur- 
poses of this chapter, a history of media ethics and law, it is important to note that many of the 
early arguments, laws, and Supreme Court cases involving freedom of speech and the press have 
been based on trying to find the distinction between valid criticism of a government and sedition. 
From protests against the First World War in the early 1900s to the January 6, 2021 speech by Donald 


Source: Everett Collection/ cy : : : aa 
Shutterstock.com Trump and the subsequent rioting by his supporters in the U.S. Capitol, charges of sedition often 


bring about calls for prosecution or protection under the First Amendment.” 


FIGURE 13.2 
President Donald Trump speaks to supporters January 6, 2021, in Washington, DC, just before the supporters 
rioted in the U.S. Capitol. Some were arrested for sedition. 


Source: bgrocker/Shutterstock.com 


In the next two sections, we will consider some of the other issues around which Congress 
has “made laws” concerning the First Amendment, including libel, privacy, obscenity, prior restraint, 
copyright, and more. And we will situate those issues in American culture. But to set the stage for 
this exploration, we should next consider the regulatory agencies, commissions, and other bodies 
that have been created throughout the history of media law. 
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The 1900s—A Need for Regulation ior oe een 


Part of the fun “The 
Constitution for Dummies” 


The simple optimism of the First Amendment was challenged first by sedition but then gave way series, this video 

A ai : z : discusses the origins of the 
in the 1900s to recognition of other major challenges. New media technology, such as radio and tele- First Amendment 

vision, and new economic patterns, such as national advertising and oligopoly, required guidance 

and laws. Throughout the 2oth century, the U.S. government responded with regulatory agencies La 
designed to guide, shape, and regulate the media. Under the auspices of the federal government, THE FIRST 
these agencies—the FTC (Federal Trade Commission) and the Federal Radio Commission, later to 


be FCC (Federal Communication Commission)—have shaped American media and their interac- 
tions with both the government and audiences. 


View in the online reader 


Federal Trade Commission 


The first stirrings of the FTC date from 1903, when President Theodore Roosevelt 


created the Bureau of Corporations to investigate the practices of increasingly FIGURE 13.3 
The FTC was created to regulate the media. 


larger American businesses that already were tending toward oligopolies and 
monopoly. In time, authorities determined that an agency with more sweeping 
powers was necessary. Founded on September 26, 1914, the FTC, the government 
agency charged with overseeing interstate business and trade practices in the 
United States, came into being.“ President Woodrow Wilson signed the FTC Act 
into law, creating an agency designed to “prevent unfair methods of competition 
in commerce.” 


Like the Bureau of Corporations, the FTC could conduct investigations, 
gather information, and publish reports. But the FTC took on other duties. It 
reported on export trade, resale price maintenance, and other issues, as well as 
meat packing and other specific industries. Unlike the Bureau, though, the Com- 
mission could challenge “unfair methods of competition” under Section 5 of the 
FTC Act, and it could enforce prohibitions against price discriminations, business 
arrangements, conflicts of interests, and acquisitions that were deemed to be 
monopolistic or not in the best interests of the public. 


Although most modern media, including radio and television, and of course, 
cable television and social media, were still to come, they would be born into a 
world in which the FTC could and would regulate their business activities, profit- 
making, mergers, and acquisitions.” The founding of the FTC is crucial in the 
history of media law. 


Source: Orhan Cam/Shutterstock.com 


Federal Radio Commission 


The Radio Act of 1927 was intended to “bring order to the chaotic situation that developed as a 
result of the breakdown of earlier wireless acts passed during the formative years of wireless radio 
communication.” As we discussed in Chapter 7, radio stations were relatively easy to set up but 
the airwaves could only hold so many signals until the only sound produced was static. 


As part of the act, the FRC comprised five employees who were authorized to grant and deny 
broadcasting licenses and assign frequency ranges and power levels to each radio station. You 
should note the immediate divergence between the First Amendment's protection of the press—as 
newspapers. The Founders would never have approved of licenses for newspapers. But with this 
medium, licenses were required or chaos would reign. 


In its early years, the FRC struggled to find how to fulfill its role and responsibility in regulating 
the radio airwaves. With no clear breakdown of what could or could not be aired, nearly everything 
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was allowed to play as long as there was room. The FRC lasted just seven years, until 1934, when it 
was engulfed by the FCC. 


Federal Communications Commission 


With the Communications Act of 1934, the FCC became the government agency 


FIGURE 13.4 charged with overseeing interstate communications in the United States. The 
President Franklin D. Roosevelt established the hi hci thi dio. Part of the N Deal President 
Federal Communications Commission in 1934 c arge WaS NOW elo a Peele: ar 9 C NEW Hea E rESIQET 
as part of the New Deal. Franklin D. Roosevelt's Great Depression-era suite of federal programs and agen- 


cies—the commission worked to establish “a rapid, efficient, Nation-wide, and 
world-wide wire and radio communication service.”” Since its creation, the FCC 
has been “charged with regulating interstate and international communications 
by radio, television, wire, satellite, and cable.”” 


The responsibilities of the FCC are broad, and throughout its long history 
the agency has enforced numerous, often changing, laws that regulate media. A 
selection of these laws includes the 1941 National TV Ownership Rule, which 
stated that a broadcaster cannot own television stations that reach more than 35 
percent of the nation’s homes; the 1970 Radio/TV Cross-Ownership Restriction, 
which prohibited a broadcaster from owning a radio station and a TV station in 
the same market; and the 1975 Newspaper/Broadcast Cross-Ownership Prohibi- 
tion, which discouraged ownership of a newspaper and a television station in the 
same market.” All of these acts and more have undergone changes as the media, 
the FCC, and American culture absorbed the evolution of the modern media mar- 
ketplace. 


The FCC contains three major divisions: broadcast, telegraph, and telephone. 
iaaa Within these branches, subdivisions, including operating bureaus and 10 staff 
Source: National Archives (520053) offices allow the agency to more efficiently carry out its tasks.°” Of particular 

importance: The Media Bureau oversees licensing and regulation of broadcasting services. Specifi- 
cally, the Media Bureau “develops, recommends and administers the policy and licensing programs 
relating to electronic media, including cable television, broadcast television, and radio in the United 
States and its territories."“ In short, stations can “lose their licenses” if they run afoul of the 
FCC. Such decisions would be based on the “commission's own evaluation of whether the station 
has served in the public interest.”"! The Media Bureau has been central to rulings on children’s pro- 
gramming and mandatory closed captioning. 


Another prominent bureau is the Wireline Competition Bureau (WCB), primarily responsible 
for “rules and policies concerning telephone companies that provide interstate—and, under certain 
circumstances, intrastate—telecommunications services to the public through the use of wire- 
based transmission facilities (i.e. corded/cordless telephones).”""! The Wireless Telecommunications 
Bureau (WTB) is the rough counterpart of the WCB and oversees mobile phones, pagers, and two- 
way radios. The International Bureau is responsible for representing the FCC in all satellite and 
international matters. 


The creation and expansion of the FCC reflected concern in the early and mid-20th century 
that the trend toward monopolization could lead to the extinction of competition, thus leading to 
less choice and potentially higher prices. Government regulation of businesses increased until the 
1980s, when the United States experienced a shift in mind-set and citizens called for less govern- 
mental power. The U.S. government responded as deregulation became the norm. The FCC began 
overturning existing rules and experienced “an overall reduction in FCC oversight of station and 
network operations.” Between 1981 and 1985, lawmakers dramatically altered laws and regulation 
to give more power to media licensees and to reduce that of the FCC. 


As we will see in Chapter 14, deregulation remains a hotly debated topic. Some favor deregu- 
lation, believing that the public benefits from less governmental control. Others, however, argue 
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that excessive consolidation of media ownership threatens the system of checks and balances. It is 
likely that regulation of media will ebb and flow over the years, as it has since regulation first came 


into practice." 


Media Ethics Codes Are Developed 


A history of media ethics and law shows that media were not only guided and regulated by agencies 
and laws. Media developed their own codes for behavior. The reason is centrally tied to the theme 
of this chapter: Media developed codes for what should and should not be done so that lawmakers 
did not step in and develop laws for what could and could not be done. 

The press of the mid-to-late 1800s indeed was surely testing the patience of the American peo- 
ple and government for “make no law.” The newspapers of the time knew little bounds. Purposeful 
“hoaxes’—untrue stories splashed on front pages—grabbed the attention and money of readers. 
“Yellow journalism’—sensationalized, lurid stories of the late 1300s—may even have contributed to 


U.S. involvement in what is now known as the Spanish American War." 


FIGURE 13.5 
In this 1898 editorial cartoon by Leon Barritt, “yellow journalism” publishers Joseph Pulitzer and William Randolph 
Hearst, dressed as the Yellow Kid (a popular cartoon character of the day), each try to push the country toward 


war with Spain. 
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Z 
f 
A 
Z 

g 


Source: Library of Congress, LC-USZC4-3800 
Two developments pushed back on these sensational trends. The first was the decision by 
new owners of The New York Times to build readership by pursuing non-partisan, so-called “objec- 
tive” reporting. The idea of objectivity took hold in American journalism at the beginning of the 
1900s. The second development was that newspaper editors, worried about potential government 
interference, started to put together codes for ethical behavior. In 1923, the American Society of 
Newspaper Editors (ASNE) created “The Canons of Journalism,” which outlined the responsibilities 


of journalists and the need for fair and impartial reporting."” 
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The Preamble of the 1923 Canons of Journalism 


The primary function of newspapers is to communicate to the human race what its members do, 
feel and think. Journalism, therefore, demands of its practitioners the widest range of intelligence, 
or Knowledge, and of experience, as well as natural and trained powers of observation and rea- 
soning. To its opportunities as a chronicle are indissolubly linked its obligations as teacher and 
interpreter. To the end of finding some means of codifying sound practice and just aspirations of 
American journalism, these canons are set forth. 


Other media took note. The very next year, 1924, the American Association of Advertising Agen- 
cies created its own ethics code that established false and misleading advertising as unethical. The 
Public Relations Society of America created its own code. In 1930, the film industry developed the 
Motion Picture Production Code, a set of guidelines for “acceptable” content followed by most film 
producers for more than 50 years. It was also popularly known as the Hays Code, after Will H. Hays, 
who was the president of the Motion Picture Producers and Distributors of America (MPPDA) from 
1922 to 1945. 


These historical markers—the First Amendment, the various regulatory agencies, and the self- 


imposed codes of ethics and behaviors—provide to this day the legal and ethical context in which 
the content of mass media is produced.” 


Key Takeaways 


e Law stipulates what can and cannot be done. Ethics stipulates what should and should not 
be done. 


e The First Amendment said Congress should “make no law” against freedom of speech or 
of the press. But questions over the difference between criticism and sedition led quickly to 
laws against seditious writing or speech. 


e The FTC was established in 1914 and is designed to “protect America’s consumers” and 
“prevent unfair methods of competition in commerce.” 


e Established in 1934 as part of President Franklin D. Roosevelt’s New Deal, the FCC is 
charged with regulating interstate and international communications. 


e Media codes and ethics were designed so that industries might self-regulate, rather than 
face legal action. 


Exercises 


Visit the FCC’s web page and explore some of the current regulations that govern modern 
media. Then write a one-page paper addressing the following: 


e What does the FCC suggest are its most important roles in the 2020s? 
e How does the history of the FCC show itself today? 


e Do you think that self-regulating media codes work better than government regulation by the 
FCC? Why or why not? 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 13 Media Law and Ethics in the 2020s 401 


13.2 The Role of Media Law and 
Ethics in American Culture 


Learning Objectives 


Identify the importance of New York Times v. Sullivan for American libel law and culture. 
Explain prior restraint and New York Times v. United States. 

Explain the standards of obscenity set out in Miller v. California. 

Discuss the beginning and end of equal time rules. 


ga (ee) iS) 


Voluminous media law and ethic textbooks offer detailed and exhaustive reviews of laws organized 
by central topics, such as libel, prior restraint, obscenity, equal time, and other subjects. An advan- 
tage of a text devoted to understanding media and culture is that we can take up those topics by 
focusing on especially important cases that had a significant impact not only on media law and 
ethics but American culture.” 


Libel 


Libel is one of the most talked-about topics in media law and perhaps for good 
reason. Almost any media producer, from newspaper journalist to television FIGURE 13.6 a 
anchor to filmmaker, can be prosecuted for libel if they break the law. And almost pe Times V. Sulyan Myowed meda 
any citizen can sue for libel if they feel they have been wronged. Let's look at this 
closely. 


coverage of the civil rights movement. 


Libel and slander are acts of defamation—false statements that can harm a 
reputation. If those statements are printed or broadcast, they are libel. If they are 
spoken, they are slander. Laws worldwide recognize the essential value of a rep- 
utation and extend protection to individuals, groups, and even companies. State 
laws largely cover libel (and slander) laws, but they are nearly identical through- 
out the United States and are guided by U.S. Supreme Court rulings. 


The most famous and important Supreme Court case regarding libel is New : i D s { 
York Times v. Sullivan. This case, like so many in media law, is embedded in Amer- Source: Federal Siia jnvestigatón, https:// 
ican culture. During the civil rights movement of the 1960s, The New York Times commons.wikimedia.org/wiki/File:Bloody_Sunday- 
published an advertisement seeking donations to defend Martin Luther King, Jr. Alabama_police_attack,jpeg. 
The ad contained some minor inaccuracies. The Montgomery, Alabama, Public Safety Commis- 
sioner, L.B. Sullivan, felt that the ad criticized him and his law enforcement department, though he 
was not mentioned in the ad. Sullivan sought punitive damages for libel and an Alabama jury 
awarded him $500,000. 


Many observers saw an alternative reason for the lawsuit. The New York Times and other 
media outlets were aggressively reporting on the violent and racist treatment of civil rights pro- 
testers. Huge lawsuits might persuade them to back off the coverage. 


In the 1964 landmark ruling, the Supreme Court not only rejected Sullivan's argument but 
made sure that similar lawsuits would not follow. The Court said the Founding Fathers surely 
wanted a press that could criticize government officials. But if government officials could sue for 
libel because of minor inaccuracies, the First Amendment would be severely weakened. To sue for 
libel, the Court said, public officials would have to prove “actual malice” and “reckless disregard for 
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the truth’—not that the media outlet had made a mistake but had done so maliciously, a very dif- 
ficult standard for someone to prove. The standard was later applied also to public figures, such as 
celebrities. It is extraordinary protection for the media.” 


Because of the protections given the media by the Sullivan case, ethical standards become 
paramount when reporting on public figures. It is extremely difficult for U.S. public figures to suc- 
cessfully sue for libel, and yet reputations can be ruined by reporting mistakes made by sloppiness 
but not malice. Codes of ethics stress the importance of publishing accurate information. 


From the Society of Professional Journalists Code of Ethics 


Journalists should: 
e Minimize harm. 


e Balance a suspect’s right to a fair trial with the public’s right to know. Consider the impli- 
cations of identifying criminal suspects before they face legal charges. 


e Consider the long-term implications of the extended reach and permanence of publication. 
Provide updated and more complete information as appropriate.?") 


What Are Journalism 

Ethics? = = 

This video by the National Prior Restraint 
Endowment for Democracy 
discusses journalism ethics. 


Prior restraint is just what it sounds like. It is censorship in which something is reviewed and 
restricted before it is even published or broadcast. Prior restraint was very much on the minds of 
the Founding Fathers when they wrote the First Amendment. British rulers would force colonists 
to submit newspapers or pamphlets to be submitted for review before publication—and then for- 
bid them to be published. 


The opposition to any prior restraint was such that the first notable U.S. case did not get heard 
until 1931. Jay Near's small newspaper, The Saturday Press, was printing stories alleging corruption 


View in the online reader of Minneapolis officials. Rather than sue him for libel, the authorities just shut the paper down as 
a “public nuisance.” In Near v. Minnesota, the Court confirmed prior restraint could only occur in 

FIGURE 13.7 extremely limited circumstances such as national security issues. 

Daniel Ellsberg supplied That seems like pretty good protection. But who gets to decide what is a national security 


newspapers with the 


Pentagon Papers. issue? Forty years later, The New York Times was again involved in a landmark ruling. The newspa- 


per had been given top-secret Department of Defense documents that traced the many mistakes 
and lies in the history of U.S. involvement in Vietnam that culminated in the controversial Vietnam 
War of the 1960s and 1970s. The Times and Washington Post began publishing excerpts from the 
documents, known now as “the Pentagon Papers.” The Nixon administration sued to stop them, 
claiming the "national security" exception from the Near decision. The Supreme Court, however, 
saw that “national security” was being used to restrain information embarrassing and critical of the 
government—the heart of the First Amendment—and allowed the papers to publish. 


Once again, the protection of the government means that media themselves must be sure of 
the accuracy of information before it is published since they seldom will be held to prior restraint. 


From the Society of Professional Journalists Code of Ethics 


Source: Cmichel67, https:// 
commons.wikimedia.org/wiki/ Journalists should: 
File:Daniel_Ellsberg_2020_CM.jpg. 
Available under CC BY-SA 4.0, 


e Take responsibility for the accuracy of their work. Verify information before releasing it. 
httos://creativecommons.org/ Use original sources whenever possible. Remember that neither speed nor format excuses 


licenses/by-sa/4.0/deed.en. inaccuracy. 


© 2023 Boston Academic Publishing, Inc., d.b.a FlatWorld. All rights reserved. 


Chapter 13 Media Law and Ethics in the 2020s 403 


e Be vigilant and courageous about holding those with power accountable. Give voice to the 
voiceless. 


e Recognize a special obligation to serve as watchdogs over public affairs and government. 
Seek to ensure that the public’s business is conducted in the open, and that public 
records are open to all? 


An interesting discussion on prior restraint arose in 2021 when Twitter and 


Facebook suspended the accounts of President Donald Trump after the Capitol FIGURE 13.8 -n 
Twitter accused Trump of inciting violence. 


was stormed by a mob of his supporters. Facebook argued Trumps account was 
used “to incite violent insurrection against a democratically elected government.” 
Twitter cited “the risk of further incitement of violence.” Although President 
Trump and his supporters claimed “prior restraint,” private companies are not (as 
yet) held to the First Amendment standards of the government.™! Yet as a sign of 
the platforms’ reach and strength, when Trump attempted to circumvent the 
platforms and publish his views on his own blog in 2021, the effort failed and was 
stopped after just a month. It is often the platforms’ feeds that brings news and 
views to individuals; followers do not actively seek them out. As Wired magazine 
noted, “Without the algorithmic boosts of Twitter and Facebook, there are few 
‘active internet users to be found.’”™! Source: pcruciatti/Shutterstock.com 


Obscenity 


We can say with some certainty that the Founding Fathers were not thinking of hard-core pornog- 
raphy when they wrote the First Amendment. But their charge that Congress shall “make no law” 
against freedom of the press has led to First Amendment protections for much material of a sexual 
nature. Where does the line get drawn, especially in the digital age? 


Miller v. California, decided in 1973, remains the prevailing standard. Marvin Miller was a Cali- 
fornia-based publisher of sexual material that was deemed pornographic by California authorities. 
In upholding Miller's conviction, the Supreme Court adopted a new three-part test—what Chief 
Justice Warren E. Burger called “guidelines” for jurors: (1) whether the average person, applying 
contemporary community standards, would find that the work, taken as a whole, appeals to the 
prurient interest; (2) whether the work depicts or describes, in a patently offensive way, sexual con- 
duct specifically defined by the applicable state law; and (3) whether the work, taken as a whole, 
lacks serious literary, artistic, political, or scientific value. 


The Court place special emphasis on local, community standards. The decision stated: “It is nei- 
ther realistic nor constitutionally sound to read the First Amendment as requiring that the people 
of Maine or Mississippi accept public depiction of conduct found tolerable in Las Vegas, or New 
York City.””*! 


Thus, obscenity now refers to a narrow category of pornography that violates contemporary 
community standards and has no serious literary, artistic, political, or scientific value. Child pornog- 
raphy receives no protection. For adults at least, most other pornography—material of a sexual 
nature that arouses many readers and viewers—receives constitutional protection. 


In broadcasting, the FCC is charged with making sure broadcasters do not air obscene pro- 
gramming. However, working with their own codes, most broadcasters do not come close to any- 
thing that might be judged obscene. The FCC has gone further with limits because children can 
access television. It also limits “indecent” material, containing graphic sexual or excretory depic- 
tions. Material deemed indecent cannot be broadcast between the hours of 6 a.m. and 10 p.m., to 
make it less likely that children will be exposed to it. 
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In the age of cable and the internet, however, regulation becomes difficult; some would say, 


FIGURE 13.9 
The FCC set the cut-off for impossible. What “local, community standards” apply to websites that can be viewed around the 
harmful material at age 18. world? U.S. law does strive to protect children from obscene or harmful material on the internet. 


For example, federal law prohibits using misleading domain names, words, or digital images that 
might deceive a minor. Many pornographic sites have a log-in screen in which the viewer attests to 
being more than 18 years old." 


Equal Time Rules 


Source: © Shutterstock, Inc. Legislators and courts feel fairly confident that they grasp the intentions of the Founding Fathers 
when it comes to protecting the freedom of newspapers and other written material. Broadcasting 
and later the internet—not so much. Legislators have been wary of the power of broadcasting to 
persuade and treat it differently from print. An early example is the Equal Time Rule. Passed by 
Congress in 1927 as Section 315 of the Communication Act, the equal opportunity requirement was 
the first major federal broadcasting law. Legislators feared that broadcasters and stations would be 
able to manipulate elections by giving one candidate ample air time. Candidates cannot receive free 
airtime unless their opponents do as well. Essentially, Section 315 ensures that television and radio 
stations cannot favor any one political candidate over another. 


FIGURE 13.10 
AM radio can broadcast hours of conservative talk shows by hosts like Sean Hannity because equal time rules no 
longer apply. 


Source: Gage Skidmore, https://commons.wikimedia.org/wiki/File:Sean_Hannity_(25164602955).jpg. Available under CC BY-SA 2.0, 
https://creativecommons.org/licenses/by-sa/2.0/deed.en. 


News programs, interviews, and documentaries are exempt from the requirements of Section 
315. This allows media outlets to report on the activities of a candidate without also having to cover 
the activities of their opponent. Presidential debates fall under this exemption as well and are not 
required to include third-party candidates. However, the law does not prohibit broadcast time pur- 
chased with campaign funding. Well-funded candidates who can afford to pay for airtime still have 
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an advantage over their poorly funded peers. Controversies over campaign financing are directly 
tied to the high cost of political campaign advertising, especially over television. 


The Fairness Doctrine was enacted in 1949 as an update to equal time rules. Radio stations were 
expanding their reach and television was on the horizon. The FCC was increasingly worried about 
the power of broadcasting. It thus instituted the Fairness Doctrine, pushing broadcasters to not 
only offer equal time but to “ensure that all coverage of controversial issues by a broadcast station 
be balanced and fair.” The FCC took the view that station licensees were “public trustees” and had 
an obligation to present contrasting points of view on controversial issues. The commission later 
held that stations were even obligated to actively seek out issues of importance to their community 
and air programming that addressed those issues.” 


Broadcast journalists were appalled at the restrictions they faced, knowing that print journal- 
ists faced no such restrictions. The Fairness Doctrine ironically was considered to be infringing on 
the rights of free speech and freedom of press granted in the First Amendment. The argument 
became moot when the doctrine was dissolved during the 1980s with the Reagan administration's 
deregulation efforts. You can see these effects today on AM radio with the popularity of numerous 
conservative talk radio shows. Stations do not have to assure that all sides of an issue are discussed. 


From the Society of Professional Journalists Code of Ethics 


Journalists should: 


e Label advocacy and commentary. Never deliberately distort facts or context, including 
visual information. Clearly label illustrations and re-enactments. 


e Support the open and civil exchange of views, even views they find repugnant. 


e Avoid stereotyping. Journalists should examine the ways their values and experiences may 
shape their reporting. ”®! 


Once again, we see the government regulations have given way to codes of ethics. Some 
broadcast stations openly espouse a partisan view and make no attempt to show another side. 
Journalists seeking fairness will apply their own ethical standards and provide equal time.”” 


Key Takeaways 


e New York Times v. Sullivan gave great protection to the press when it came to the possible 
libel of public figures. 


e The First Amendment’s protection against prior restraint was upheld in New York Times v. 
The United States. 


e Miller v. California said that findings of obscenity could be influenced by community stan- 
dards. 


e The Equal Time Rule and the Fairness Doctrine once governed broadcasters but no longer 
apply. 


Exercises 


The four areas of law detailed in this section—libel, prior restraint, obscenity, and equal 
time—have been “settled law” for some decades. Write a paragraph for each of the following 
questions: 


1. Do you think some comments on social media call for new laws for libel? Why or why not? 
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2. Would you stop a publication from printing instructions on how to make an atomic bomb? 
You can look up this case: United States v. Progressive. 


3. Do you think that sexual content on the internet needs to be regulated more? Why or why 
not? 


4. Do you think that the Fairness Doctrine should be brought back? Why or why not? 


13.3 Trends in Media Law and Ethics 


Learning Objectives 


Trace the history and evolution of privacy in media law and ethics. 

Identify the trend toward collection of personal data by technology companies. 
Discuss the legal issues surrounding government surveillance. 

Trace the evolution of copyright law and identify current trends. 

Explain why laws on streaming have not benefited most musicians. 


a & SoS 


The legal areas that we have covered—libel, prior restraint, obscenity, and equal time rules—are 
established or settled law. The laws and codes of ethics around these areas are more or less firmly 
in place in American culture. In this section, however, we will look at trends in law that are very 
much in flux in the 2020s. They have links to modern digital technology. The reach and breadth of 
the internet and its resulting social media have raised issues that continue to challenge media law 
and ethics.5" 


Privacy 


The word “privacy” does not appear in the Constitution but the document does offer protection 
against unreasonable search and seizure, testifying against oneself, self-incrimination, freedom of 
religion, and other areas that might be considered “private.” With this foundation, Samuel Warren 
and Louis Brandeis published “The Right to Privacy” in the 1890 Harvard Law Review, which led to 
the formation of privacy law. They defined “privacy” in simple and direct terms: the right to be left 


alone. 
Evolution of Privacy l It was not until the 1970s that fee laws took up privacy. The Federal Privacy Act of 1974 is 
This video by Democracy designed to protect how individuals’ personal information is collected, used, and published. It “pro- 
News Alive covers the tects records that can be retrieved by personal identifiers such as a name, social security number, 


development of privacy: or other identifying number or symbol.” This act also regulates how federal agencies can collect, 


store, and use information and requires agencies to tell individuals when they are collecting infor- 
mation about them." 


Privacy has come to mean more in a media age. The primary issues: how to manage the tension 
among privacy, disclosure, and surveillance amidst changing technologies, health needs (such as a 
pandemic), economic conditions, social values, and political climates. The media are central to the 
debate. To fulfill their First Amendment role, the news media need to gain access to information 
that others want to keep private. To offer you the best customer experience, online media to gather 
information from you, from your credit card information to your phone number. 


View in the online reader 
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Journalism codes of ethics come up often with issues of privacy. And there are research cen- 
ters, journals, and conferences devoted to journalism ethics.” Organizations such as the Society 
of Professional Journalists, Online News Association, and others put special stress on privacy con- 
cerns. One center noted that journalists often attempt to minimize harm but respecting a right 
to privacy is becoming especially important. “Privacy affects the way reporters and advertisers do 
their jobs, from the use of cookies or gathered data to tailor advertisements online to the hacking 
of voicemails and email accounts to find information about a story,” the center noted.“ Every job 
within the field of journalism has to recognize the importance of a citizen's right to privacy. 


From the Society of Professional Journalists Code of Ethics 


Journalists should: 
e Recognize that legal access to information differs from an ethical justification to publish or 
broadcast. 
e Balance the public’s need for information against potential harm or discomfort. Pursuit of 
the news is not a license for arrogance or undue intrusiveness. 


e Realize that private people have a greater right to control information about themselves 
than public figures and others who seek power, influence, or attention. Weigh the conse- 
quences of publishing or broadcasting personal information. 8“ 


Indeed, the Privacy Act is a delicate First Amendment dance. It is designed to ensure that the 
First Amendment privacy rights of individuals are balanced with the media's First Amendment 
rights to hold government officials accountable. Under the Privacy Act, media personnel must be 
careful to avoid revealing certain information about an individual without their permission, even 
if that portrayal is factually accurate. 


Surveillance by Technology Companies 


The turn of the century, from the 1900s to the 2000s, saw incredible advances in media technology. 
With Google, people could search online. With Facebook, people could connect online. With Ama- 
zon, people could shop online. But those media companies and more survive by collecting the 
personal information of their users. 


Indeed, before using those services, individuals agree to make their personal information avail- 
able. However, many people don't realize the extent of surveillance capabilities or know how to 
protect certain personal information while using online tools. The more people rely on the internet 
for shopping, communication, social networking, and media consumption, the more their personal 
data is stored online. Every time a person subscribes to an Instagram feed, joins an organization, 
searches for a product, gives to a political cause, or searches for information, that information is 
stored and used. 


Most users are only vaguely familiar with “cookies,” the text files that web page servers embed 
in users’ hard drives to help search engines keep track of their customers’ search histories, buying 
habits, and browsing patterns. They are used to customize your searches and also deliver cus- 
tomized third-party ads based on your demographics and behavior. For example, many people do 
not realize that their search results for a product may differ from another person's search for the 
exact same product. Your history helps guide the search. 


Privacy advocates claim this practice fosters predatory advertising. Additionally, considering 
that search engines receive multiple requests per day for specific information on their users 
(requests that are sometimes tied to criminal investigations and lawsuits), there is a growing con- 
cern that unfair or even erroneous profiling may result. Much of this information is stored without 
users’ knowledge or informed consent. Although agreements for most software inform users when 
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their data is being collected, few people have the patience or time to read and understand the dense 
legalistic language of these agreements. And even when users invest the time and effort to under- 
stand the agreements, they are left with the difficult choice of either agreeing to have their data 
recorded or going without useful software.""! 


FIGURE 13.11 
Cookies help searches go faster but there are privacy concerns. 


Cookies 


We use cookies and similar technologies 
to help personalize content, tailor and 
measure ads, and provide a better 
experience. By clicking accept, you agree 
to this, as outlined in our Cookie Policy. 


Source: © Shutterstock, Inc. 


Internet users concerned about their privacy may also be unaware of another growing trend: 
the combination of online data with offline information to build profiles of web surfers. Data 
providers are now able to pool offline data and demographics to create “digital dossiers” (detailed 
digital records of a particular subject or market) for online advertisers who want to reach a target 
market. This combination of online and offline information provides a nearly complete picture of 
someone's life. If advertisers are looking for a 56-year-old retired female educator who is divorced, 
owns a home and a dog, has arthritis, and plays tennis at the local fitness club, they can now find 
her. 


While advertisers have been careful to point out that people are identified by demographic 
subgroup but never by name, many organizations that advocate for privacy, such as the Electronic 
Frontier Foundation, believe that protections and greater transparency should be enforced. 


Users also supply a wide range of information about themselves through online social net- 
works that is connected with their names, contact information, and photographs. Creditors look at 
individuals’ social networks to determine whether they would be good credit customers, and banks 
may access social network information to make loan decisions. Photographs and other private 
information may be easily accessible to anyone performing a Google search or browsing Facebook 
and Instagram. 


In 2016, amidst increasing concerns over how tech giants such as Google and Facebook use per- 
sonal data, the European Union passed the GDPR—the General Data Protection Regulation. GDPR 
is quite comprehensive data protection legislation that emphasizes the importance of account- 
ability, consent, and security. It has huge potential fines for violations of data protection by tech 
giants.” Throughout the 2020s, U.S. state and federal laws will be looking to the GDPR for guidance. 
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FIGURE 13.12 
The European Union passed comprehensive data legislation with the GDPR. 


Privacy by Design & Data Breach 
by Default Notification 


The right to be 
forgotten Fines 


Data Protection 
Personal data Officer 


Source: © Shutterstock, Inc. 


As media technology increased its reach and intrusiveness, more laws were developed on how 
much information the government could gather on citizens and how it could be used. The Elec- 
tronic Communications Privacy Act of 1986 banned eavesdropping on personal communications 
but did not actually create a right to privacy in telephone or e-mail communications—meaning 
those conversations could be used by law enforcement agencies. 


Then, the USA Patriot Act, passed just six weeks after the September 11, 2001, terrorist attacks, 
expanded the federal government's rights to access citizens’ personal information. Under the 
Patriot Act, authorities have access to personal records held by internet service providers and other 
third parties, and government officials can tap into an individual's email communications and web 
searches if they are suspected of terrorist activity or of having connections to terrorist activity. 


One concern among civil liberties organizations is that the Patriot Act might become a back 
door for the government to conduct undisclosed surveillance that does not necessarily involve 
the threat of terrorism. For instance, under the Patriot Act the government can wiretap internet 
communications even if the primary purpose is a criminal investigation, as long as intelligence 
gathering is a significant purpose of the investigation. 


In 2013, the worst fears of privacy advocates were realized. Edward Snowden, a former com- 
puter intelligence consultant for the U.S. National Security Agency, leaked highly classified infor- 
mation showing massive surveillance of ordinary citizens and world leaders, sparking an inter- 
national conversation around privacy. Some saw Snowden as a traitor, some saw him as a cru- 
cial “whistleblower.” But his revelations sparked an international conversation around privacy that 
continues into the 2020s.8" 
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FIGURE 13.13 
Many users of electronic media are worried about surveillance. 


Source: Rena Schild/Shutterstock.com 


Copyright 


Congress first established U.S. copyright and patent protections in 1790 and, despite revisions and 
updates, has maintained some form of copyright law to this day. With coverage of a wide range 
of materials, copyright law encompasses almost all creative work that can be written down or 
otherwise captured in a tangible medium. This includes literary works; musical works; dramatic 
works; pictorial, graphic, and sculptural works; motion pictures and other audiovisual works; sound 
recordings; and even architectural works. Once a work has achieved copyright, the copyright owner 
must grant permission for that work to be used or legally reproduced. As we will see below, after a 
certain number of years, a copyright expires and the work enters the public domain. 


Intellectual property law protects “products of the mind.” It includes copyrights but also 
includes patents, open licenses, trademarks, trade secrets, URLs, domain names, and other prod- 
ucts. Intellectual property law generally follows the same guidelines as copyright law, and the 
associated legislation seeks “to encourage innovation and creativity, with an ultimate aim of pro- 
moting a general benefit to society.”®®” 


Copyright is another area of media law that has seen much activity in the 2020s. For example, 
copyright includes the protected right to distribute, copy, and modify a work. If you stream a movie 
from Netflix and watch it with friends, you have not violated any copyright laws because Netflix 
has paid for a license to loan the movie to its customers. The copyright holder has agreed to—and 
usually profits from—you watching the film. However, if you rent an auditorium and sell tickets to 
stream the movie, you have violated copyright law because you have not paid for or obtained the 
film creators’ permission to copy the movie." 
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As we noted, copyright law applies to most books, songs, movies, art, essays, 
and other pieces of creative work. But copyright lasts only a certain length of FIGURE 13.14 S 
time (70 to 120 years depending on the publication circumstances). After that, the opyrightproreetion:has:a limitea espan: 
creative and intellectual works enter the “public domain’—they are free to be 
used and copied without permission. Some works are in the public domain 
because the creator has chosen to make them available to anyone without requir- 
ing permission. However, most works are in the public domain because their 
copyright has expired. 


Because of numerous changes to the law, works are governed by different 
copyright laws. In the United States, anything published before 1923 is automati- 
cally in the public domain. Any work published before 1964 has to have its 
copyright renewed during the 28th year after its publication and if no renewal 
has been filed, the copyright is lost. Each year, new works enter the public domain. 


Source: © Shutterstock, Inc. 


Fair Use 


While it is illegal to violate the rights granted by copyright law, the copyright holder's rights are not 
unlimited. One of the significant limitations is the policy of “fair use,” under which the public is 
entitled to freely use copyrighted information for purposes such as media criticism, commentary, 
news reporting, teaching, scholarship, research, or parody. If a critic were writing a book review for 
a magazine, for instance, according to fair use, she would be allowed to summarize and quote from 
the book she wanted to review, whether or not the author of the book agreed to this use. 


From the Society of Professional Journalists Code of Ethics 


Journalists should: 
e Be accountable and transparent. 
e Provide access to source material when it is relevant and appropriate. “°l 


According to the U.S. government, there are four issues to consider when determining fair use: 
1) the purpose and character of the use, including whether such use is of commercial nature or is for 
nonprofit educational purposes; 2) the nature of the copyrighted work; 3) the amount and substan- 
tiality of the portion used in relation to the copyrighted work as a whole; and 4) the effect of the 
use on the potential market for, or value of, the copyrighted work. The distinction between what 
is considered fair and what constitutes copyright infringement is not always clearly defined. For 
one thing, there are no guidelines that specify a number of words, lines, or notes that can be taken 
without permission. 


Copyright Challenges in a Digital Age 


Beginning in the 1990s, copyright became much more complicated. As works of art—from music to 
films to writing—became digitized, it became incredibly simple to copy and distribute those works. 
In 1996, the World Intellectual Property Organization (WIPO) established two treaties designed to 
“update and supplement the major existing WIPO treaties on copyright and related rights, primar- 
ily in order to respond to developments in technology and in the marketplace.” The first of these, 
the WIPO Copyright Treaty (WCT), was created to protect authors of literary and artistic works, 
including computer programs, original databases, and fine art. The second, the WIPO Performances 
and Phonograms Treaty (WPPT), deals with “related rights,” or rights connected to copyright. This 
law was created to protect the rights of performers and producers of sound recordings." These 
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treaties both ensure basic rights, such as compensation and acknowledgement for those who cre- 
ate works, and extend further protections. 


In the United States, Congress passed the Digital Millennium Copyright Act in 1998 to establish 
its own protocol for online copyright matters. Yet the nature of the internet causes very different 
copyright and intellectual property issues, and the DMCA did not work as Congress expected. 
Indeed, the Electronic Frontier Foundation (EFF) claimed that “the DMCA has become a serious 
threat that jeopardizes fair use, impedes competition and innovation, chills free expression and sci- 
entific research, and interferes with computer intrusion laws.”“?! 


FIGURE 13.15 Widespread piracy problems arose during the late 1990s with the popularization of technology 
Napster faced lawsuits for allowing peer-to-peer (P2P) music sharing. Suddenly, software such as Napster, Scour, Aimster, 
how itoperatsd; AudioGalaxy, Morpheus, Grokster, Kazaa, iMesh, and LimeWire popped up on computers every- 
where, allowing access to free music around the world—and fueling online piracy. However, in 2003, 
the Recording Industry Association of America (RIAA) put the laws established by the DMCA into 
practice and began a campaign to stop music piracy. In response to the growing number of users, 
the organization announced that it had been gathering evidence against users sharing music on 
P2P networks. Rather than go after the software engineers, “the RIAA investigators targeted 
‘uploaders'—individuals who were allowing others to copy music files from their ‘shared’ folders.”"™! 


Source: 360b/Shutterstock.com 


This data collection led to the RIAA filing more than 250 lawsuits against individuals in what 
has been called “an unprecedented legal campaign against its own customers.” Among the first of 
these lawsuits was one against a 12-year-old girl who had to pay $2,000 and publicly apologize to 
settle her case. Since then, the recording industry has filed, settled, or threatened legal actions 
against over 28,000 individuals.” Many college students were targeted. A popular torrent site, The 
Pirate Bay, found itself under attack for allowing users to search for pirated copies of material, such 
as films or music. The prosecution argued that The Pirate Bay was responsible for the material its 
users posted and downloaded. These lawsuits raise the question of whether websites are responsi- 
ble for the actions of their users, an issue that continues to be central to future internet 
legislation.“” 


FIGURE 13.16 
Under current regulations, Spotify does not benefit the majority of musical artists. 


Source: TY Lim/Shutterstock.com 
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Although RIAA allowed music companies and artists to regain some control over their copy- 
righted material, as we have seen, new challenges came about from streaming. Although streaming 
services do stream music legally, artists complain that music companies—not musicians—benefit 
most. This 2021 headline in The New York Times captures the issue: “Streaming Saved Music. Artists 
Hate It.” It continued: “Many musicians aren't sharing in streaming riches. Can digital music eco- 
nomics change to benefit everyone?”* 


Spotify and other streaming services provided music companies something they had never 
had: regular monthly paychecks as opposed to a few months of consumers buying a new album 
or CD. But musicians seldom see much of that money, according to current law. As one industry 
observer noted, “Theres a complicated and opaque formula that determines how the $10 monthly 
subscription for Spotify or Apple Music makes its way to artists. After those services take their 
cut, about $7 goes into a pot of money that gets split a bunch of ways—for the record labels, 
songwriters, music publishers, artists and others.” Only superstars make substantial money from 
streaming services. Some musicians wonder if copyright laws can be used to rebalance how rights 
are paid. 


Key Takeaways 


e Though not explicitly mentioned in the First Amendment, the right to privacy has evolved over 
more than a century. 


e A. significant trend over the past decade and more has been the collection of personal data 
by technology companies. 


e Government surveillance has become an increasingly important issue in America and 
abroad. 


e Copyright law has continued to evolve but has become increasingly complicated in the digital 
era. 


e Under current regulations, streaming on Spotify benefits only superstar musicians. 


Exercises 


1. Search Google, Facebook, and Instagram with your name. Then answer the following ques- 
tions. 


e Describe what results, if any, you found. 


e Is there anything you found—information or images—that you might not want future 
employers to see? 


2. Do the same search with the name of a parent. Also search www.whitepages.com. Then 
answer the following questions. 


e Often, the longer people have been online, the longer their internet trail will be. Compare 
the results of information about you and your parent. 


e Were you surprised about how much information you found on your parent. Why or why 
not? 


e Are you comfortable sharing information online if it makes your online experience more 
smooth? 
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13.4 The Future of Media Law and 
Ethics in the 2020s 


Learning Objectives 


Describe the history and possible future of Section 230 of the Communications Decency Act. 
Explain why Section 230 or some replacement is crucial to social media in the 2020s. 


Identify the role of the GDPR in privacy law. 
Explain the ethical challenges and opportunities that will face media in the 2020s. 


@ Mw S 


American media law and ethics are steeped in traditions dating back to even before the founding 
of the country. They encompass the history and events that led to that founding in 1776 and also 
encompass the history and events that bring us to the 2020s. The futures of American media law 
and ethics thus are no small matter. They are tied to the future of the country itself. 


“Does the Future of Social Media Really Hinge 
on These Twenty-Six Words?” 


The title above is taken from a 2021 news article by the Christian Science Monitor. The 26 words in 
question are from a once-obscure sentence in a mostly overturned 1996 law against pornography. 
Let's unpack what is going on and why it is so important to the future of media law—and perhaps 
even American democracy." 


In the early days of online media, a large fear was that the new medium would lead to wide- 
spread pornography. In 1996, Congress passed the Communications Decency Act (CDA), a federal 
law meant to regulate pornography online. You already know from our discussion on obscenity 
that the Courts see much pornography as free expression protected by the First Amendment. And 
just a year later, the CDA was mostly struck down as unconstitutional by the Supreme Court. But 
Section 230, which did not deal directly with regulating content, remained. And it became a foun- 
dation stone for internet platforms. 


Section 230 of the CDA states the following: “No provider or user of an interactive computer 
service shall be treated as the publisher or speaker of any information provided by another infor- 
mation content provider.” Why is that line so important? It says that the provider of an interactive 
computer service—such as Facebook, YouTube, or Twitter—cannot be considered as publishers of 
the information they carry. That is, they cannot be held responsible for the words or images that 
they publish, even if that content is illegal. Some exceptions include sex trafficking and abuses of 
intellectual property (which is why you see YouTube take down some videos that use copyrighted 
songs without permission). 
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FIGURE 13.17 
A U.S.-made YouTube video violated copyright in Finland and was taken down. “Pahoittelut” — Apologies. 


Tama video ei ole enaa saatavilla tekijanoikeusvaatimuksen vuoksi. 
Vaatimuksen on tehnyt Copyright Information and Anti-piracy Centre. 


Pahoittelut 


Source: YouTube, https://commons.wikimedia.org/wiki/File: YouTube_deleted_TTVK_fi.png. 


Before Section 230, the social media companies would have been considered like newspapers 
and magazines. If a newspaper printed an article with a malicious lie, the writer of the article—but 
also the newspaper—could be sued for libel. The logic was that newspapers, magazines, and other 
traditional media had editors who should have stopped the libelous article. 


The logic of Congress, which the Court agreed with, was that these internet “publishers” did 
not oversee content in the same way as traditional media and so could not be held responsible. 
They were “platforms’—places on which others would build content. Without Section 230, it is 
very likely that Facebook, YouTube, Instagram, and Twitter would not have been created or they 
certainly would not have grown. The 2020s will see either the continuation of Section 230 or an 
extremely important replacement. 


The Politics of Section 230 


Section 230 became a major political issue in 2020 and 2021. Twitter and Facebook, becoming increas- 
ingly worried about statements by President Trump that the COVID-19 pandemic was not dan- 
gerous, the 2021 election was rigged, and that the election should be overturned, perhaps violently, 
began to label his statements as false and eventually banned him. Critics said the platforms were 
now acting as publishers. Yet a complete repeal of Section 230 would likely result in more moder- 
ation of content, not less. The social media companies, now seen as publishers, would be afraid of 
being sued. 


The politics are fraught. Democrats want social media companies to take down hate speech, 
harassment, disinformation, and terrorism-related content. Republicans say that the social media 
companies primarily censor conservative viewpoints. It is a complex political problem. As Cnet 
notes, “The focus on Section 230 reform has many tech advocates, including public interest groups 
that've been critical of tech giants, concerned that laws limiting or changing the scope of Section 
230 protections could have unintended consequences for innovation on the internet and free 
speech online.” ™ 
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FIGURE 13.18 
Donald Trump’s Twitter account was permanently suspended after the 2021 riot in the U.S. Capitol by his 
supporters. 


Only the Fake News Media and 
Trump enemies want me to stop 
using Social Media (110 million 
people). Only way for me to 
get the truth out! 


Donald J. Trump © 
- @realDonaldTrump 
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Source: Donald Trump, https://commons.wikimedia.org/wiki/File: Trump_20507545_ 101595949891 90725_6057880077758700057_ 
o.jpg. 


The Harvard Business Review sees possible impacts on democracy itself. “With democracy at 
stake, how companies and regulators act today will determine the future of public discourse,” an 
essay said. “Social media firms and tech companies more broadly must all now make a critical deci- 
sion: Do they continue to engage all customers without limitation and risk stringent regulatory 
intervention (not to mention the moral hazard of enabling the proliferation of harmful content), 
or will they preemptively curb extremism through more aggressive self-moderation (such as the 
actions many took in the last week)? There are no easy answers—but recent events have shown 
that one way or another, the status quo cannot persist.”™! The fate of Section 230 and whatever 
replaces it will have an enormous impact on media law and ethics in the 2020s. 


Tech Companies Will Be (Want to Be) Forced 
to Protect Your Privacy 


As we have discussed, the European Union has led the way in regaining the pri- 
FIGURE 13.19 on ae vacy of its citizens from large tech companies, such as Amazon, Apple, Facebook, 
Google has been fined in Europe i : i 

and Google. The General Data Protection Regulation (GDPR), passed in 2018, cut 
to the very heart of profit-making by Google and Facebook. Those companies col- 
lect as much information as they can about you and provide that information to 
advertisers—who pay the tech companies huge sums of money to run their tar- 
geted ads. 
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Google Privacy 
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come tO the At the same time public awareness about data privacy has been growing. It 

might have once seemed innocuous for you to see a lot of sneaker advertise- 

ments because you did a Google search for sneakers. It might not seem 

innocuous if you do a search for drug counseling centers and find that advertise- 

ments for addiction treatment are ending up in your Facebook and Twitter feeds. 

POr eE Pano SNUNSrSIG k eam People have become tremendously reliant upon Google to find information. 
Should Google be allowed to profit from that? 


privacy policy 


The GDPR does not forbid it but wants Google to be sure that people know what it is doing. 
In less than a year after its passage, the French data protection authority used the GDPR to fine 
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Google 50 million euros, or about $57 million, for not properly disclosing to users how data is 
collected across its services—including its search engine, Google Maps, and YouTube—to present 
personalized advertisements." 


The GDPR has become the model for other regulations around the world. In America, with U.S. 
federal legislators often averse to regulate industries, individual states have stepped in. For exam- 
ple, the California Consumer Privacy Act (CCPA) has many similarities to the GDPR. 

Oddly, this might lead the tech companies themselves to push for a privacy law. Said one 
industry observer, “Once against all privacy regulation, the tech sector is now getting behind efforts 
to craft federal regulation, seeing not only an opportunity to influence its wording, but also a 
chance to avoid an onerous patchwork of regulations across each and every state. U.S. Federal pri- 
vacy regulation is coming.”"™ 


Some see the tech companies... profiting. One analyst says, “the positive effects of proper pri- 
vacy protection continue to become more apparent. A proactive approach toward transparency 
and privacy creates an opportunity for a competitive difference among enterprises by fostering 
increased productivity and sales successes, improving public image, and enhancing customer 
trust.” 


Ethics Will Change—and Rise in Importance 


Sometimes ethics can seem like a fruitless topic. People have laws that regulate right and wrong 
and they still break the law. What makes anyone think that people will voluntarily follow a code of 
ethics? It is a question that can be found at the heart of the world’s literatures and religions. And 
it turns out that many people believe in some version of the Golden Rule—do unto others as you 
would have them do unto you. 


For people in media, ethics can be more than a moral good. Voluntarily regulating a profession 
or field might mean that government will not. But, as we have seen throughout this book, the 
media of the 2020s are quite different from the media of the 1920s or even the 2010s. And this mean 
the ethical challenges are different as well. 


A “Revolution” — Everyone Will Need Media Ethics 


Stephen J. A. Ward of the Center for Journalism Ethics argues, “A media revolu- 
tion is transforming, fundamentally and irrevocably, the nature of journalism 
and its ethics. The means to publish is now in the hands of citizens, while the 
internet encourages new forms of journalism that are interactive and immedi- 
ate.” 


If the internet has allowed all citizens to publish—such as by tweeting, post- 
ing on Facebook, placing photos on Instagram, uploading videos to YouTube and 
TikTok, and more—then, in actuality, everyone can be “in media’ and everyone is 
in need of media ethics. The same ethical forces that compel journalists not to 
maliciously hurt someone's reputation should govern the work of everyone who 
publishes online. The same forces that compel journalists not to use copyrighted 
work without permission should shape everyone's use of copyrighted work. 


Ward asks, “should citizen journalists be required to be balanced and impar- 
tial? Can journalists who operate a newsrooms website report on a story before 
their colleagues, the print reporters? In other words, should print reporters be held to a higher stan- 
dard of pre-publication verification?” 
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FIGURE 13.20 
Ethics is a constant balancing act for media. 
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Local Ethics Help Save Media 


One interesting development in media ethics in journalism has been the recognition that ethics 
might be different between national media and local media. Market forces—the ability to make a 
profit or at least survive—are different and can have ethical consequences. At the national level, 
television news media exist in a crowded field. CNN, Fox, MSNBC, and others compete against hun- 
dreds of other channels for the segment of people who watch national news. These market forces 
can have a direct effect on ethics. Many of the national news channels have found that the way to 
attract that audience is to supply them with a certain political orientation that the audience agrees 


with and enjoys. 


In an aptly-titled U.S. State Department symposium, “Understanding America: The Future of 
Media Ethics,” Tom Rosenstiel, executive director of the American Press Institute, argued, “So if 
they can get 2 or 3 percent, and in a crowded or more fragmented media market, it's hard to play the 
role, the traditional role of we are an independent voice, we don't take sides, we are—and so weve 
seen in our cable news a real shift toward a partisanship. Whether it's CNN or MSNBC or Fox, it 
would be hard to find a cable network that has not built its audience around certain political orien- 
tation whether they intended to or not.”®” 


In contrast, most cities have one newspaper and three local television stations. They need to 
appeal to a much larger percentage of their market. They might lose 50 percent of their audience 
if they took a partisan stance one way or the other. And so we see less partisan news at the local 
level and—consequently—more trust in local media. It may be that local news media can rebuild 
the trust that many people have lost in in the news. 


FIGURE 13.21 
Local news tries to stay away from partisan 
discussions. 
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Source: https://commons.wikimedia.org/wiki/ 
File: There_goes_that_news_van_again.jpg 


Stephen J. A. Ward notes a similar tension. “Economically, mainstream news- 
rooms who uphold traditional principles such as impartiality increasingly feel 
compelled to move toward a more opinionated or partisan approach to news and 
commentary. To be impartial is said to be boring to viewers. Audiences are said to 
be attracted to strong opinion and conflicts of opinion.”"™" 


He continues, “Even where newsrooms enforce the rules of impartiality—say 
by suspending a journalist for a conflict of interest or partial comment—they fail 
to get full public support. Some citizens and groups complain that newsroom 
restraints on what analysts and reporters can say about the groups they cover is 
censorship.” 


Yet objectivity may be able to retain its role at the local level—but not in the 
way that many people think. Rosenstiel says, “objectivity does not mean neutral- 
ity. It actually means that you have an objective method of processing and 
verifying the news that you can share with your audience, precisely because you 
as a person and as a journalist can never be personally objective. So you have a 


view that you start with and what youre trying to do as a journalist to get a more accurate render- 
ing of things is to learn about the views of other people.”™! 


Tech Ethics Move to the Front 


Ethics will become increasingly important at a higher level as well. Technology companies will need 
to build ethical thinking into their decision-making, even if only driven by the bottom line. They 
have learned that faulty ethics can lead to increased government regulations as well as distrust and 
anger among their users. 


Casey Fiesler is a legal researcher and scholar of ethics and technology. She told Forbes, “Ethics 
can be a loaded term. Sometimes we talk about responsibility. Are the people who design technol- 
ogy being responsible and thinking about their product's potential harm? In the end, I think of tech 
ethics as designing technology that does more good than bad for the world.”®® 
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In the early stages of a start-up company, ethics can seem a distraction, even a luxury. Face- 
book, as we know, was started as a way to organize Harvard students. But at some point, Facebook 
and its leaders needed to recognize their ethical responsibilities. For too long, for example, 
YouTube's algorithms, in order to increase views (and subsequent ad revenue), passed on ever-out- 
rageous conspiracy theories by groups such as QAnon to people who had shown they might be 
interested. Some people blamed these Facebook posts for the violence in the aftermath of the 2020 
election and Facebook eventually changed its algorithms. Fiesler said, “they made a conscious deci- 
sion to change their algorithm so that certain kinds of content would not be recommended as 
strongly. It was an ethical call, and I'm sure it led to lost revenue—but sometimes you have to do 
what's right for the good of society.” 


Rather than continuing to overlook ethics, tech companies will need to antic- 


FIGURE 13.22 
ipate and take action on potential problems. And with examples of poor tech Facebook struggles with how to regulate fake 
ethics all around us, startups have no excuse to put them off while awaiting a news. 


certain level of success. Revenue cannot always be the driving force. “Make sure 
that revenue isn't the only guiding metric,” says Fiesler. “When it comes to social 
media, decisions have been made based on how many eyeballs you can get on 
ads.” 


Artificial Intelligence (AI) will be an area in which media ethics will need to 
be at the forefront. Even in its earliest stages, Al has provoked concern. Once 
again, if ethical standards are not clear, government regulators surely will step in. 
The Financial Times notes, ‘As companies develop new AI products, they will 
have to ensure these systems are transparent, fair, explainable and compatible 
with existing laws and regulations. How Big Tech addresses questions of bias in Source: Boumen Japet /Shutterstock.com 
AI will affect not only public perception and trust, but also companies’ ability to do business in spe- 
cific countries, the AI products in their pipeline and the type of talent they can attract.”®! Tech 
ethics will make economic sense for companies and employees in the 2020s. 


Key Takeaways 


e Section 230 of the Communications Decency Act states that no internet service provider can 
be treated as a publisher of content. It offers tech companies great protection that politicians 
from both parties question. 


e Privacy laws in the United States are not as aggressive as those of the European Union’s 
General Data Protection Regulation (GDPR). U.S. tech companies might push for such fed- 
eral regulations so they do not have to be governed by varied laws in varied states. 

e Ethics will rise in the importance in the 2020s as individuals and tech companies assume 
greater responsibility for media ethics. 


e Local news media, if they can survive economically, might offer more trusted information than 
national news media. 


Exercises 


Watch a half hour of news on a national news network, such as CNN, Fox, or MSNBC. Then 
watch a half hour local news program. Write a two-paragraph summary of what you found, 
addressing the following questions. 


e How would you describe the “tone” and atmosphere of the national news versus local news? 
e What differences did you see in the content and the types of stories covered? 


e Did you feel that the national news program was more partisan than the local? Why or why 
not? 


e Which program would you trust more for information on a topic? Why? 
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13.5 End-of-Chapter Material 


End-of-Chapter Assessment 


ls 


Questions for Section 1 

a. What is the difference between media law and ethics? 

b. What rights are protected by the First Amendment? 

c. Why does the FTC —the Federal Trade Commission—have influence over media? 
d. How and why did media codes of ethics develop? 

Questions for Section 2 

a. What is the importance of the Supreme Court case, NY Times v. Sullivan? 
b. Why is prior restraint an issue for media law? 

c. Explain the current laws on obscenity. 

d. What was the Fairness Doctrine and why is it still important in media ethics? 
Questions for Section 3 

Explain the history of privacy laws. 

Why is the Privacy Act a “delicate First Amendment dance”? 

What are “cookies” and how are they connected to privacy laws? 

What is the relationship between fair use and copyright? 

Why do some say that Spotify does not benefit most musicians? 


ooo To 


Questions for Section 4 


a. What is the importance of Section 230 of the Communications Decency Act? 


b. What is the European Union’s GDPR and why is it important to U.S. debates over media 
law? 


c. How might local news shape media ethics in the 2020s? 
d. What are “tech ethics” and how do they influence media? 


Critical Thinking Questions 


ie 


How do you explain the First Amendment’s simple admonition, “make no law,” when we 
have huge texts devoted to media law? 

Some professions, such as accounting and architecture, have very strict ethical codes and 
members must be certified or licensed. Do you think the profession of journalism should be 
like that? 

Do you think that obscenity and pornography are important issues in media law? How would 
you regulate what children can and cannot see? 

Are you worried about how much information tech companies have about you? Have you 
ever done anything to control that, such as make a social media page private only to people 
you approve? Why? 

How would you run Spotify so that all musicians would benefit? 

Do you think that social media platforms, such as Facebook and Twitter, should have the 
power to control what people say? 
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. Museum of Broadcast 


Chapter 13 


Career Connection 


Media Law and Ethics in the 2020s 


We have seen that many media and tech companies are beginning to incorporate ethical 
thinking into their work. Such a direction offers significant opportunities for students in Arts & 


Sciences. Consider the following questions: 


e How might you prepare for a position that engages ethics in a company? 
e How would you describe the benefits that an Arts & Science major or liberal arts major could 


bring to a media or tech company? 


e How do you think that liberal arts majors could become essential to ethical thinking in media 


and technology companies? 
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CHAPTER 14 


The Future: Media Economics 
In the 2020s 


14.1 A History of Media Economics 


Learning Objectives 


1. Identify the two revenue models that historically have supported American media. 
2. Identify the three historical business models for American media. 
8. Define “vertical integration” and determine its historical importance for American media. 


How do weend a book on understanding media and culture? We have covered ten kinds of 
media—from books to television to social media to advertising and public relations. We have looked 
at the effects of these media as well as the laws and ethics that guide them. Fittingly, our last chap- 
ter will focus on something that all these media have in common. Indeed, all these media rely on 
this something to survive: economics. Students will sometimes groan at the prospect of looking 
at economics. That's for the business school! they might say. But it does not take long until they 
realize that an economic foundation is essential for all media. 


Yet we start with a disclaimer: Technically, there is no such thing as media economics, if it 
implies that economics are different for media than for other companies. Studying media eco- 
nomics is no different than studying economics—but for our purposes it will be more interesting 
because the media are interesting! Too, the focus of this book is on American media (recognizing 
that understanding media and culture will be different from country to country) and they are 
always interesting. 


Because of this book's focus on American media, our task in this section is also simpler than 
studies of media in other countries—because the United States is younger than many countries 
and thus has a shorter, and more well-defined, history. In fact, the history of U.S. media economics 
for its first 100 years is simply the history of newspapers and magazines. And their economic struc- 
ture was relatively simple: Pay for writing, pictures, editing, and production and get revenue from 
circulation and advertising. 


Then things started getting more complicated. As we have shown in each of the preceding 
chapters, each of the media—newspapers, magazines, radio, film, television, music, and social media, 
as well as advertising and public relations—found their own ways to survive and prosper, ways that 
needed to adapt to changes in technology and culture. But we can stand back, look at American 
media as a whole, and find that there are important historical forces running through them. What 
are those economic forces—the underpinning of American media? 
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FIGURE 14.1 


Coverage of events often relies on advertising 


sponsors. 


Revenue Models 


Crucial to any historical understanding of media economics will be revenue mod- 
els. No company, including media companies, stays in business for too long if it 
does not have a revenue model—how does it make money?—that allows the 
company to make a profit, or at least break even. Media companies employ many 
different ways to raise revenue for their services, but all boil down to two funda- 
mental ideas: The money comes either from consumers or from advertising. 


In practice, many outlets combine the two and give themselves a flexible 
= stream of income. On the other side, consumers may be willing to pay slightly 
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consumers, lie on one end of this spectrum. Books do not usually come with 
advertising. In some respects, music, film, and streaming companies use a related 
model under which they directly sell to consumers the delivery of media con- 
tent. Magazines and newspapers often fall into this middle-ground category as well, although 
online classified advertising has caused print publications to lose much of this this important rev- 
enue stream in recent years. 


Broadcast television is the clearest example of advertising-driven income, as there are no 
subscription fees for these channels, unless they are packaged with cable. This offering of “free” 
content increases the potential audience for the network and networks can sell their advertising 
time at a premium, as opposed to a cable channel with a more limited and likely more narrow 
viewership. For example, the Super Bowl is offered “free” on U.S. network television and usually 
attracts the highest television audience of the year—more than 100 million people. And advertisers 
pay some of the highest rates of the year to reach that audience—CBS opened bidding for the 2021 
Super Bowl at $5.6 million for a 30-second ad.” 


Business Models 


Another central factor to any historical understanding of American media is the “business model” 
for each medium, simply, the type of business that each pursues. Television, print, radio, television, 
music, and film all have their own economic nuances and distinct models. However, the business 
models often fall into three general categories: independent, oligopoly, and monopoly. 


Most media—and media companies—begin as independent companies. Even the far-flung 
global empire of Rupert Murdoch, who owns media on four continents, including Fox in the United 
States, started with one Australian newspaper. Many media remain as independent entities: the 
family-owned newspaper, the local radio or television station, the independent magazine. 


But when an independent media company begins to expand, especially in the United States, 
it eventually pursues (or becomes part of) much larger business models. As we have seen, many 
media companies participate in an oligopoly, in which a few firms dominate most of an industry. 
This has been historically the most common business model for American media. For example, a 
few major publishers put out most of the bestselling books. Too, relatively few companies publish 
the nation's highest-circulating magazines. Radio, music, television, and film are much the same 
way, dominated by multinational corporations. 
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In its roundup of U.S. oligopolies entering the 2020s, Investopedia 
placed “Mass Media’ first: “National mass media and news outlets are a prime nesta Sie eh j 
example of an oligopoly, with the bulk of U.S. media outlets owned by just four a SENGON PENES ENE 
corporations: Walt Disney, Comcast, Viacom CBS, and News Corporation. New = 
i : si : : : aUor 
players like Amazon and Netflix have joined the mix recently with the rise of re f jew. 
streaming media, but smaller players remain shut out.””! p oint olvV 


Historically, the United States has endorsed oligopolies but pushed back 
against true monopolies, the control of a product or service by one company. 
Media monopolies are no exception. If a national monopoly is allowed to happen, 
it does so under government guidance, as when AT&T was granted a monopoly 
over early telephone service. Some people charge that Google has monopoly sta- 
tus over online advertising and the U.S. Department of Justice will be observing 
Google throughout the 2020s.” 


uence 
fl oa a es 


Source: Feng Yu/Shutterstock.com 


Vertical Integration 


How do media companies move from their early independent status to oligopoly and even monop- 
oly? Often the first steps are something called vertical integration. In the late 19th century, steel- 
maker Andrew Carnegie had a brilliant idea. Instead of just buying materials and manufacturing 
steel, Carnegie bought up mines, railways, and all other aspects of the steelmaking industry, pio- 
neering a business model that later became known as vertical integration. 


What exactly is vertical integration? Let's first define it by what it is not. Say a successful book- 
store wants to expand. It buys another bookstore in the same town, increasing its reach in book 
sales. That is horizontal integration, expanding along the “same line’"—books. But say the successful 
bookstore finds that it is paying a lot of money to have books delivered by truck from the pub- 
lisher to the store—and the bookstore decides to buy a trucking company, cutting out that “middle 
man” expense—and providing even more revenue because the trucking company is also delivering 
canned goods, boxed cereal, and other foodstuffs to stores around town. 


That is vertical integration in which a company tries to own its suppliers. For Andrew Carnegie, 
gathering, manufacturing, and delivering raw materials and finished goods all under the control of 
a single corporation allowed his profits to soar by cutting out the middleman all along the way and 
allowing him to drive the competition out of certain markets. A century later, this same strategy 
still works for media. 


Almost all of the major media players in today’s market are part of vertically integrated compa- 
nies. The media companies could be part of administrative management, which is the potential for 
divisions of a single company to share higher-level management structures; they can share depart- 
ments of advertising, human resources, accounting, finance, and more. This presents opportunities 
for cost savings and efficiencies. For example, Disney manages ESPN, theme parks, and movie stu- 
dios along with other businesses from radio stations to books. Although these industries are not 
very closely connected through content, they all are large, multinational ventures that are overseen 
by an even larger multinational venture. 


Sometimes vertical integration involves media companies sharing content across platforms. 
Let's use Disney as an example again. Disney's theme parks would lose much of their charm and 
meaning without Mickey Mouse, Snow White, Goofy, and other characters developed for television 
and film. The integration of these two industries—Disney's theme parks and Disney's animated 
characters—proves profitable for both. Behind the scenes, Disney is also able to reap some other 
excellent benefits from consolidation. For example, Disney can release a movie through its studio 
and then immediately book the stars on news programs that airs on Disney-owned broadcast tele- 
vision network ABC. Beyond just the ABC broadcast network, Disney also has many cable channels 
that it can use to directly market its movies and products to the targeted demographics. Unlike a 
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competitor that might be wary of promoting a Disney movie, Disney's ownership of many different 
media outlets allows it to single-handedly reach a large audience." 


As you can see, historical economic forces have shaped U.S. media, most often leading those 
media into large corporations, oligopolies, and, at times, near monopolies. The resulting tensions 
with U.S. regulators who try to protect the American consumer while encouraging free-market 
competition will drive the next section—the role of media economics in American culture. 


FIGURE 14.3 
Here Minnie and Mickey Mouse ride in a carriage during a Thanksgiving Day parade. 


N 


Source: George Sheldon/Shutterstock.com 


Key Takeaways 


e Historically, two revenue models have supported American media— paid circulation and 
advertising. 
e Three business models exist for American media—independent, oligopoly, and monopoly. 


e Vertical integration is the action of a company to buy its suppliers to eliminate the middleman, 
a hallmark of media conglomerates. 


Exercises 


1. How have the media differed in their use of revenue models? 
2. Why have media companies historically become part of oligopolies? 
3. Explain the benefits of vertical integration for the Walt Disney company. 
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14.2 The Role of Media Economics in 
American Culture 


Learning Objectives 


Define the “information economy” and its role in American culture. 
Identify the rationale behind the creation of the Federal Communication Commission. 


Trace the growth of anti-trust legislation in the United States. 


Discuss the impact of deregulation on the information economy, including the net neutrality 
debate of the 2020s. 


so © ho = 


Many of the chapters in this book have explored the different roles that media have played in 
American history and culture. Media economics, of course, was a “behind-the-scenes’” player in all 
those chapters—none of those media would exist without some kind of economic support system. 


Yet, as we have seen, media economics itself has its own history and, we will see, it has had a 
significant role in American culture, besides forming the basis of all media. Along with helping to 
create the “consumer culture” discussed in Chapter 12, media economics has also created an “infor- 
mation economy” that has its own influences on culture—not least in that it has created its own 
branch of American law that continues to be active into the 2020s." 


Creating the “Information Economy” 


Though the economics of information date back to the history of humanity, such as information 
traded at trading posts and marketplaces, the modern theory of the information economy was , 

tuall d just a few decad in the 1998 publication of Information Rules: A Strategic ^N Sconomic model based 
actually expressed just a few decades ago in the 1998 publication of Information Rules: egic on selling intangible 
Guide to the Network Economy, written by Carl Shapiro, an economics professor at University of information rather than 
California, Berkeley, and Hal Varian, chief economist at Google. The fundamental argument they products. 
took up was simple: “Technology changes. Economic laws do not.”® 


information economy 


And it turns out the argument is quite complicated when it comes to information. While eco- 
nomic laws may not change, the fundamentals of the information economy are far different from 
the fundamentals of most traditional businesses. For example, the cost of producing a single sand- 
wich is relatively consistent—bread, cheese, meat, mustard, labor. The 1000" sandwich will cost the 
same as the first. However, information works differently. With a newspaper or magazine, for exam- 
ple, printing the first copy—by itself—costs almost as much as printing 1,000. How can that be? 


The costs for one newspaper are actually the reporting, writing, and editing of multiple stories, 
the photography and arranging for images, the setup and design of each page, the preparation 
of each page for publication, and then, finally, the printing. All those costs go into producing the 
first copy. If you want to print more than one, all the preparation is already done. The secondary 
costs are just printing—paper, ink, and the cost of running the press. 
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FIGURE 14.4 
Most of the costs of producing the contents of a newspaper go into the first copy. Other copies just cost paper, 
ink, and printing. 


Source: Adam Jones, https://commons.wikimedia.org/wiki/File: Handset_Press_with_Copy_of_San_Diego_Union_Newspaper_-_San_ 
Diego_Union_Printing_Office_-_Old_Town_San_Diego_State_Historic_Park_-_San_Diego,_CA_-_USA_(6930660491).jpg. Available 
under CC BY-SA 2.0, https://creativecommons.org/licenses/by/2.0/. 


The high first costs and low secondary costs of the information economy (common to books, 
music, film, and more) have multiple implications that affect all media. First, they are major factors 
in large corporations gaining dominance in media. Producing media is very costly! In economic 
terms, those costs lead to companies seeking out economy of scale—an economic model with high 
first costs and low marginal costs that thus heavily rewards expanding circulation or audience 
reach—and thus favoring larger and wealthy competitors that have the resources to do so. 


In addition, information is what economists refer to as an “experience product”—a product 
that requires the customer to experience it in order to judge its value—meaning that consumers 
must actually buy and experience the product to judge its value. Think of the workers in shopping 
malls who spray perfume so you can experience what it smells like. The problem with information 
is that the experience is the product! How do you know, for example, that a movie has high-quality 
acting and an interesting plot before you've watched it? 


The answer is yet another development in the information economy which you already know: 
branding. Although it may be difficult to judge a movie before watching, knowing that a given film 
was made by a certain director you admire, or stars an actress whom you like, increases its value. 
Marketers use movie trailers, press coverage, and other marketing tools to communicate this brand- 
ing message in the hopes of convincing you to watch the films they are promoting. 


switching cost Another important facet of information technology is the associated switching costs. When 
The cost that a user must economists consider switching costs, they take into account the difference between the cost of one 
pay to switch from one technology and the cost of another. If this difference is less than the cost it would take to 


technological format to 


Peas switch—for information, the cost of moving all of the relevant data to the new technology—then it 


is deemed possible to switch. A classic example in media happened when people moved entire 
music collections from vinyl LPs to CDs. For a consumer to switch systems, that person would also 
have to rebuild their entire music collection with the new format. Luckily for the CD player, the 
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increase in convenience and quality was great enough that most consumers were inclined to switch 
technologies. (However, as is apparent to anyone going to a thrift store or garage sale, old technolo- 
gies do not go away. Many people still value the “information” on vinyl records.) 


Regulation of the Information Economy 


As you can see, the information economy is complicated—but of utmost importance to American 
media and culture. Because of that importance, public policy and governmental intervention have 
been undertaken often and are significant markers in American culture. They exacerbate an 
already complicated system of information economics, but for good reason—unlike typical goods 
and services, the information economy has many significant side effects. 


The consequences of one hamburger chain outcompeting or buying up all other hamburger 
chains would surely be fairly drastic for the hamburger-loving world, but not altogether disastrous. 
There would be only one type of hamburger, but there would still be many other types of fast food 
remaining. On the contrary, the consequences of monopolization by one media company dominat- 
ing the information economy could be alarming. Because distributed information (or the lack of 
distributed information) can influence public policy and public opinion, those in charge of the gov- 
ernment have an interest in ensuring fair distribution of that information. The inclination toward 
free markets has been tempered—even in the capitalistic United States—when it comes to the 
information economy. 


FIGURE 14.5 
The FCC regulates electronic media, among other things. 
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Source: Mark Van Scyoc/Shutterstock.com 


Regulation of the information economy in the United States began in earnest with the creation 
of a part of the federal government specifically devoted to it: the The Federal Communications 
Commission (FCC). Established by the Communications Act of 1934, the FCC is charged with “reg- 
ulating interstate and international communications” for nearly every medium except for print.” 
The FCC also attempts to maintain a nonpartisan, or at least bipartisan, outlook, with a maximum 
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of three of its five commissioners belonging to the same political party. Although the FCC controls 
many important things besides media—making sure that electronic devices don't emit radio waves 
that interfere with other important tools, for example—some of its most important and most con- 
tentious responsibilities relate to the media. 


As the guardian of the public interest, the FCC has usually called for more competition among 
media companies. Recognizing that companies often need to be big in the information economy, 
the FCC still tries to ensure that monopolies or severe oligopolies do not develop. The public good 
is not served if consumers’ ability to choose is taken away. For example, if a transnational company 
allows its cable service provider only to offer content that the home company produces, that takes 
away choice, especially if that service provider is the consumers’ only choice. 


In other words, the idea of public good is concerned not necessarily with the end result of com- 
petition, but with its process. The FCC protects consumers’ ability to choose from a wide variety of 
media products, and the competition among media producers hopefully results in better products 
for consumers. If the end result is that all customers choose Disney anyway, either because it has 
the shows they like or because it offers the best video-streaming capability, then the process has 
worked to create the best possible model. The FCC is something like a referee—there can be win- 
ners as long as there is a fair fight. 


A Brief History of Antitrust Legislation 


The main tool that the FCC and government employs to keep healthy competi- 


FIGURE 14.6 oe tion in the information marketplace is antitrust legislation. The seminal 
e el works to miaintain:tigalthy Sherman Antitrust Act of 1890 helped establish modern U.S. antitrust legislation. 
Although originally intended to dissolve the monopolistic enterprises of 

Regulate Organization Conduct late-19th-century industrialists such as Andrew Carnegie and John D. Rockefeller, 
Consumers Justice Power g the law’s basic principles have applied to media companies as well. The antitrust 
> ANTITRUST Cartels © office has also grown since the original Sherman Act; although the office of the 
z L AW Price-Fixing Civil Courts = attorney general originally brought antitrust lawsuits after the act's passage, this 
Criminal Mergers responsbility shifted to its own Antitrust Division in 1933 under President 


Predatory Pricing Big Enforcement 
Acquisitions Monopoly Abuse ; 


Franklin D. Roosevelt. 


The Sherman Antitrust Act of 1890 outlined many propositions and goals 
that legislators deemed necessary to foster a competitive marketplace. For exam- 
ple, Chapter 1, Section 2, of the act states that “Every person who shall 
monopolize, or attempt to monopolize, or combine or conspire with any other 
person or persons, to monopolize any part of the trade or commerce among the several States... 
shall be deemed guilty of a felony.”“! This establishment of monopolization as a felony was remark- 
able; before, free-market capitalism was the rule regardless of the public good, making the Sherman 
Antitrust Act an early proponent of the welfare of people at large. 


Business Corporations Big 
Competition Trade Collusion 


Source: © Shutterstock, Inc. 


Two additional pieces of legislation, the Clayton Antitrust Act of 1911 and the Celler-Kefauver 
Act of 1950, refined the Sherman Antitrust Act in order to make the system of antitrust suits work 
more effectively. For instance, the Clayton Act makes it unlawful for one company to “acquire . . 
. the whole or any part of the stock” of another company when the result would encourage the 
development of a monopoly.” More than just busting trusts, the Clayton Act thus seeks to stop 
anticompetitive practices before they take hold. The Celler-Kefauver Act made it more difficult for 
corporations to get around antitrust legislation; while the Clayton Act allowed the government to 
regulate the purchase of a competitor's stock, the Celler-Kefauver Act extended this to include the 
competitor's assets. 
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Deregulation of the Information Economy 


Although the early part of the 20th century seemed to be devoted to breaking up trusts and keeping 
monopolies in check, the media—particularly in the latter part of the century—were still able to 
move steadily toward oligopoly and conglomeration (companies joining together to form a larger, 
more diversified corporations). Remember that the information economy seems to demand big 
companies always searching for economy of scale. And then, in the 1980s, oligopolies and conglom- 
erations got a boost from the government as a wave of deregulation came to Washington. 


Led by U.S President Ronald Reagan and British Prime Minister Margaret Thatcher, wide- 
spread deregulation (the removal of legal regulations on an industry) took place in Western democ- 
racies. Arguments by free-market economists pushed the ideathat deregulation—not regula- 
tion—would foster more competition in the information marketplace. However, possibly due in 
large part to the media economy's focus on economies of scale, conglomerations and oligopolies 
expanded, resulting in less competition, not more. Companies became increasingly conglomerated, 
and corporations such as Comcast and Time Warner came to dominate the marketplace. Still, the 
deregulation continued. The Telecommunications Act of 1996 helped solidify this trend. Although 
touted as a way to let “any communications business compete in any market against any other” and 
to foster competition, this act in practice sped up the conglomeration of media.™ 


FIGURE 14.7 
British Prime Minister Margaret Thatcher and U.S. President Ronald Reagan pushed for deregulation. 
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Source: mark reinstein/Shutterstock.com 


The extension of the Telecommunications Act of 1996—enhancing corporations’ abilities to 
vertically integrate—was a primary driving factor behind this increased conglomeration. Vertical 
integration has proven particularly useful for media companies due to their high first costs and 
low marginal costs. For example, a television company that both produces and distributes content 
can run the same program on two different channels for nearly the same cost as only broadcasting 
it on one. Because of the localized nature of broadcast media, two broadcast television channels 
will likely reach different geographical areas. This results in cost savings for the company, but 
also decreases local tastes in media broadcasting. 
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In fact, the Telecommunications Act made some changes in authority for these local markets. 
The concept of Section 253 is that no state may prohibit “the ability of any entity to provide any 
interstate or intrastate telecommunications service.” Thus, since state and local governments can- 
not prohibit any company from entering into a marketplace, there are no checks on the amount 
of a local market that any one company can reach. In addition, although the Telecommunications 
Act capped the share of U.S. television audience for any one company at 35 percent, the passage of 
additional legislation in 1999 allowing any one company to own two television stations in a single 
market greatly diluted the effect of this initial ruling. Although CBS, NBC, and ABC may be declin- 
ing in popularity, they “still offer the only means of reaching a genuinely mass television audience” 
in the country.” 


As we have seen in various chapters of this book, battles over the regulation (or deregulation) 
of the information economy continue. Of particular concern in the 2020s is net neutrality—the 
principle that broadband internet access service providers should transmit all internet content 
equally. The federal government's position on the issue has shifted several times. The FCC adopted 
net neutrality rules in the 2015 Open Internet Order of the Obama administration to prevent broad- 
band providers from blocking or slowing internet traffic to websites and applications. The Trump 
administration repealed those rules—restoring deregulation—in 2018 but in the 2020s, the Biden 
administration is moving to restore some regulation. The influence of the information economy on 
the United States will long continue. 


Key Takeaways 


e The information economy, a significant aspect of American culture, offers different challenges 
than traditional economics because of the high costs involved with “first copies.” 

e The high costs have encouraged the growth of large oligopolies over small, independent 
companies. 


e U.S. antitrust legislation has arisen to assure competition, including the Sherman Antitrust 
Act (1890), which laid the foundation of antitrust legislation; the Clayton Antitrust Act (1911), 
which allowed the government to regulate purchase of a company’s stock; and the Celler- 
Kefauver Act (1950), which allowed the government to regulate the purchase of another 
company’s assets. 


e Deregulation, which began in earnest in the 1980s, argues that regulation hurts the market- 
place. 


e Controversies in the 2020s over deregulation include debates over net neutrality, which will 
have important implications for American culture. 


Exercises 


Consider the challenges of the information economy and the arguments over regulation and 

deregulation, and then address these questions. Each response should be a minimum of one 

paragraph. 

1. How would you put into your words the possible harm caused by the oligopoly of media in 
America? 


2. Do you think that traditional media, such as cable television and film, should be subject to 
regulations that limit oligopolies? Why or why not? 


8. Do you think that social media, such as Google and Facebook, have attained monopoly sta- 
tus? Why or why not? 


4. What is your position on the net neutrality debate and why? 
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14.3 Trends in Media Economics 


Learning Objectives 


Determine why globalization has been a long-standing trend in American media economics. 
Define cultural imperialism and its implication for American media. 

Describe how hegemony applies to different aspects of global culture. 

Identify the attributes of McDonaldization. 

Analyze the ways that local cultures respond to outside forces. 


Wes & Ss > 


Globalization 


The media industry is, in many ways, perfect for globalization—the spread of global trade without 
regard for traditional political borders. As discussed earlier, the low secondary costs of media mean 
that reaching a wider market is not overly expensive and creates much larger profit margins for 
media companies. Once a film or CD is created, the main costs are done and distributing the prod- 
ucts as far as possible makes good business sense. And because information is not a cumbersome, 
physical good, shipping costs are generally inconsequential. Media thus thrive with a global reach, 
even more so in the interconnected media world of the 2020s."*! 


You already know that media companies benefit greatly from vertical inte- FIGURE 14.8 
gration—and the benefits are multiplied with globalization. Transnational media Media outlets profit more with globalization. 
outlets are able to use many distribution structures around the world. A verti- 
cally integrated company can do all of this in a globalized rather than a localized 
marketplace. (Indeed, we will see below, local markets can become suffocated by 
the global brand.) Further, production values for single-country distribution are 
basically the same as those for multiple countries, so vertical integration allows, 
for example, a single film studio to make higher-budget movies than it may oth- 
erwise be able to produce without a distribution company that has a global reach. 


Some have even argued that the media are actually a partial cause of global- 
ization, rather than just another globalized industry. As media products spread 
from nation to nation and culture to culture, they helped bring about globaliza- 
tion. Technology allows for quick communication, fast and coordinated 
transport, and efficient mass marketing, all of which have allowed globalization—especially global- 
ized media—to take hold. 


Source: © Shutterstock, Inc. 


However, here is a possible problem with all this: The media products that spread from culture 
to culture are from Western countries, particularly the United States. We know how much Amer- 
ican content is in our media, from the obvious, such as fast cars, interracial couples, middle-class 
living, and guns, to the less obvious, such as liberated and powerful women, consumerism, free- 
dom of religion, and more. These are not universally accepted facts of life in other countries and 
yet those countries are often exposed to them. Thus, we see that globalization as a world economic 
trend not only refers to the lowering of economic trade borders, but cultural borders as well. Just 
as transfer of industry and technology often encourages outside influence through the influx of 
foreign money into the economy, the transfer of culture opens up these same countries to change. 
Some observers believe that this will contribute to a one-way transmission of ideas and values that 
result in the displacement of local cultures. 
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Cultural Imperialism 


In today's world, cultural imperialism is most often used to describe the United States’ role as a 
cultural superpower throughout the world. American movie studios are generally much more suc- 
cessful than their foreign counterparts, not only because of their business models but also because 
the concept of Hollywood has become one of the modern worldwide movie business's defining 
traits. American music is heard everywhere. Its fast food can be found everywhere. What messages 
do those products bring? 


FIGURE 14.9 
The “Fast & Furious” movie franchise appears in theaters around the world. What messages does it bring? 
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Source: Dutchmen Photography/Shutterstock.com 


This may be neither entirely good nor entirely bad, some critics argue. On one hand, inter- 
national cultural institutions can adopt and adapt successful American business models. Too, 
corporations are largely willing to do whatever makes them the most money in a particular mar- 
ket—whether that means giving local people a shot at making movies, or making multicultural 
films. However, cultural imperialism has potential negative effects as well. From a spread of West- 
ern ideals of beauty to the possible decline of local cultures around the world, cultural imperialism 
can have a quick and devastating effect. 


To understand the concept of cultural imperialism, it is important to look at the ideas of one of 
its founding theorists, Antonio Gramsci, Italian philosopher and critic. Strongly influenced by the 
theories and writings of Karl Marx, Gramsci originated the idea of “cultural hegemony” to describe 
the power of one group over another. Unlike Marx, who believed that the workers of the world 
would eventually unite and overthrow capitalism, Gramsci instead argued that culture and the 
media exert such a powerful influence on society that they can actually influence workers to buy 
into a system that is not economically advantageous to them. This argument that media can influ- 
ence culture and politics is very much a part of American politics in the 2020s when millions of 
Americans vote against economic policies that might be advantageous to them because they feel 
more aligned with a particular political party. 
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Marx's ideas remain at the heart of Gramsci’s beliefs. According to Gramsci’s notion, the 
hegemons of capitalism—those who control the capital—can assert economic power, while the 
hegemons of culture can assert cultural power. This concept of culture is rooted in Marxist class An Tsoi part oi 
struggle, in which one group is dominated by another and conflict arises. Gramsci’s concept of cul- Gramsci’s theory, it referrs 
tural hegemony is pertinent in the modern day not because of the likelihood of a local property- to the powerful states or 
owning class oppressing those living in poverty, but because of concern that rising globalization a e 
will permit one culture to so completely assert its power that it drives out all competitors. 


resorting to military 
dominance. 


hegemons of 
capitalism 


(m) Cultural Imperialism 


This is an interesting rendering of American cultural imperialism. 


View in the online reader 


McDonaldization 


A similar but slightly different concept from cultural imperialism suggests that American tastes 
and values will crowd out local cultures around the globe. The McDonaldization of the globe i 
: : ; i ae ; : : An economic force that 
applies not just to its namesake, McDonald's, with its franchises in seemingly every country, but to promotes efficiency, 
any industry that applies the technique of McDonald's on a large scale. It is not just about food. calculability, predictability, 
Coined by George Ritzer in his book, The McDonaldization of Society (1993), the concept is rooted in and control. 
the process of rationalization. With McDonaldization, four aspects of the business are taken to the 
extreme: efficiency, calculability, predictability, and control. These four things are not coinciden- 
tally main aspects of free markets. Applying the concepts of an optimized financial market to 
cultural and human items such as food, McDonaldization enforces general standards and consis- 
tency throughout a global industry. 


McDonaldization 


Unsurprisingly, McDonald's is the prime example of this concept. Although the fast-food 
restaurant is somewhat different in every country—for example, Indian restaurants offer a pork- 
free, beef-free menu to accommodate regional religious practices—the same fundamental princi- 
ples apply in a culturally specific way. The branding of the company is the same wherever it is; the 
“Tm lovin it” slogan is inescapable; and the Golden Arches are, according to Eric Schlosser in Fast 
Food Nation, “more widely recognized than the Christian cross." Yet, more importantly, the busi- 
ness model of McDonald's stays relatively the same from country to country. Although culturally 
specific variations exist, any McDonald's in a particular area has basically the same menu as any 
other. In other words, wherever a consumer is likely to travel within a reasonable range, the menu 
options and the resulting product remain consistent. 


Media works in an uncannily similar way to fast food. Just as the automation of fast 
food—from freeze-dried french fries to pre-wrapped salads—attempts to lower a product's mar- 
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ginal costs, thus increasing profits, media outlets seek to achieve a certain degree of consistency 
that allows them to broadcast and sell the same product throughout the world with minimal 
changes. The idea that media actually spread a culture, however, is controversial. In his book 
Cultural Imperialism, John Tomlinson argues that exported American culture is not necessarily 
imperialist because it does not push a cultural agenda; it seeks to make money from whatever cul- 
tural elements it can throughout the world. According to Tomlinson, “no one really disputes the 
dominant presence of Western multinational, and particularly American, media in the world: what 
is doubted is the cultural implications of this presence.”"” 


FIGURE 14.10 
McDonald’s has opened up many culturally specific versions of its chain, all employing its famous Golden Arches. 


Source: Sorbis/Shutterstock.com 


There are, of course, by-products of American cultural exports throughout the world. Ameri- 
can cultural mores, such as the Western standard of beauty, have increasingly made it into global 
media. As early as 1987, Nicholas Kristof wrote in The New York Times about a young Chinese 
woman who was planning to have an operation to make her eyes look rounder, more like the eyes 
of Caucasian women. Western styles—“newfangled delights like nylon stockings, pierced ears and 
eye shadow’—also began to replace the austere blue tunics of Mao-era China. The pervasiveness of 
cultural influence is difficult to track, however, as the young Chinese woman says that she wanted 
to have the surgery not because of Western looks but because “she thinks they are pretty.” 


Local Culture Meets Global Culture 


The spread of culture works in mysterious ways. Hollywood probably does not actually have a 
master plan to export the American way of life around the globe and displace local culture, just 
as American music may not necessarily be a progenitor of democratic government and economic 
cooperation. Rather, local cultures respond to the outside culture of U.S. media and democracy 
in many different ways. First of all, media are often often much more flexible than believed; the 
successful exportation of the film Titanic was not an accident in which everyone in the world sud- 
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denly wanted to experience movies like an American. Rather, the film’s producers had judged that 
it would succeed on a world stage just as on a domestic stage. Therefore, in some ways U.S. media 
have become more widespread, and also more worldwide in focus. It could even be argued that 
American cultural exports promote intercultural understanding; after all, to sell to a culture, a busi- 
ness must first understand that culture. 


By contrast, some local cultures around the world have taken to Western- 


FIGURE 14.11 
style business models so greatly that they have created their own hybrid cultures. Bollywood creates more films than all of 
One well-known example of this is India’s Bollywood film industry. Combining Hollywood in a year. 


traditional Indian music and dance with American-style filmmaking, Bollywood 
studios release around 700 major films each year, three times the rate of the 
major Hollywood studios. India’s largest film industry mixes melodrama with 
musical interludes, lip-synced by actors but sung by pop stars. These pop songs 
are disseminated well before a movie's release, both to build up hype and to enter 
multiple media markets. Although similar marketing tactics have been employed 
in the United States, Bollywood seems to have mastered the art of cross-media 
integration. The music and dance numbers are essentially cinematic forms of Indian Cinema 
music videos, both promoting the soundtrack and adding variety to the film. The — 
numbers also feature many different Indian national languages and a hybrid of 
Western dance music and Indian classical singing, a certain departure from con- Source: © Shutterstock, Inc. 
ventional Western media."®! 


While cultural imperialism might cause resentment in many parts of the world, the idea that 
local cultures are helpless under the crushing power of American cultural imposition is clearly too 
simplistic. Instead, local cultures seem to adopt American-style media models, changing their meth- 
ods to fit the corporate structures rather than just the aesthetics of U.S. media. These two economic 
and cultural aspects are clearly intertwined, but the idea of a foreign power unilaterally crushing 
a native culture does not seem to be entirely true. Media scholar Arjun Appadurai argues that the 
intersection of global and local cultures can bring about circumstances in which “individuals and 
groups seek to annex the global into their own practices of the modern.” It is of no small interest 
that the 2021 Oscar for Best Picture went to “Nomadland,” the story of an American woman who 
loses her job and her home and joins the growing number of Americans living out of vans, directed 
by Chloe Zhao, born in China and working in the United States.”®” 


Key Takeaways 


e Cultural imperialism refers to the power of the dominant culture to overshadow and even 
overtake local cultures, a concept derived from the work of Antonio Gramsci on cultural 
hegemony. 


e McDonaldization is characterized by efficiency, calculability, predictability, and control. These 
four attributes—more than any specific cultural ideas—are the primary features of globalized 
American businesses. 


e Local cultures can respond to outside forces in many ways. In some circumstances, there 
may be a backlash against what can be seen as a hostile culture. However, cultures such 
as India have adopted American cultural and economic ideas to create a hybrid of foreign 
business models and local cultures. 


Exercises 


Please respond to the following short-answer writing prompts. Each response should be a min- 
imum of one paragraph. 
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1. Pick a media company that interests you, such as a magazine, a television station, or a 
record label. In what ways has this company undergone the process of McDonaldization 
throughout its history? Has this process made the company more efficient? How so? What, 
if anything, has been lost because of this process? Why? 


2. In what ways does the United States act as a cultural hegemon? 


8. How do local cultures respond to the influence of foreign culture? What are some examples 
of local cultures resisting the influence of foreign culture? What are some examples where 
local cultures have embraced foreign culture? 


14.4 The Future of Media Economics 
in the 2020s 


Learning Objectives 


Identify reasons that consolidation will continue to dominate media in the 2020s. 
Explain why local media will continue to be challenged economically. 


Identify “subscription fatigue” and how it will shape media economics. 
Explain why the future of media will be media. 


ae (OS 


The future of media economics is a fitting end for a book dedicated to understanding media and 
culture. As we have emphasized all along, media are crucial to social, political, and cultural life and 
need strong and sustainable economic models to survive and thrive. Those models have changed 
over the centuries and will continue to do so. Yet, despite all those changes, we will conclude: the 
future of media is media! 


Consolidation 


The future of media economics will be its past. As we have seen in chapter after 
FIGURE 14.12 chapter, the forces of consolidation, conglomeration, and oligopoly shape every 
Mergers and acquisitions make media more di f the alesse th t. The “logic” of di soog 
remote from society. me lium, rom the oldest to the newest. | e “logic” of media economics is com- 

pelling. The “first copy” costs, the potential for economy of scale, and the vast 
profits available lead companies to continued consolidation. It may not result in 
the best content but it results in profits. 


+, The New Republic notes that this is not a new issue. “Media has consolidated 
"ERGE in just the same way that the rest of the American economy has. Although the 

I Federal Communications Commission was created in 1934 in part to prevent 
media consolidation, it has, over the last four decades, accelerated it.” Jim Fallows, 
writing on media consolidation back in 2005, the publication noted, “lamented 
that the problems of concentration were already ‘too advanced, in my view, to be 
corrected or cured in the foreseeable future.””" Only laws and regulations slow 
the momentum of consolidation. And that changes with every administration. 


ecnuTS 


Source: iQoncept/Shutterstock.com 


What's apparent in the 2020s, says Forbes, “is that no business model can foster the diverse, 
noisy, and pugnacious media that American democracy needs to survive. The larger economic cli- 
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mate demands increased concentration, and media organizations have responded by getting bigger 
and more remote from the concerns of many citizens.” Consolidation is the future of media eco- 
nomics.” 


Media Ownership 
This video explains the 
importance of understanding 


Local Media Go On Life Support media ownership, 


As large transnational media continue their dominance in the 2020s, local media will be trying just 
to survive. In Chapter 4, we discussed the phenomenon of “news deserts,” as local newspapers suc- 
cumb to the lack of subscribers and advertising dollars. The same economic fate can await local 
radio, television, magazines, movie theaters, music venues, and more. 


FIGURE 14.13 
There are fewer local businesses to support local media. 


View in the online reader 
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Source: Sabrina Janelle Gordon/Shutterstock.com 


One industry observer notes, “The industry is at a critical inflection point: we depend on local 
media, now, more than ever, while it has become increasingly difficult for these sites to stay in busi- 
ness. It's a world dominated by platforms, fractured user bases, declining ad rates, and continued 
uncertainty around the winning business model—paywall, subscriptions, advertising, or some mix 
of the three.” 


The issues were not caused by the COVID-19 pandemic, but the pandemic did cause them to 
accelerate. Transnational companies are designed to create media and content that can be offered 
worldwide. They are not designed to support local news media and artists. It will take concerted 
efforts at the local level to finds means of support. 
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Subscription Fatigue 


Although the COVID-19 pandemic led to huge increases in subscriptions for 


FIGURE 14.14 , , media use, with Netflix, Disney+, HBO Max, Hulu, and others seeing an influx of 
How many streaming services will the 


audiences support? 


new subscribers, some analysts predict that the 2020s will see “subscription 
fatigue.” It will shape media economics in the 2020s. 


Some subscriptions, such as Netflix or Amazon Prime, can seem such a part 
of life that consumers approach them as a sort of utility bill. But analysts looking 
at most streaming media subscriptions see a very crowded field competing for 
attention, from videos to music to gaming to fitness. “These offerings fulfill differ- 
ent needs in people's lives, but if grouped under the subscription label, these 
services appear to compete with one another on an individual's budget sheet,” 
Vox says.™! 


One study of digital media trends showed that 47 percent of Americans are 

Source: Tada Images/Shutterstok.com now put off by the sheer number of subscription services available—and the 
number that they are subscribed to. A new trend is emerging. “Consumers want choice,” says 
Forbes, “but they want to choose how they buy. The trend is moving to pay-as-you-go, and more 
consumers are willing to pay a little extra for precisely what they want.””” 


The alternative goes by the name, “consumption-based services.” Under this model, subscrip- 
tion-based services, such as Netflix, will change their pricing models and will start allowing cus- 
tomers to buy or rent specific series or episodes without requiring them to subscribe to the entire 
service. We will also see hybrid pricing models emerge that blend subscriptions and a la carte 
services (Amazon Prime is one example). The headline for the Vox article on all this: “How Subscrip- 
tions Took Over Our Lives.” 


The Future of Media Is Media 


Let's end on a more upbeat note. Despite the troubles, travails, changes, and challenges facing 
media, this book really is an acknowledgment of the media's essential role in culture and life. “When 
pandemics sweep through societies,” the Pew Research Center notes, “they upend critical struc- 
tures, such as health systems and medical treatments, economic life, socioeconomic class structures 
and race relations, fundamental institutional arrangements, communities and everyday family 
life.” And yet media, Pew found, kept society going.” 


Pew surveyed close to 1,000 experts in technology, communications, and social change for their 
views on what the future might hold. Asked to consider what life will be like in 2025 in the wake 
of the outbreak of the global COVID-19 pandemic, “Their broad and nearly universal view is that 
people's relationship with technology will deepen as larger segments of the population come to rely 
more on digital connections for work, education, health care, daily commercial transactions and 
essential social interactions. A number describe this as a ‘tele-everything’ world.” 


Media provided information, social connection, entertainment, education, and more when peo- 
ple and society needed it most. Though they will surely change throughout the 2020s, the media 
will not lose their central cultural role. As one industry publication put it, “The only take about the 
future of media is that media is the future.””” 
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Key Takeaways 


e Consolidation will continue to drive media economics in the 2020s. 


e Because of the increasing consolidation among transnational companies, local 
media—newspapers, radio stations, television stations, magazines, movies theater, and 
music venues—will struggle. 


e Consumers will undergo “subscription fatigue,” especially with the many streaming services 
offered, further upending media economics. 


e Despite the challenges ahead in the 2020s, the media will remain central to human life and 
culture. 


Exercises 


Looking at the list of future scenarios for media economics in the 2020s, think through these 
questions. 


1. Do you feel the FCC should do more to prevent media oligopolies, or are they just natural? 
2. How might local media survive in the 2020s? 


3. Have you felt subscription fatigue? If you were to cancel any of your subscriptions, what 
would be first and why? 


4. What would your life be like without media? 


14.5 End-of-Chapter Material 


End-of-Chapter Assessment 


1. Questions for Section 1 
a. What two revenue models are used by American media? 
b. Explain the three business models historically pursued by American media. 
c. Why has vertical integration been important in the development of American media? 
2. Questions for Section 2 
a. Define the information economy. 
b. What is the FCC and why was it created? 
c. What is the debate over net neutrality? 
8. Questions for Section 3 
a. Why has globalization been an enduring trend in American media? 
b. Define cultural imperialism and hegemony. 
c. What is McDonaldization? 
4. Questions for Section 4 
a. Why will consolidation be a continuing force for media economics in the 2020s? 
b. What are the challenges facing local media? 
c. What is subscription fatigue? 
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10. 


11. 


12. 


Understanding Media and Culture in the 2020s 


Critical Thinking Questions 


1. How do vertical integration, first copy costs, and the information economy relate to one 


another? 


2. How has the FCC handed the trends toward oligopoly in American media? 


3. Is the application of antitrust legislation to media companies positive or negative? How does 
having a larger, more efficient media company help society? How does it damage society? 


4. What is the effect of globalized media on world cultures? Do you think that the current trends 
will continue, or do you see local cultures reasserting their power? 


Career Connection 


As we have seen throughout this book, streaming services have shaped many media, from 
music to film to television. Yet some predict the 2020s will bring “subscription fatigue.” A key 
future job thus might be as a subscription manager, charged with developing and keeping sub- 
scribers. Choose one of your favorite streaming services and explore its website or app. Try to 


find answers to the following questions: 


a 


. How does the service handle someone looking for a subscription? 


2. How does it handle someone looking to unsubscribe? 
3. What kinds of skills would you need as a subscription manager? 
4 


. Are there ways to prepare yourself for streaming jobs while in school? 
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